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RANGE FUTURE 


N this time of frustration, the word “planning” has a 
hollow sound to the ears of many men in the appliance 
business, but the planning goes on and the groundwork 

for the future is being laid in every branch of the industry. 

For no other appliance is this more promising than in 

the electric There are many other 
glamorous new products that have aroused great expecta- 
tions in the minds of the public and the trade—the new 
washing machine for example, the home dryer, the home 
freezer, the electric blanket and others—and though the 
range is a veteran appliance, dating back to 1910, there 
are still many million American families to whom electric 
cooking on the full-fledged electric range can be as new 


the case of range. 


and exciting a discovery as those other more recently 
developed pre ducts. 

The range has had a long, hard, up-hill pull, but the 
men behind its development have never been discouraged. 
Pioneered in sales in small towns in scattered territories 
heyond the gas mains, it has steadily gained a place until 
it stands ready to invade big city metropolitan markets 
and take its place with such other products high in public 
regard as refrigerators and washing machines. It has long 
since solved the technical problems of speed and control 
and has had, nearly from the beginning, the priceless 
advantage of automatic operation. It showed a steady gain 
in the years before the war in the ratio of electric range 
sales to gas range sales. In 1941 it reached an all time 
peak of 728.000 units sold, with, at the beginning of this 
year, approximately 12 percent of all domestic electric 
customers cooking on electric ranges, or 3,541,000 families. 


W I. can regard all this work in the development of 

the range market, as groundwork solidly laid. We 
stand, therefore, at the beginning of a period of great ex- 
pansion. The electric utilities who have, of necessity, 
pioneered this market are not now laying aside their func- 
tion as developers of market. 
comes in, 


This is where the planning 
They are now preparing the most forceful, and 
it is expected, the most effective means ever employed to 
reach the high levels of electric range sales and saturation 
that the merit and service of this product deserve. 


Rates have ceased to be a matter of concern or even dis- 
Electric Cooking and electric water heating offer 
at least a comparable economy of operation, setting aside 
the self-evident advantages to the user of electricity as a 
fuel. But the establishment of favorable rates is but one 
step in the promotional process. 


cussion. 


Comprehensive plans for 
wide-spread merchandising activity have been made and 
are ready for operation. These plans are the fruit of long 
experience and are based upon the activities in merchan- 
dising, not of the companies themselves primarily, but of 
the dealers in their area. 


D I. ALERS also are quite evidently aware of the oppor- 

tunity. Reports from all parts of the country demon- 
strate that dealers are turning to the electric range as a 
major appliance for major sales effort. Not only are a 
vreat many more dealers in 1946 expressing their intention 
of merchandising electric ranges than in the past, but the 
percentage of all dealers who are setting up to sell electric 
ranges and water heaters is far higher now than the per- 
centage of these dealers who in 1941 sold these appliances. 
Many utilities are allowing a part at least of the cost of 
range and water heater installation, and of the plans that we 
have seen for range activity by utilities, all without excep- 
tion have cooperative promotional and selling aids for their 
dealers. 

There has never been a greater opportunity for the dealer 
than this represents. The market for electric ranges is now 
firmly based with 314 million highly satisfied users. It will 
expand at an ever-increasing rate. Competition is severe, 
ably directed and continuing. Effort to’meet this competi- 
tion must be equally forceful, but the dealer should know 
that such effort will be handsomely repaid in the steadily 
expanding sales which will result. 
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No glare from any angle. Casts no shad- 
ows. Does not catch dust or dirt. 


... means better lighting at lower 


Better lighting means more efficient work, 
more sales, and improved conditions for store 
displays, production lines and office layouts. 
And, Fluor-O-Shield diffuses fluorescent light 


evenly, eliminates glare and minimizes strob 
oscopic effect. Lower cost because Fluor-O- 
Shield is a simple, one-piece louver that is 
instantly attached or removed, available in 
two sizes (40W and 20W), is equally suitable 
for continuous or unit mounting. Of light 
weight aluminum, finished in white baked 
enamel, Fluor-O-Shield causes no stress or 


strain on lamps, sockets, or fixtures. 


Snap-on clips for instant attachment or 
removal without bolts, screws or tools. 


SALES-SLANT for DEALERS: Take note of 
the profitable business immediately pos- 
sible selling Fluor-O-Shields as a multiple 
item with fluorescent lamps and starter re- 
placements. Fluor-O-Shields require small 
stock space and are rapid turn-over items. A 
single demonstration of the advantages of 
Fluor-O-Shield over intricate and expensive 
louvers can result in countless sales to plant, 
factory and store owners. 

Fluor-O-Shields are available in sizes for 
40W or 20W fixtures. If your distributor does 
not stock Fluor-O-Shields, have him write us. 


No time lost for installation. Just snaps on. 
Shipped ready for immediate attachment. 


cost! 


* Eliminates Glare * Decorative ® Instantl 
Attached © Fits Most Open-Lamp Fluorescen 
Fixtures e For Factory, Store, Office and Home 
Lighting e Made of Durable Lightweight Alum- 
inum e Finished in White Baked Enamel 


SPECIFICATIONS 


Cat. No Length  FitsLamp Units 


27-1-40 
27-5-40 


4676 in. 
227 in. 


40 Watt $] 95 


467¢ in. 


40 watt 
20 watt 


20 Watt $] 25 


227% in. 


*Trade Mark — Patent Pending 


a 
FLUOR-O-SHIELD* by CAMFIELD MANUFACTURING COMPANY @ GRAND HAVEN, MICHIGAN 
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ee new. financing, plan is 
by far the most atkesetind we have been privileged 
to operate under. We ‘commend it to. all dealers 
handling retail paper. 


“It has certainly been a pleasure, and very profit- 
able to us to have had Commercial Credit Corpora- 
tion as our commercial bankers for the past eleven 
years. We have at all times found your, personnel 
courteous and willing. We sincerely appreciate 
your fine banking service and LQAKJEWVEOE ENA d 


* 36 
co-operation. 


/ Chas 2D renee 


Passman Equipment Company 





Monroe, Louisiana 
Commercial & Domestic Refrigerators 
and Household Appliances 





COMMERCIAL CREDIT COMPANY 


BALTIMORE 2, MARYLAND 


Capital and Surplus more than $80,000,000 
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Congress has acted—and along these lines—since this editorial was written. If the President signs the legislation, we 
have taken one step forward. If he vetoes it. the voters must resolve a conflict between two branches of their government. 


THE LABOR CRISIS 


—it’s up to Congress 





T HAS remained for John L. Lewis to demon- 

strate conclusively that, under the sponsorship 

of the federal government, the power of organ- 
ized labor has been built up to a point where it can 
be used to paralyze the economic life of the nation. 
Therefore, in the elemental interest of self-preserva- 
tion, the first order of the day is to cut down the 
power of organized labor to a point where irre- 
sponsible leaders no longer have the power to use 
it to cut down the country. 

This will prove an exceedingly complicated job. 
The federal government, over a dozen years, has 
developed and buttressed the power of organized 
labor by many separate steps. They are interlaced 
in a pattern which cannot easily be unravelled. 

Cutting down the power of organized labor to 
proper proportions will be an operation almost as 
delicate as brain surgery. To be successful it must 
impair no basic American political or economic 
right. It must leave intact the right of workers to 
organize and bargain collectively through represen- 
tatives of their own choosing. It must leave intact 
the right to strike. But it must disassociate from 
the exercise of these rights opportunities for devas- 
tating abuse of the public welfare such as those 
demonstrated by Mr. Lewis. A meat axe is not the 
instrument for this operation. 

3ecause of the complexity and delicacy of the 
operation to be performed it would be helpful if 
it could be carried out in a tranquil atmosphere. 
The urgency of the problem is such, however, that 
no time can be lost in getting at it. 


Guiding Principles 


However, the dangers that haste or heat will lead 
to serious blunders can be largely eliminated if 
the process of bringing the power of organized labor 
back within safe and reasonable bounds is governed 
by principles to which all fair minded people can 
fully subscribe. 

The most important of these principles is that it 
is an abuse of public authority to extend special 
privileges to organized labor. 

When in 1935 Congress passed the Wagner Labor 
Relations Act, one of the great buttresses of the 
power of organized labor, it was upon the explicit 
theory that organized labor was weak and needed 
coddling by the federal government if it were to 
survive, let alone grow big and strong. In the policy 


section of that act it was stated that “the inequality 
of bargaining power between employees who do not 
possess full freedom of association or actual liberty; 
of contract, and employers who are organized in 
the corporate or other forms of ownership associa- 
tion substantially burdens and affects the flow of 
commerce . a 

Regardless of whether or not that was a correct 
reflection of the situation in 1935, it bears no rela- 
tion to the situation today. Under the continuous 
sponsorship of the federal government, the power 
and bulk of organized labor has waxed until today 
it is preposterous to regard it as the weak sister 
in its bargaining with employers. If, after being 
continuously demonstrated since V-J Day, the prop- 
osition that the pendulum of organized power has 
swung too far over on the side of organized labor 
needed any final and clinching demonstration, John 
L. Lewis provided it. 


Changes in the Law 


Translation of the principle that organized labor 
is no longer a weakling, requiring a diet of special 
privileges, into specific legislative enactments is a 
detailed technical operation beyond the scope of 
this statement. It is possible, however, to indicate 
some of the general lines it should follow. Here 
they are: 


1. The duty to bargain collectively, now imposed 
upon employers by the Wagner Act, should also 
be imposed upon the leaders of organized labor 
who are now under no legal compulsion to bargain. 

For well over a month Mr. Lewis made a 
complete mockery of the process of collective 
bargaining by refusing even to state his demands 
until the coal operators had approved “in prin- 
ciple” a plan for a miners’ “health and welfare” 
fund which he fancied. In the meantime the 
country was plunged into an ever deepening 
crisis. 

2. Unions, as well as employers, should be made 
liable to suit for damages for breaking their collec- 
tive bargaining agreements. 

A degree of responsibility commensurate with 
their age and power requires that unions be 
liable, to the extent of union funds but not the 
funds of individual members, for carrying out 
their agreements. To have it otherwise is to hold 
that a collective bargaining agreement is, by defi- 
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nition, a phoney agreement so far as the union 
is concerned. Outlaw strikes are the fruit of this 
lop-sided arrangement. 


3. Employers should be given more discretion, 
in reinstating employees who have gone on strike 
than is now permitted by the Wagner Act. 

The Wagner Act largely eliminates the risks 
involved in striking because of the requirements 
it imposes upon employers to take workers back 
when they have decided to return to work. 
These requirements make it virtually impossible 
for the employer to replace workers even if they 
are engaged in the most unjustifiable of strikes. 
At the least workers who have smashed up prop- 
erty and stirred up violence in the course of 
a strike should have no rights under the Wagner 
Act. How much further the Wagner Act strait- 
jacket should be loosened at this point should 
be carefully explored, and excesses encouraged 
by the Act should be removed. 


4. The wedge which the National Labor Relations 
Board has driven into the orderly conduct of Amer- 
ican industry by holding that foremen are covered 
by the Wagner Act should be eliminated. 

The issue involved here is continuously mis- 
labelled and confused as that of the right of 
foremen to organize. There is no question of 
the right of foremen to organize any kind of a 
legal organization they desire. That is their right 
as American citizens. The issue is whether or 
not the special privileges accorded by the 
Wagner Act, which in some circumstances has 
been so construed as even to prevent employers 
from talking with their workers, should be ex- 
tended to foremen who, if American industry is 
to have a chance to do its duty effectively, must 
represent management with full loyalty and 
responsibility. 

A member of John L. Lewis’ United Mine 
Workers takes an oath which provides, in part, 
“that I will not reveal to any employer or boss 
the name of anyone a member of our union” 
and will “defend on all occasions and to the 
extent of my ability the members of our orga- 
nization.”” Mr. Lewis insists that the coal opera- 
tors contract to deal with foremen to be organ- 
ized in a union where they will take that oath, 
and where their activities will be separated from 
the influence of employers by the barriers im- 
posed by the Wagner Act. Such an arrangement 
undercuts orderly management of American 
industry. 


5. The exemption of labor unions from the fed- 
eral anti-trust laws, provided when organized labor 
was presumed to be weak, should be modified to 
take account of its vastly increased strength, and 


THIS IS THE 48th OF A SERIES 


the use of this strength to destroy business enter- 
prise and create monopoly. 

As matters stand unions can run employers 
completely out of business by secondary boy- 
cotts and run fellow workers out of jobs in the 
process. An Ohio manufacturer, working with 
a government-certified C. I. O. union, is put out 
of business because A. F. of L. workers refuse 
to handle his products. Still the government, 
this time in the person of the United States 
Supreme Court, says that actions of this sort 
are above the law because Congress exempted 
unions from the federal anti-trust laws. 

To eliminate one of the most devastating forms 
of restraint of trade, this exemption should be 
cut down forthwith by subjecting unions impos- 
ing secondary boycotts to the same penalties 
under the federal anti-trust laws as those to 
which employers doing the same thing are sub- 
jected. And the question of further narrowing 
the obsolete exemption of unions from the fed- 
eral anti-trust laws should be fully explored. 


6. The levying of special sales taxes for the exclu- 
sive benefit of unions should be prohibited by law. 
As a matter of good government the right to 
levy consumption taxes should be reserved to 
the public authorities and used strictly for public 
purposes. As a matter of good economics, pay- 
ments to workers or their organizations should 
be included in the payroll where they can be 
properly counted as part of the cost of pro- 
duction. 
Equality Before the Law 
When everything that can conceivably be accom- 
plished by legislation has been accomplished there 
is no reason to believe that an ideal or even a surely 
workable system of industrial relations will have 
been devised. Many of the mainsprings of such a 
system lie deep in the hearts of men and far be- 
yond the reach of legislation. There is no chance, 
however, of having such a system, or even a defen- 
sible system of democratic government until special 
privileges which tip the scales of power far on the 
side of organized labor are withdrawn and there is 
some measure of equality for employers and organ- 
ized labor before the law. Though it is hard to 
believe it at the moment the country may come to 
be grateful to John L. Lewis for driving that lesson 
home so ruthlessly. 





President, McGraw-Hill Publishing Company, Inc. 
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Ready to bottle expected bottled gas competition in post-war, the 
Rochester Gas & Electric Corp., N. Y., resumes its intensive selling drive 
which won the first round against the LP interests before the war. 


RESUMPTION in post-war o1 
A\ imiensive campaigning by the 
liquified petroleum gas industry 
in rural areas served by electric lines 


of the Rochester Gas & Electric Corp. 
will collide head-on with a heavier 


| barrage than was thrown at them in 





1941, according to Frank M. Houston, 
manager domestic sales, who declares 
the utility in pre-war definitely put 
bottled gas competition on the run. 

In 1940, when the liquified petro 
leum gas interests invaded a particu- 
larly vulnerable spot in this utility’s 
territory in large force, meeting with 
little opposition at the outset, the 
bottled gas boys soon registered gains 
of alarming proportions. Alerted to 
the seriousness of these inroads by a 
quick survey in the affected district, 
Houston marshalled the company’s pro 
motional and selling forces for a deter 
mined drive which in 1941 in this area 
scored these results: 


. Increased sales of full automatic elec- 
tric ranges more than 400 percent. 

. Sold 91 electric water heaters, 82 gal. 
size, as against 16 for 1940. 

. Boosted electric refrigerator sales by 
almost a four-to-one ratio. 

. Turned in total sales of $61,734 on elec- 
trical appliances for the area, compared 
with $19,607 there for 1940, while the 
balance of the Rochester Gas & Electric 
system in the same period, with a gross 
of $679,199, was showing but a 41 per- 
cent increase in sales of all appliances. 


The drive rolled with such momen 
tum that Houston believes these gains 
easily could have been doubled in 1942 
if the war had not brought on the 
appliance freeze. Recent surveys of 
the area confirm this view. 

Frank Houston is convinced a return 
engagement early in post-war is inevit- 
able. Believing the LP interests logi- 
ally will attack in the weakest com- 
petitive spots, RG&E now is strength- 
ening its position as follows: 


- Expanding its former sales outlets. 

- Opening new outlets. 

. Employing larger sales force than was 
thrown into the breach in 1941. 

. Carrying a full-time home service girl in 
the area; later adding another. 

. Preparing the promotional and advertis- 
ing backing. 

» Improving facilities for maintenance of 
continuous electric service through hi-line 
renewals and extensions, additional tie 
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lines, an interchange of power with other 
utilities, storm repair crews, etc. 


These steps are considered good 
business regardless of competition. 
For a utility to put in extensive rural 
lines and then not make a strong play 
for a real load on them, Houston con 
tends, is poor business. 


The Lake Shore District 


The area which suddenly loomed as 
a tender spot in 1940 is the Lake Shore 
District, starting 10 miles east of Roch- 
ester, running along Lake Ontario for 
about 45 miles, and extending to within 
15 miles of Syracuse. This district, 
525 square miles in area, with a popu- 
lation of 31,000, is 95 percent electri- 
fied, RG&E averaging 8,000 year 
‘round residential customers plus an- 
other 1,500 connected during the sum 
mer season. When present building 
program of 50 miles of new lines is 
completed, only another 30 miles will 
remain open. 

Wolcott, with 1,374 population, Wil- 
liamson and Sodus, all about the 
same size, are the principal towns in 
this district which is noted as a fruit- 
growing section. In pre-war the com 
pany maintained a combination branch 
office and small retail appliance store 
in Wolcott and Sodus, with one appli- 
ance salesman working 
office. 

Lulled by the domestic load on the 
line in 1939, the manager of the district 
was all for RG&E going out of merch- 
andising, as had the neighboring util- 
ity on the east side of this area some 
10 years before this. In 1940, how- 
ever, the picture changed fast. Houston 
says: 

“The territory adjoining our south- 
east corner rapidly became a bottled 
gas paradise, with Weedsport, just 
across the canal, headquarters for a 
big LP outfit which moved in here 
solidly with a competent sales crew. 


out of each 


1946 


all kinds of allowances, a cheap range, 
a cheap and quick installation, long 
terms, and display advertising which 
harped on low-cost cooking. The im- 
pression was created that cooking with 
electricity is very expensive. Our cus- 
tomers fell for the inducements like hot 
cakes—especially when the LP boys 
circulated a pamphlet with a photo- 
graph of our president along with 
quotes from speeches made by RG&E 
executives. They let fly a double bar- 
relled shot that wasn’t easy to duck. 
seizing on the fact we are a two-service 
company, conducting city gas demon 
strations which they simply quoted and 
lished out in broadsides to all 
areas. 


rural 


‘Quick action was needed. Ralp! 
H. Mason, sales supervisor in the dis 
trict, made a rush investigation in the 
field to convince our top executives. 
By this time, G. Graydon Curtis, man- 
ager of the district, was yelling for 
help. Here’s what Mason found: 


Rush Investigation 

“Of 2500 customers on new lines, 
about half were cooking with LP. An 
investigator called on the 18 dealers in 
the district and 17 of them tried to 
win him over to bottled gas. Of the 
nine central or large schools, only one 
was using an electric range for its 
home-making classes. Despite the way 


(Continued on next pa 
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a chef’s hat and do the cooking at 1. Time saving Convenience 












monthly meetings. 2. Labor saving 10. Reduces hous. 
“We conducted special demonstra- 4. Cleanliness hold expense 
tions in every hamlet, showing house- 4+. Health 11. Reduces decor. 
wives what our range would do onthe’ 5. Safety ating cos! 
three daily meals. We didn’t kid any- 6. Better foods 12. Durable 
one—during demonstrations we sold 7. Comfort 13. Reliable 
electric cooking outright, often using ¥&. Scientific cook- 14. Simple 
their own bills to prove our cost points. ing * 





Mason hit the fairs, electrical shows, 
granges, church affairs, every place he 
‘ould edge a foot in the door, always 
featuring ranges, forgetting other 
ippliances which are easy to sell. 1940 194] 
ee 32 129 






Che box score for the district after 
12 months on the drive, as compared 
with the previous. year: 










Quick Survey 








Refrigerators . .... 68 261 
Mason made a quick survey of 50 Water heaters..... 16 9] 

f our users, finding that 47 of them Gross sales, all ap- 
DHANCES ... 6665 $19,607 $61,7% 






Of the ranges sold, 95 percent were 
tully automatic The refrigerators 
iveraged 7 cu. ft. capacity. All water 
eaters were 82-gal. capacity, con- 
nected on off-peak service. 

Other important gains were: 

Seven of the eight schools using 
in LP range in the homemaking class- 
room switched to an electric range 
after we passed along a manufacturer's & 






The Rochester Gas & Electric officials who 
mapped out the counter attack when LP in- 







terests invaded their territory in force in 






cluded Frank M. Houston, standing, mana- 






ger domestic sales for the utility, G. Gray- 
don Curtis, manager of the affected district 







and R. H. Mason, sales supervisor in district 









































deal to them. As cafeterias were § 
Sstiaitilie lies <aialilieain ellie sie aaa pened in these schools, electric ranges 
chandise outlet for the utility in the small gam were specified. ; Our home j 
town of Wolcott, this corner now is being et e erpartment ents 7 copes i 
transformed into an attractive display center 100 percent with three dealers in the | 
with a model kitchen seating 40 persons listrict, furnishing a home service girl 
while the offices are being moved into the lemonstrations as may be required | ] 
adjoining build ng at right ! 
Benefits of Drive 
= ‘ le pati 
Recent formal surveys in the dis- Wher 
trict indicate additional benefits of the  Eabawe 
ip] ving t of the year, not on a short can made heavy use of the deep-well cooker sustained drive as follows: " ie a 
ere in our territor 1 wn range en basis, but with the idea of mak- —which LP ranges do not have. We Fifteen percent more housewives vie . 
n this district were off 10 per : ontinuous drive—which the war _ used our users to the limit. The satis- now are cooking with electricity than §, ‘ad 
t. From every ang tigated ipset fied housewife is a terrific factor in with LP. Of those expressing a pref- & rying | 
figures were appalling. The exe- heir job was solely to sell ranges, making new sales, particularly the en- erence on type of new range desired, Bion a 
es ante’d up and we moved fast. nly taking orders on other appliances _ thusiastic type who has a following in___in answer to a return-card survey, 66 alana 
While training four new salesmen, which happened to fall in their laps a small community. We also stressed percent stated electric as against 29 Wher 
bolster the pair then in the field, we [he dealers were campaigning hard on tur service—a factor which some LP percent for gas, which Houston finds Shis Kel 
ployed high school lads to contact LP at the same time—and whenever dealers in the district didn’t brag about very encouraging. On the cheapest Biy:.5;. 
yur customers, tell them our rates, ur men saw a bottled gas truck, they very much.” vay to heat water, the answer was Hol St. 
<plain the electri oking story, and tagged along. In Wolcott alone we During demonstrations, Mason cited 2}-to-1 in favor of electricity over gas. Bye frst 
t them know we still wer: heseiness nverted eight LP users to electri 14 reasons why the electrical way of Unsolicited inquiries today for new “rg | 
lling full-automatic electric ranges ooking. Every salesman was a West ‘ooking is superior, listing them as nerchandise show four calls for ranges lgoing 1 
les f n the nghouse “Tough Guy", able to put o1 follows: (Continued on page 64) }around 
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Eight of the nine central or large schools in the district now use an electric range in the This young housewife, Mrs. Douglas Douglas, cooks the electrical way because he: get arc 
home-making classroom, exactly the reverse of the situation uncovered during the utility's mother, Mrs. S. R. Roney, who for years used an LP range, switched to an electric range buy at 
investigation of competitive conditions in 1940 when the LP campaign was in full stride. during the company's drive and now is an enthusiastic booster. = ig 
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IS location being in the Bible 
H belt, it may be appropriate to 
say that Richard H. Neill has 
patience of Job. 

When he was afflicted with the last 
pression he remembers taking truck 
4 refrigerators out on the high- 

ys and byways and selling them off 
the end gate like a peddler pushing 
rying pans. “And my cost of opera- 
n was darned low, too,’ he remi- 


When World War II caught him in 
is Kelvinator store just west of the 
llinois Central tracks at 405 W. Capi- 
tol me. Jackson, Miss., ( pop. 62,107) 
1e first stewed and worried fit to kill. 
f I can’t get stuff it’s a sign it’s 
going to be scarcer than hen’s teeth 
round here,” he said to himse?f. 
Whereupon Mr. Neill hit upon a 
ique idea of doing business 


Bought Old Appliances 


He hired some women who had been 
onstrators, or had had some ex- 
meeting the public, and put 
doorbells. Only this 

e they were not trying to sell any- 
hing. They were buying. At every 
me they talked to the and 


rience 


them out ringing 


housewife, 


fasked if she had any old electrical ap- 


pliances she would part with. It didn’t 
latter whether they worked or not 
girls “ id a list of prices and for 
te a while Jackson homes were glad 
get ai of the junk for a little pin 


ney. A truck went out and picked 


p the old merchandise and brought 
) the store. 
Inside, Richard Neill was setting up 


iThe Electric Iron Hospital” which 
aired a lot of things besides irons. 

vasn’t long before 
§et around Jackson that if you couldn't 
buy a new iron or appliance you could 
set a good rebuilt down at Neill’s. 


word began to 


The Neill store, although sketchy and crowded, gave people of Jackson a feeling that 
you could find what you wanted down there. 
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One oi the things that stopped him 
n his drive to get the repair depart- 
nent going quickly lack of 
parts. Mr. Neill remembered the vari 
us scrap had taken placs 

Jackson. He went over and looke 
t the junk and saw piles of scrap cor 
taining old irons, fans and what have 
vou. He explained to the authorities 
that he had to turn in old parts in 
rder to get ones and they told 

to go ahead. 

\s a result, his boys went to work 


was the 


drives that 


new 








For scarce merchandise 
Richard H. Neill signing up Mrs. Jane M. Fitzgerald of Dexter Drive, Jackson. 





Here are some of the appliances that house to house canvassers bought for Neill's 
—all fixed up ready for resale. 


m the junk yards and pulled out the 
parts that were vital. Mr. Manufac- 
turer asked for an old part to be sent 
in before he sent a new one and 


Richard Neill was ready with all the 
ld parts he 


wanted. As a result he 
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piled up quite a little stock of repair 
parts. 

On his shelves he had hundreds of 
irons, clocks, fans, toasters, percola- 
tors, waffle irons, heating pads, that 
his women had paid from 25¢ to 


When appliances 


Miss. housewives is paying off 


99 





became 


scarce, R. H. Neill sent gals out 
buying up old stuff... Now the 
policy of always being able to 
supply the wants of Jackson, 


women were perfectly willing to hunt Neill's out—witness 


50¢ to get for 
“The fans 


rebuilding and resale. 
were the first things to 
irons next, radios next, and 
’ Mr. Neill relates. “Soon 
folks around hunting in 
every nook and cranny for appliances. 
[ think that 15,000 people bought from 
Neill’s since December 1942, most of 
them folks that had never been in the 
place before. We did a volume of up 
to $30,000 a year even in the midst of 
the drouth.” 

The country was handled by 
and Neill’s ran want ads to sell and 
want ads to buy. 


get scarce, 
toasters last 


here were 


cards 


Service Brought Them In 


Service was the thing that brought 
them in. Farmers would frequently 
send in $2 deposits on something they 
wanted end would wait until it turned 
up. 

Where stuff was brought into the 
store for repair, and not for sale, 
Neill’s offered to fix for one half of 
the new price. He would guarantee it 
to work indefinitely. 

Fortunately the head of the OPA 
in Jackson was intelligent enough to 
see that ii citizens could not get their 
appliances repaired, there would be an 

(Continued on page 74) 
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called by the sudden death of C. J. Girardin. 
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Appliance 


<< LO 


E. L. Farquharson of Universal was the only Easterner out 


AS 





I t V\ 
h er t ike ob in a 
ly wailed to J. B Fort Worth is host to an impressive 
Thon al }) nt I the Tex: 5 Elec 
° 
sau Hong any, that she nov array of national manufacturers who 
lad to 
“You should have an electri bring the Southwest its first glimpse 
washer,” c¢ ented Mr. Thor 
“I never hh hes being of the new appliances since the war 
washed by g except neg 
maid,” re t isewll W1 
do you su hol 
of th traptiol 
All o t pirat ulte « Keynote ol the show Leonard, General Electric { onipans 
behind one t electric appl J. B. Thomas commented that as  Colonial-Premier, Proctor Electric 
ance s| n the South, put ginally planned, the show was ex (Chicago Flexible Shaft Co., Blackston 
on in | Worth \pril 26 t ted to yp up a lot of the loose Corporation, Kellogg Switchboard & 
May 2. TI rT the fact ney lying und in Texas by indu Supply Co., Warren Telechron, Speed 
summers | t lown Sout] people to put in appliances. How (Queen, McGraw Electric, Stromberg 
but thi t to 1 92 nat t ficult at the present Carlson, Silent Breeze fans, Navis 
mat er even get models for display, Smith, Lear Radio, Thor washers 
sh turned into an educa Estate Stove Company, Coolerator, 
the ng people what Emerson Radio, Domestic Sewing 
he t e done Machine Company, Setter Light 
house t t ttest weat ing peop carrying children, Better Sight Bureau, Premier Railley 
without lathes ilies who haven’t accumulated any- Electric, RCA, Knapp-Monarch, Eme 
perspirat ng during the husband’s years in on Electric, Master-Bilt Company 
“Ahd life, were present by thousands Majestic Radios, Everhot, L&H Rang: 
work, but to ¢ ip a sweat ee the displays. Company, Eureka vacuum cleaners 
one W ul » tol Some of the 52 manufacturers and  Deep-Freeze, Bendix, American 
ELECTRICAL MERCHANDISING, as_ shi rands displayed at the show were: Beauty, Cory, Wilcox-Gay, Adequat: 
shopped around, dr eyed at the lison General Electric, Nash-Kelvi Wiring 3ureau, Hoover vacuum 
washers, clot other de tor, Landers, Frary & Clark, Norge cleaners, Chicag Electric and 
vices that took t uscle work out (;ibson, Zenith, Phileo, Frigid Waverly Tool Company—pratically a 
of honusekeet AY se +4 nter ling A As ir il. Westingh yice Crosley ‘omplete list 


Two dresses for the price of one, made without effort, this 
Domestic sewing machine man is saying. 


the show was the system by whict 


It would have done old Rock Smith's heart good to 
how the Texans peeped into Deep-Freeze units. 







semen 





Oa ot A 





4 
; if it's ce 


The fact that Texas Electrical Ser 
vice Company had a $1!/2 million 


Will Rogers Memorial building 
ready was what cinched the ex- 
position 








Following closing, parts of the show 
were moved to five other towns 
[exas. Chief interest nationally 


was organized. Almost a year ago th 





Texas Electric Service Compa: 
which is a member of the Ehbas 
zroup, started contacting manufac 
turers. With the $14 million Wil 
Rogers Memorial building availabk 
they were able to allot space or Se 
first-come, first-served basis, prov 
lisplay space and decorative back 
grounds at no charge to distribu 
with the understanding that the 1 
lacturer was to man the display «a 
provide and hand out literatur 
Booths ran from 800 sq. ft. down t 


65 sq. ft limited to nat 
days advance the « 
seum was opened for installation of dis 
plays, and storage space was provid 
for packing cases Booths 
and 7 ft. deep and supplic 
the utility. A 
displays was supplied 
hanks to the orga 
tion of every detail, under the directi 
f A. E. Schwarz, the show went on 
vithout a hitch 
lhe agricultural end was a natura 
on with the cooperation 
. & M. engineering department 
nd manufacturers of electric farming 
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That display of bottles in the Crosley refrigerator hits the spot in Texas—they buy 


if it's coolness in cooking that you want, there's the Kelvinator range, these Texans are 
beverages by the bottle almost exclusively in that country. 


finding. Curiosity is running high. 


Notice the baby on the hip. This ex-army couple looking at a steam iron is virtually The automatic washer, illustrated by Blackstone, is a 7-day wonder to Texas young 


starting housekeeping from scratch. couples, who just look and look. 


Texas has some cool nights, too, and this Knapp-Monarch Here's what caused President J. B. Thomas of Texas Elec- This tiny hammermill is made in Manhattan, Kan., and 
display of warming pads won attention. This lady requires tric Service Company to dream up the show—the Hot- is a tipoff to how things are developing in the farm ap 


more than just a look. point dishwasher. pliance field. 









DEALER Pitt lift 
ulty not y ag making 
Cc Ih t ns tf ‘ in who 
had bought a Precipitron. She uttered 
the usual beef about having trouble and 


an expert went out with the dealer. 


I was told I would never have to 


lust,” she said, “and it would not be 
ecessary to use a vacuu leaner 
‘My leat id) I yond l ex- 


Va 1x 
Week 

S ire. 

+r } me 

. JTTIC 

It ns ¢ ' h is 
iken ite of the 
lay l ight or seem- 
ng effort t t 1 ¢ atten- 
tion as to purificatio \ you con- 

! } | 
sicle that « t the 
verage Ameri y contains 500,000 
alr ' 


2 million particl f dust. dirt and 


pollen—you get an ide much 
extraneous matter surrounds us which 
may not only be harmful to t 1uman 
system, but which, deposite homes 
and upon meturnishing vecomes a 

or tact reating the dru lgery 

Made by Westinghouse 

Che Precip that 
‘leans air of 90 pe t I] ts dust 
and dirt. It is the exclusive product of 


the Westinghous Electric Corp., 
though it is rumored that the American 
Air Filter ( nd Ravtlhe Itg Co. 
are al ente e the fel 

There are about 125 domestic Pre- 
‘ipitrons in use today. The device may 
be said to be i test basis. The model 
that g to be sold to the public 
in the future annot he pre sented in en- 
tirety, 1 é ed in deta Plans 
are to bring it onto the market the 
latter part 1946 

But t ‘ 





the domestic market. . 
how it has worked in test applications in 
smoky Pittsburgh's air heated homes 


. Here's a picture of 


BY TOM F. BLACKBURN 


past eight 
It has been found to work in 


being the dirti 


has been tested out for the 
years. 
Pittsburgh, famous for 
est city in the United 
espondent has skidded up and dow: 
Pittsburgh’s icy winter hills calling on 
owners of Precipitrons. He has talked 
to them when no Westinghouse scout 


has been given their low 


States. Your cot 


was near and 


wn 


What It Is 





+ 7 tliat + y 
speck Ol lust da 
il “hitch hil larg 
t va t g 110 T Pp 
hen e air { Ov : 
etal plates whicl also electri 
irge l. b pposite polarity 
é pposite electi harges attract 
mized specks of dust and dirt and 
e pulled to the plate and cling there 


the 


washes ther 


until some time during the month 
ywwner takes a hose at 
lown the drain 

Units of sufficient air cleaning capac 
ty for the ige 6 or 8 room houses 
than an ordinary 
and cost no more 


iver. 
need be no |; 
-ctric retrigerator 
to operate. 
at Westinghouse who 
responsible for the development of the 
Precipitron is a bright-eyed scientist 
named Dr. Gaylord W The 
electrostatic principle on which it 
known since 1880 
when German tumbled onto it 
Since 1925 cleaners of this sort have 
ween used for removing cement and 
lead fumes from air. These early set 
ups required from 30,000 to 100,000 
1 uch quan- 
vasn’t fit to 
breathe, because ozone in sufficient 
knock you off. This 
earlier system was built under the Cot- 


trell natent and was used by the Re 


The man 


Penney. 
operates has been 


some 


volts and produced ozone in 


it the cleaned att 


, 
juantity will 


The PRECIPITRON | 


Already functioning successfully in scores of 
industrial and commercial applications, this 
new air cleaning device is being readied for 





Mrs. Joseph Fingeret of Sewickley, Pa., looking for signs of soilage on drapery that 
Note absence of smudge on wall above warm air inlet in 
upper left even after 6 years occupancy during which the walls have not been 
This Mrs. Fingeret attributes entirely to her Precipitron. 


has been up for 3 years. 


retinted 
sea Corp., a subsidiary of the Chrys- 
ler ¢ ». of New York Citv. The slick 
trick in the Penney development was 


to develop air cleaning without a trace 
i ne, neither harmful nor notice- 
able 

Dr. Penney put the first domestic 
Precipitron in his own home in Pitts- 
burgh. Within a short space of time 
many other Westinghouse employees 
were clamoring for models for their 
places. However, domestic application 
has lagged behind the commercial use. 
Steel mills, factories that produce pre- 
cision products, all have been going for 
Precipitrons in a big way during the 
war. Restaurants, office buildings and 
hospitals like them and there is un- 
doubtedly a great commercial future 
ahead. 


The Domestic Model 


The domestic Precipitron, when it 
is again offered, will weigh about 250 
pounds and the best guess as to its 
price is between $250 and $300. Of 
course, this is only tentative. 

The Precipitron operates on a single 
phase, 60 cycle, 115 volt circuit. It 
uses 50 watts an hour, something that 
ould it a plug-in How- 


ake levice 





JUNE |, 























ever, as it is hooked up with the wat 
main and drain, virtually all installa 
tions have electricity wired in. On 2¢ 
juice it will cost around $1 a month t 


operate 

The market for the Precipitron wil 
come from those families who occu 
homes centrally heated by warm a 
When it is realized there are 34,149 
065 occupied dwellings in the Unit 
States with heating equipment and 
these only 6,919,081 are centrall 
heated with warm air it will be see 
at once that the market is selective 
Of the 14,346,835 occupied dwelling 
units with central heating it will ! 
seen that only 48 percent come und 
the head of prospects. While a P: 
cipitron will work in any home tha’ 
has warm air heat, its sponsors adv 
cate its employment only with thos 
houses that have forced air. Ther 
have been cases of Precipitrons sold t 
home owners who use hot water hea! 
but in these cases it was necessary t 


run a duct system throughout th 
house, something not likely in th 
majority of cases. While no stati 


tics seem to exist since forced heating 
is a feature that has come during t! 
last decade or so, nevertheless one ma’ 
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that the quickest sales will come 
the 722,091 homes heated by gas 
the 611,765 oil-heated homes. 
If you will get hold of a map of the 
United States you can see that the 
territory for easiest sales of the Pre- 
cipitron is going to be in those areas 
where soft coal is burned and where 
there are considerable gas- and oil- 
heated homes. You can jot down nearly 
any big city in the country as being a 
good prospective field. Sales will be 
tougher out in the country. 

“But don’t overlook,” declares John 
L. Foley, Precipitron specialist for 
Westinghouse, “any group of people 
who suffer from hay fever, asthma or 
other allergies caused by air-borne 
materials. These folks are a natural 
wherever they are located.” 


Estimate is that the Precipitron’s 
prospects will live in houses worth 
$7,500 or more. The new home market 
will get a sizable chunk of the domestic 
business, but whether or not dealers 
will be bypassed in sales to speculative 
builders remains to be seen. 

On the dealer’s floor a very good 
demonstration can be made by blowing 
cigarette smoke through a Precipitron. 
The smoke disappears as if by magic. 

As to service, Walter F. Keist, Pitts- 
burgh, who looks after more Precipi- 
trons than anybody else, is a good man 
to talk to. 

There are only two things to go 
rong,” says Mr. Keist. “The Precip- 
itron has two half-wave rectifiers 


“a 
Ss 


which change AC to DC. These tubes 

something like those found in 
radios. Every so often—anywhere 
f 


m six months to several years—you 

ve to replace the tubes. They are 

easy to get at. 

Then too, a transformer might blow 
We always carry an extra power 


_A New Appliance 





This is the Joseph Fingeret home in Sewickley, Pa., and gives an idea of the type of 
prospects that are already buyers of this new device. 





ABOVE 


Putting a new electronic 
tube in the power pack of 
Precipitron in the Joseph 
Fingeret home, Sewickley, 
Pa. This tube changes a.c. 
to d.c., thereby making pos- 
sible the operation of the 
Precipitron. 


RIGHT 


Here Walter Keist, Pitts- 
burgh area distributor of 
Precipitron, attends to 
monthly washing down of 
the air cleaner in the Jos- 
eph Fingeret home in Se- 
wickley, Pa. Dust and dirt 
on the collector plates is 
carried down drain in lower 
left by wash water. 
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pack with us in our service car. This 
loesn’t happen any oftener than it does 
on a radio, yet it can happen. 

“There is no danger of electricity 
servicing a Precipitron. Al 


l service 
ioors are protected by a switch 


cn whi ] 
cuts off the electricity the minute vou 
open up.” | 

Mr. Keist went on to sav that mos 
Precipitron owners were glad to sub 
scribe to the service which includes 
ese checkovers. 


Once a week the Precipitron should 


» shut down and the dust washed off 


the plates into the sewer. In a number 
tf cases Pittsburgh home owners have 
a deal with service men to come in and 
lo this for them, although it is rela 


tively easy for the owner to take care 








In putting out a nu f Precipi 
trons in Pittsburgh homes since 1937, 
Westinghouse has been shrewd. The 
main reason has been to discover 
whether or not bugs will appear and 
vhether or not there exists a healthy 
ippreciation of them which will make 
for Precipitron’s success as an appli 
ance, 

Mrs. C. A. Freyermuth, 760 Jeffer- 
son Drive, Ross Township, was one of 
the homes your correspondent visited. 
Her walls are finished in rough plaster, 
which anyone knows gets dirtier and 
harder to take care of than any other 
wall finish, Yet the house, thanks to 
a Precipitron, is just as clean as the 
day the unit was installed five years 
ago. In Pittsburgh women actually 
have to wash their curtains every six 
weeks, they get so black. Mrs. Freyer- 
muth said that her drapes hadn’t been 
touched since they were up and her 
curtains were washed about a year ago. 
Yet they look like new. 

“I only dust about once every two 
weeks or so,” she said “IT run a 


vacuum cleaner over the floor such as 


any other housewife does What 
pleases me is the way the rugs, cur- 
tains, overstuffed furniture and_ all 
parts of the house stay sweet and clean. 


wouldn’t move into a house without 
Precipitron if I can help it, again.” 
The Freyermuth family spends about 
$5 a month for electricity—which takes 


care of the range. Gas heating never 
runs more than $15 a month in the 
coldest weather. Family consists ot 


the father and mother and two children, 
Robert, 21, and Marion, 12. 

Over in Sewickley stands the home 
of Joseph Fingeret, whose $60,000 
home is a show place. While Mrs. 
Fingeret says she dusts daily, she 
points out the fact that her drapes have 
been up three years without dry clean- 
ing and her glass curtains have been 
up a year, and look as fresh as if they 
were just out of the laundry. The 
family has a double Precipitron—on 
account of the size of the house—and 
the home is heated with gas. 

There is no doubt that the Precipi- 
tron knocks out the wear and tear of 
housecleaning for housewives, and adds 
infinitely to the life of the family furni- 
ture. Although it sounds like a testi- 
monial, hayfever and asthma sufferers 
have found that the Precipitron will 
give them quick relief in many cases. 

It has been 13 years since April 1933, 
when Gaylord Penney completed his 
first electrostatic dust Precipitator. 
Today this new appliance has been 
tried out for years in a number of test 
homes. When it arrives back on the 
market once more your correspondent 
thinks it is going to form a very neat 
package for the home specialty trade to 


sell. 
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American Viscose Corp. gives you some simple 


guides to follow in understanding rayon—first in 


the family of synthetic fibers . . . Some sugges- 


tions of washing and ironing rayon fabrics 


By LAURENCE WRAY 


NY discussion 

and characteristics of synthetic 

4 fabrics, in relation to home 
laundering, generally gets down to a 
consideration of the chief member of 
the synthetics family—rayon. To be 
sure, there are other important syn- 
thetics, but standpoint of 
heads the 


yf the properties 


Irom tne 


volume production rayon 
list. It has been called one of the five 
basic fibers. The others—cotton, wool, 
silk and flax—are produced by nature 
Rayon is made chemically, by man, 
who can vary its size, luster, strength 
ind quality to suit his needs 


How Rayon Is Made 


lown there ire four 


steps in making rayon: 


1. The raw material for making rayon is 
cellulose, the solid part of the cell walls of 
plant life. Cellulose for rayon is obtained 
from wood pulp and cotton linters. 

2. The solid cellulose is reduced by chemi- 
cal process to a sticky liquid which is puri- 
fied and filtered many times. Between each 
step there are many intricate processes. 

3. This sticky liquid is then forced through 
a “spinerette'—something like a very fine 
shower bath nozzle, with fine holes. The 
sticky liquid comes through this “spinerette” 
in fine streams. 

4. The fine streams of liquid are hardened 
into filaments. It is these filaments that be- 
come the textile yarns that are eventually 
woven or knit into rayon fabrics. 


[here are three principal processes 


by which rayon yarn is made—the 


process, the acetate process, 

mmonium. All are rayon, 

stics 

yon is 

and the 

le names 

iura, Nar- 

is made by 

lown under 

such trade Seraceta, Acele, 

Celanese, etc. Tl remainder is the 
cuprammonium 


luced under a single trade 
Jemberg. 
Rayon yarns produced by any of 
these three processes is made in the 
form of a continuous thread, known 
as filament rayon. This filament is 
woven or knit into such fabrics as 
crepe, jersey, taffeta and sharkskin. 
3ut rayon may also be cut into short 
lengths and twisted together, or spun, 
into yarn. Spun rayon fabrics such 
as flannel, gabardine, linen-textures, 
etc., are generally spongier and more 
absorbent than filament rayon fabrics. 
Spun rayon, too, is generally more 
adaptable to short, 
natural fibers otton 
Of the two principal types of rayon 
—viscose and 


blending with 


such as wool or « 
acetate—it is a good 
idea to have some notion of their vary- 
ing characteristics. Viscose rayon for 
instance, has higher strength qualities, 
which is one of the reasons it is used 
in tire cord fabrics. Viscose has crepe- 
ing qualities that make it adaptable to 
smart rayon crepe fabrics. Viscose is 
more absorbent and therefore takes 
longer to dry than acetate rayon. 
\cetate rayon, absorbing less moisture, 
is somewhat more crease-resistant and 
warmer to the touch. But acetate tends 
to melt or fuse if too hot an iron is 
used. Both yarns, incidentally, react 
lifferently to dyes. 


Know Your Fabrics 


Obviously, it would be a great help 
to the home laundry industry if every 
garment to be washed, dried and ironed 
was properly tagged with an informa- 
tive label which described the type of 
rayon it contained, or the percentage 
in relation to other fabrics. Some 

inufacturers of the basic yarn— 
\merican Corp., for ex- 
imple, through their widely-publicized 
“Crown-Tested” program—identify the 
type of rayon and give instructions 
for washing and ironing. Many others, 


Viscose 











however, from the manufacturer of the 
basic yarn, through the mills which 
weave or spin it, through to the fabri- 
cators who make it into the end product 
or garment, give little or no instruc- 
tion to the public on the right treatment 
for cleaning or laundering. Most of 
them will claim that with proper care, 
the fabric is washable. Many merely 
caution the purchaser to have the gar- 
ment dry-cleaned without ascertaining 
whether it is washable or not. 

It is true that trade practice rules 
of the Federal Trade Commission 
require the affirmative disclosure of 
rayon in description of fabrics. This 
includes such fabrics which may con- 
tain a percentage of rayon and a per- 
centage of natural fiber. Example: 
“This garment contains 60 percent 
natural cotton and 40 percent acetate 
rayon.” It is also true that, although 
not required to do so by law, many 
manufacturers attach informative labels 
to rayon garments and fabrics. These 
labels give the fiber content and other 
information about the serviceability of 
the product. 

But, by and large, it is safe to say 
that there is a considerable lack of 
knowledge, indecision, doubt and inex- 
perience on the part of the public, the 
synthetic yarn industry, the retail gar- 
ment trade and both the commercial 
and home laundry interests on the 
proper methods to be employed in 
cleaning, dyeing, laundering and gen- 
erally preserving the variety of cloth- 
ing made from rayons and other syn 
thetic yarns. 


The Burning Test 


For these reasons it is wise to know 
as much as possible about the various 
types of synthetics, especially rayons, 
and to be able to identify the various 
types of fibers a fabric may contain. 
Lacking informative labels, fabrics 
containing only one fiber may some- 
times be identified by the “burning 
test”, realizing, however, that many 
present-day fabrics have finishes, or 
surface treatments, that make such 
tests undependable. Obviously such 
tests will not be applied generally by 
the home laundry user. They are 
described here, however, for those who 
are making tests of launderability. 

Viscose rayon and cotton, for in- 
stance, burn with a steady flame. They 
leave almost no ash and give off an 
odor like burning rags. 

Acetate rayon melts before it burns. 
The edges of the fabric pucker and 
curl as it melts or fuses into a hard 
mass which has to be crushed to break 
up. 

Linen burns like cotton or viscose 
rayon, The ash more or less retains 
the shape of the original cloth and 
has the odor of burning rope. 

Pure silk melts as it burns slowly. 
It burns with a small flame leaving 
tiny, soft balls along the edge of the 
fabric. The odor of pure silk burning 
is like burning hair. Weighted silk 
burns more slowly than pure silk and 
chars and glows as it burns. It leaves 
a black ash. 

Wool smolders when ignited and 
gives off an odor like burning hair. 
The ash is crisp and tends to ball up 


along the edge into 
shaped mass. 


an irregularly 


Familiar Rayon Uses 


As a guide when no label is attached, 
here is a list of familiar fabrics, show- 
ing the kind of rayon they are likely 
to be made of: 





All- 
Acetate 
Rayon 


All- Com- 


Type of Fabric Viscose bined 





Bengaline 

Broadcloth 

Solid-color crepe 

Printed crepe 

Chiffon 

Faille 

Flannel 

Gabardine 

Jersey 

Laces 

Lined-textured 
spun rayons 

Lining fabrics 

More 

Ninon 

Satin 

Shantung 

Sharkskin 

Taffeta 

Velvet 





Another rule of thumb method of 
identifying different types of fabrics 
that may be made of rayon—and often 
are—is the type of end-product or 
garment it is used in. Relatively heavy 
winter clothing, for instance, is usually 
made from spun rayon serge, covert or 
tweed. Lighter weight fabrics for sum- 
mer wear usually include spun rayon 
broadcloth, shantungs and linen-tex- 
tured spun rayon. Unusually sturdy 
fabrics are spun rayon twill, gabardine 
and flannel. Fine, sheer fabrics in- 
clude rayon chiffon and batiste and 
spun rayon lawn. Firm, crisp fabrics 
are taffetas, sharkskin and faille; soft, 
drapable fabrics are rayon crepe, velvet 
and jersey. 


Basic Fabric Weaves 


Still another method of identifying 
various types of rayon fabrics is 
through the kind of weave employed. 
Weaving is the process of interlacing 
yarns to make the fabric, as opposed to 
knitting which is the process of inter- 
looping the yarns. 

Three basic weaves generally used 
are plain, twill and satin. Plain rayon 
weaves are generally found in muslin, 
gingham, percale, voile, taffeta, chal- 
lis, bengaline (variation), broadcloth, 
crepe (usually), faille (variation), 
mousseline and pique (variation), 
Twill rayon weaves are found in 
covert, flannel, gabardine, serge, and 
cavalry twill. Satin weaves are used 
in all satin weights and qualities. 


Which Rayons Are Washable? 


The question to the home laundry 
industry, of course, boils down to the 
washability of the various types of 


rayon fabrics, In the first article in 
this series, we described the tests em- 
ployed by the Good Housekeeping In- 
stitute for determining the washability 
and desired 


ironing 


temperatures of 
(Continued on next page) 
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rayon fabrics. We know, in other 
words, that rayons are washable. It 
all comes down finally to the question 
of the type of rayon—viscose, acetate 
ry combinations with natural fabrics. 

American Viscose Corp., which sup- 
plied much of the material for this 
article, give the name “Crown-Tested” 
only to those fabrics which it has put 
to severe tests for serviceability. These 
tests, briefly, cover the following: 

|. Every dye lot of each fabric has meas- 
ured up to high standards of tensile strength 
and seam strength. 

2. Each one has been tested against 
shrinkage. 

3. Each one has been subjected to tests 
for fading under sun or hot pressing, to 
crocking (color rubbing off) and to atmos- 
pheric gases. 

Essence of the “Crown-Tested” pro- 
gram lies in the informative labels at- 
tached to garments. A “Green 
Light” tag, for instance, means that the 
‘abric has been tested for home laundry 
machine and commercial laundering; 
in “Amber Light” tag means that the 
fabric will withstand hand laundering; 
ind a “Red Light” tag is a warning 
that the garment should be dry-cleaned. 

In the absence of such an informative 
labelling method, a number of other 
‘onsiderations enter into the picture. 
It must be remembered that the wash- 
ability of a rayon fabric depends as 
much on the construction, dyeing and 
finishing of the fabric as on the fiber 
it is No one producer of 
rayon yarn, for instance, can be made 
entirely responsible for the manner in 
which a garment, made from its yarn, 
will eventually stand up. Their job is 
to make the yarn. From there it goes 
to the mills which weave it into fabric 
and then either dye it or print it. It 
is then ready for the garment manu- 
facturer, who makes it up into dresses, 
slips, shirts, blouses, sport clothes, 
drapes, etc. Finally, the end product 
reaches either the wholesaler, who sells 
it to retailers, or it goes direct to 
larger retailers. 

There is plenty of room, therefore, 
for other factors to creep into the 
picture which will have a direct bear- 
ing on the washability of the final 
product. The use of inferior dyes, im- 
proper methods of dyeing, etc. will af- 
fect the color fastness of the garment 
and the amount of residual shrinkage. 
Garment manufacturers, cutting cor- 
ners to compete in the production of 
cheaper dresses, will use inferior 
bindings, or none at all, with the result 
that the dress is liable to come apart 
at the seams during the washing oper- 
ation. 

We might mention here, too, that 
despite laboratory tests to determine 
tensile strength of the fabric, dye 
fastness, residual shrinkage, etc., the 
actual use to which a garment is put 
are likely to prove a far more severe 
test. A shirt fabric which underwent 
laboratory tests in a Laundry-Ometer 
to determine its resistance to shrink- 
age, and a Fade-Ometer to see whether 
it will hold its color, may emerge with 
flying colors. But Joe Doakes, sweat- 
ing his way around 18 holes on a golf 
course on a typical summer day, will 
give that shirt a field test which will 
make the laboratory job only a breather 


the 


made of. 
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by comparison. Sun, wind, grime, 














perspiration, body acids, salt water, 
food and drink stains and a host oj 
other causes give a fabric the kind of 
punishment that no machine can equal. 
And if you add to that improper wash- 


ing, cleaning, ironing and_ st ring 
methods, you get some idea of the 


beating which fabrics have to tak: 
The Washing Method 


American Viscose Corp. make the 
flat statement that there is nothing dif. 
ficult about washing rayons. The onl 
qualification they make is that the same 
normal precautions should be take: 
with natural fibers: 
spun rayon blouse, for instance, should 
be handled like any other sheer, law: 
blouse; a heavy, butcher linen-textured 
spun rayon overall should be handled 
like any other heavy linen or denin 
overall. In other words, lacking in- 
formative labels, the type of fabric and 
the construction of the garment should 
be your chief guide in 
washing procedure. 


1. MEND BEFORE WASHING. Look over 
garments for small holes, loose hems and 
rips. Even the smallest hole will become 
larger in a rayon dress during washing. 

2. REMOVE COLORED TRIMMINGS. Un. 
less you are absolutely sure they're washable 
buttons, decorations, etc., may bleed color 
and ruin an otherwise washable dress. 

3. SEPARATE COLORED CLOTHES. As 
with natural fiber garments it is safer to 
wash colored clothes separately unless the 
garment is specifically labelled with informa- 
tion about its color qualities. 

4. DON'T USE BLEACHES OR BLUEING. 
Rayon is a naturally white fiber and the use 
of bleaches, which weaken the fabric, or 
blueing is unnecessary. 

5. USE STARCH RARELY. Rayons gen- 
erally do not need to be starched. Many 
rayon fabrics have crease-resistant, crisp 
finishes. However, if after many washings 
you find the crispness going, you may give 
spun rayons a light starch. Use a cooked 
starch—thinner than for cotton. 

6. WASH FREQUENTLY.  Perspiration 
tends to weaken rayon fabrics. In addition, 
they require less washing time to give up 
their soil. It is better to wash more fre- 
quently, rather than let garments become too 
soiled. 

7. DON'T SOAK TOO LONG. After ap 
hour or two of soaking, the soil may tend 
to seep back into a fabric again. Two quick 
sudsings are better than one long soaking. 

8. WATCH FABRIC CONSTRUCTION. 
In general, smooth-weave, flat rayon fabrics 
such as taffeta and sharkskin, wash best. 
With crepe fabrics, there is danger of shrink- 
ing or stretching because tightly twisted 
yarns are used to produce the crepey texture. 


a sheer, lawn-like 


determining 


On the moot question of water 
temperatures in washing rayon fabrics, 
American Viscose do not seem to share 
the doubts expressed in many other 
quarters. Again, they caution about 
following the instructions on the label, 
but recommend 105 degrees F. for hand 
washing and “plenty of soft, hot water 
(not over 160 degrees)” for machine 
washing. Nub of the matter would 
seem to be that an expert operator, ob- 
serving all the precautions, could get 
away with 160-degree temperature 
water in the relatively quick washing 
operation which is all that rayons re- 
quire. But for normal washing ma- 
chine operation, a luke-warm water of 
about 105-110 degrees would be safer 
where rayons are concerned. 


(Continued on page 90) 
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HE Automatic Equipment Co., 
Peoria, Ill., is of the first 
ippliance dealers in this section 
ompletely settled as to physical 
rents for taking care ‘of in- 


one 


| business. 


gentlemen started in business at 
2? Main Street with a complete line 


Moving Day 


Automatic Equipment Co. of Peoria take over their 


spacious appliance operation for post-war business 


] 


From the 
opening, a 


the 
considerable number of 
orders for future delivery was taken 
to augment those already taken before 


large attendance at 


moving. In addition, they received 
many prospects to add to those received 


Tl Automatic Equipment Co. is from contacts made from servicing and 
up of William F. Shanameyer new store which reveals the typical trend to more sales of used appliances during the 
C. Tate. On Jan. 29, 1940 war. 


Before the war, the company carried 
on a consistent program of newspaper 




























































@ of electrical and gas appliances, stok- advertising. They used direct mail to 
air-conditioning equipment. 1 considerable extent. They had at- 
Their business grew steadily and they them for sale. The servicing end of opening, the first one among applian tractive window and floor displays. 
vere planning to move to larger quar- _ their business, plus what used and oc-_ dealers in the city. [hey had five salesmen making per- 
vhen the war started. When, in casional new units they were able to The announcement was made in a_ sonal calls on prospective customers. 
1942, the manufacture of new appli- get, enabled them to keep on going. half-page ad in the city newspapers. While the other methods attracted at- 
B ances eased, they decided to postpone When the war was over, they did The ad stressed the fact that they were tention and paved the way for the 
ng until the war was over. not wait until new merchandise in a complete electrical appliance store, salesmen, the final making of sales was 
; juantity came back on the market. handling everything electrical from due almost entirely to outside salesmen. 
Service Took Over aie , IE" Nagas” 3 ae ‘ 
They rented a larger store farther electric irons, toasters and vacuum ? 
. ; eae ? aah , i re agp Cais bed . Classified Ads Only 
However, they did not throw in the lown town, at 201-203 Main Street cleaners up to air-conditioning equip- 


ind moved into it on Oct. 18, 1945. ment. It listed their main lines as 
] 


The new store, with four times the follows: Kelvinator refrigeration, elec- 
tric hot water heaters, frozen 


Due to the shortage of merchandise 
at present, the only newspaper adver- 
tising being used is classified ads. No 
lirect mail is in use. No soliciting 


= sponge as sO many appliance dealers 

did they cease planning for 
@ their post Having han- 
® dled Kelvinator refrigeration and other 


war activities. floor space and three times the window ranges, 


display space of the former store, food cabinets, beverage coolers, water 


m products from the start, they had enabled them to make more attractive coolers and condensing units; Crown salesmen have as yet been started. The 
® always had an effective service depart- and appealing displays. They have and Globe Dutch Oven gas ranges; mly promotional effort being done is 
to service their sales. Phis de- space enough now to show 50 units on lhor, Duch« zj and Automatic Laun- the use of attractive window and floor 

t now took on the servicing of the floor at once. dry Queen electric washers; Bendix lisplays and these are attracting many 
ippliances not sold by them. Service Automatic Home Laundry, clothes prospects. Just as soon as merchandise 


™ was uninterrupted all during the war. Ad Announcement ironers and dryers; Hamilton electric is available, plans ire all ready to start 





= Their two service men were older men and gas clothes dryers; Whiting coal on the other forms of promotion for- 
1 so they did not lose them to the By Dec. 3, 1945, they had received stokers; Duo Therm fuel oil heaters; merly used and these will be employed 
armed es sample models some of their lines, Kisco circulators and exhaust fans; more extensively than ever. 
In addition, they went out and _ together with a stock of small elec- and Air Control and Chrysler Air Both cash sales and the budget plans 
wight used appliances and rebuilt trical appliances, and held a formal Temp air conditioning. are being used and will be continued. 











BEFORE 


Interior of original 
store at 622 Main St., 
Peoria, as it appeared 
in 1940 
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AFTER 


Interior of new store at 
201-3 Main St., which 
has four times the dis- 
play area of the former 
store. 
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BEFORE 


Exterior of the old Au- 
tomatic Equipment Co. 
store at 622 Main St. 
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Three times the window 
display space of the old 
store is provided in the 
new location at 201-3 
Main St. 


> 





After 
annually during depression years for a large 
Manuel! 1935 opened a 
appliance Kingston, N. Y 


personally selling 300 refrigerato s 


company Reina in 


etail outlet in 





Roofing and siding fitted ideally into this 
appliance operation. The company soon be- 


came the leading roofers in the county 


Not only do appliance sales lead to volume in supplemental lines, but it works equally well the other way 
when Joyce Townsend (left), in charge of store sales, interests a paint customer in a new home freezer. 


Starting with gross sales of $35,000 in 1935, M. Reina, 
Kingston, N. Y., four years later attained $200,000 volume— 


and now forecasts $400,000 annually with a smaller sales force. 


VERY dealet 
sales volume without 
the selling staff. Doubling the 

\hile cutting the sales force in 


strives to increase 


idding to 


half sounds like a dealer’s dream. The 
post-war plans of Manuel Reina, head 
f M. Reina in Kingston, N. Y., will 
accomplish this result, Savs. 


He formed the M 


in 1935, 


Reina Company 
“starting small 


because then 
there real dough in the 
bank account.” The first gross 
sales were approximately $35,000. In 
1937 this volume was tripled. Expand- 
ing territorially with additional lines, 
the following year the business broke 
through the $200,000 level. By 1941, 
M. Reina was rolling at a $240,000 


ciip 


wasn’t any 


year 


Kingston’s population of 28,589 in 
1940 represented an increase of less 
than 2 percent in 10 years. The 7,656 
residential electric customers in the 

ty in 1941 was only 7.6 percent 
than when M. Reina first 
ypened the store. In fact, the total of 
20,036 electric customers 


greater 


residential 








in the entire county in 1941 was only 
16.5 percent higher than when Reina 
reported f $35,000 which 
proves the company was not riding a 


sales of 


wave of population expansion in at- 
taining a gross of $240,000 in a com- 
paratively short period 

In the first full year of post-war 


merchandising with plentiful appliance 


stocks, Al Reina flatly asserts the com- 
pany will crowd $400,000 in gross 
sales. He is prepared to swing this 


volume with three specialists and half 
the selling staff carried in pre-war. 


Reina's Background 


After high school, Al clerked in a 
grocery chain store, setting a company 
record when he became branch man- 
ager at 19. Two years later, in 1928, 
he joined Rex Cole, Inc., a G-E dis- 
tributor based in New York with 
retail branch outlets spread through 
the state. By 1930 he was the ninth 
highest ranking salesman in the com- 
pany, jumped to second the following 
year, and in 1932 led the Rex Cole 


force The magazine Sales 
Management reported him the No. 
electric refrigerator salesman of the 
entire country for that year. Despit 
deep depression times, he annually 
closed more than 300 refrigerator sales 
As district manager for five coun 
ties, he settled in Kingston. After Rex 
Cole, Inc., became exclusively a whole 
sale operation, Al formed the M. Reina 
concern, opening in Kingston with the 
General _ Electric domestic appliance 
line in a small store which was not 
located on the main shopping street. 
The first year he employed one sales 
man, a serviceman, and a girl in the 
store. During the three years prior to 
the war when M. Reina annually e 
ceeded $200,000 gross, of the 32 then 
employed, 12 were salesmen and four 
were servicemen. The present organ- 
ization of 24 includes six salesmen, 
three specialists and four servicemen 
Two men will be added to the servic: 
department but Reina foresees no con 
dition which will i 


selling 


necessitate an in- 
crease in the present selling force dur- 


Office manager James Murphy checks file of 8,000 customer cards, 
selecting names for salesmen who daily make morning call-backs. 
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View of part of the sales floor, 50 x 100 feet, which in normal times has com- 
The six salesmen, who take floor 


plete model kitchen and laundry displays. 


— 
> — 


turns, are paid on straight commission basis for both inside and outside sales. 


ng the next several years to maintain 


annual gross of $400,000. 


Three Success Factors 


primary factors responsible for 
the company’s success and rapid ex 
pansion in pre-war, as Al cites them in 
der of importance, are as follows 
1) 24-hour service (2) A good sales 
jepartment. (3) A strong 
program. Discussing 
angles of the business—past, 
nd future—Reina says 
‘People go out of their way to pur 


idvertising 





various sales 


present 


hase their appliance requirements 
irom a responsible dealer who displays 
a complete line having high consumer 
acceptance. We stress our responsi 
bility. We live up to it to the limit 


ver, in the people own words 
learly evident in an independent 
irvey of Ulster County conducted la 


t saies an \ 


y a Rochester 
by our local 
ton Daily 
enefit of all merchants in the area. 


ne Ke@V questions ked the 


newspaper, t 








Freeman, for the 


sumer to name the store personally 
patronized for various products. For 
‘large 
cleaners, ironers, etc 


ippliances’—radios, 
along with all 
major appliances—city residents gave 
us a rating of 27. This equalled the 
combined total of the next three deal- 
ers mentioned 


electrical 


County residents gave 
29, against 11 
On small 


us a relative score of 
for the rearest competitor 
appliances, we missed the top score 
countywide by a close margin, 13 t 
16, despite our location far out of the 


high-traffic shopping section of the 
city 

“IT discovered early that to be suc 
cessiul in this territory we should not 
concentrate solely on one item, such as 
refrigeration lo our full G-E line of 
lomestic appliances, we therefore 
idded Magic Chef and Chambers gas 
anges, and Glenwood combination 
ranges. In turn we then took on Bet 
lix laundry equipment; G-E radios 
Flintkote roofing and siding, as appli 
ators; Whitehead kitchen cabinets; 
White sewing ’ lies Deer 





0000. 





Also employed on straight commission are three specialists—for heating, 


commercial refrigeration and kitchen modernization. Richard Cole (above), 
kitchen specialist, is mechanical engineer with home construction experience. 


freeze home treezers. By 1939 we 
were the largest retail dealership in the 
Central Hudson Valley with 12 sales- 
than 600 


which was 55 


men annually selling more 
domestic refrigerators, 
percent of all refrigeration sold in Ul- 
ster County, according to utility com- 
pany records. In ’40 we added Glidden 
paints and, recently, took on Eureka 
ind Filter Queen cleaners.” 


Wholesale Arrangements 


‘In °37, to complete the picture of 
tur operation, we made the first of 
distribution 

retail di 


5-mile 


several retail-wholesale 


arrangements whereby we 
rectly to 
radius, an area of about 60,000 popula 


consumers within 


tion, while wholesaling the product to 
lealers bevond this range in Ulster and 
Sullivan Counties These, together, 
lave another 65,000 populatior 

Che initial hook-up of this nature 
vas with G-E on air conditioning, 
( ercial refrigeration, and heating 
equipmen Next came Tyler « 


eins out Pins 


Reina carries open-front displays of appliances in large windows having base level with sales floor, as shown in this view of pres- 
ent store, so customers can conveniently walk through the display 


examining the various products featured in the window 




























































































cooling equipment; then Fairbanks- 
Morse heating equipment. Recently 
we signed with Orange Window Co., 
manufacturers of a combination all- 
aluminum storm window and screen. 
“We sold this idea to manufacturers 
on the basis that it is the best method 
ot obtaining even distribution for them 
throughout this territory. In small 
communities the average dealer can’t 
afford to maintain the engineering and 
service departments required in this 
work. We take care of these problems 
for them while also guiding them on 
advertising, sales training, and other 
phases of the business. In our organ- 
zation, besides our six salesmen and 
a kitchen specialist, we also employ 
commercial refrigeration specialist, 
heating specialist and two heating 
equipment servicemen, a roofing and 
electric- 


window supervisor, and two 


“My early experience taught me to 


invass mornings in order to obtain 
evening appointment It takes three 
to four such appointments to close a 
efrigerator sal Sines natural 
for all salesmen everywhere to coast 


mornings, I make it financially attrac 


tive for them to maintain the pressure 
throughout the day by employing them 
on a liberal straight com ion basis 


Next, we make it especially convenient 


for them to make those important 
morning contacts in the field. A simple 
filing system takes cart this situa- 


‘The file contains all our customer 
names as originally recorded through a 
completed sale or service job. There- 
ifter, all further sales and service de- 
tails are noted on an individual’s card, 
which we now have nearly 8,000. 


These serve as a ba for call-backs 
bv salesmen to whom we have proved 
the value of contacting five or more 
§ these users ever rning 


Under our rounded set-up, the advan- 
tages of this system are: 

1. The salesman calls on a customer to 
whom he already has sold a good product 


(Cont i on page 68) 
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Appliance SUPER 4\ 


In the old days it was the specialty super-salesman, 
says veteran Wallace Johnston of Memphis, but the big 
display and service center is the answer for the future 











EN a cle people just like the supx irket gro 
Walla to! n Me ‘eries do.” 
* a ai Plenty of Parking Space 
val nny Che Wallace Johnston store cove! 
in 1 of approximately 100 ft. x 100 tt 
He ry it 760 Union, Memphis This is ar 
» dow! , \ t isy bus ride from the downtown dis 
pate ct uml with its location agatnst 
ul ypl ‘ mark there s all the room in the world 
v pinion t g ila we oO customers who drive thetr wi 
art the ependent dealer t at 
etition tro ha ind_~—sture Once an exclusive retrigerator store 
res,” says Mr. Johnston In the today Wallace Johnston sells wiring 
t it has been the superman sal upplies, farm items, major and small 
in—the specialty man—that has ippliances, does repairing, and sells 
ved the dealer. Tomorrow will see washing machine parts. You can get 
the super market do the trick. I believe inything in his shop from a fluorescent 
that the present lo irgins will tend tube replacement to a walk-in cooler 
>» be e permanent \ The lines that the firm carries are 
luct ! é ronrite which he started in the 
g et ‘ South in 1938), [ron Fireman stokers, 
[he ) ne t \ ( tral kit ens Bendix, 
| t Kelvinato Khoper gas ranges, Thor, 
| ept | I ul (;F washers, Electromaster 
’ I t } und ranges, Gl nge und refrigerators, 
0 t ¢ ( Putfer-Hubbard refrigerators ind 
é t pri ’ Vv to t \meriu in ( ool \ire ind lacksonville 
Iper ket People 111 lans 
lart vhen they 1) Th Once the Johnston firm had a big 
it rug ur coat iD league battery of refrigerator specialty 
1 ve scattered our activit le en. The average income of these 
to a f non-electrical ite ve men was probably higher than that 
vou wt be anothe varietv store paid anywhere else in Memphis, and 
vould be no reason for foll they brought results. Consequently, 
no the itv of Memphis to look -Wallace J hnston is sold on the idea 
ve yu stock. By being a super f making it worthwhile for specialty 
arket appliance t itt alesmen to work with him. Right now 





w has seven veteran men who ar 
holdovers from the past to ease 
sales worries. 

“One difference in the super service 
} “is the fact that tl 
men will sell on the floor and go out 
only on good leads.” 


store,” he says, 


The salesmen are trained to demo 
strate anything shown and the hug 
daylight windows offer a very go 
locale for putting appliances throu 
their paces 


Advertising Policy 


In his advertising policy, Wall: 
Johnston has come down to news 
papers and radio. He regularly rut 
two columns of 6-in. ads in the pape 
concentrating on special items that ar 
in season. 

The growth of the parts business de 
partment is a natural. When you g 
into a chain store for parts, you end 
up by sending in a mail order, one of 
the employees said. The store acts as 
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1Oa ling mayor appliance: 5, so neces 
v for a dealer. 
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right 
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n’s office. One of the reasons fot 


illace Johnst n’s gail 


tion for 


ing a 


reputa 
out of his 
with C 
Credit Corporation. He saw the c 
nection of the financial end with appli- 
inces, observed that it was a time pay- 
ment business. As a result when he 
opened his appliance store he immedi 


ately | 


canniness grew 
y association 


mn 


vegan making his own collections 
and carrying as much of his own paper 
as possible. 

In the firm’s financing policy it has a 
deal with a local house which handles 
all its paper without recourse, collec 
made at the Wallace Joh 
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ness Says, lor 
thie 
with a sale usually is equivalent to th 
The amount of 
payment depends on the convenience to 


dealer’s profit down 
the purchaser plus his job reliability. 
“You have to pass on a lot of fact 
.’ says Mr. Johnston. “In 
when there is likely to be a financial 
i lot of people lose their 


times 


rs 


and 
you do rie 


upset, 


obs, thing, remembering 


that you also have an asset in the appli 
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1OSS 


ance itse lf to protect vou iwainst 
Replacement Sales 


Johnston would like to see 
manufacturers do something about the 
narket The 
‘rowd have studied the facts of replace 
their ide 


I 


1 - 
1iace 


replacement automobil 


ment and out of as 1s some 


thing that the appliance manufacture1 
can apply. 

“The should set 
certain allowance on every appliance 


Mr 
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The Display’s| 
‘The [hing 


Trick ideas on showing off appliances to their best 








advantage, plus some expert showmanship on demon- 
strations, is ringing the bell for American Radio and 
Appliance Co., Birmingham, Ala. 




















BY A. B. WINDHAM 
has a k 
applianc 
attract 2 
For e 
displaye 
icicles a 
tor gets 
J. Ralph Cook (right) and Alvin M. Kirk, owners of the American Radio and electric 
Appliance Company, Birmingham, have built up a first class business through against 
presenting their wares in well thought out and effective displays an elect 
overhea 
unirone 
\ Wr . xi panties, 
MS $6.60 | unds of distribut« very da Light 
* We knew they were saying Griswol 
tting lami tired ol seeing lighting 
titude ellows’, but it paid off,” Kirk recall reinfore 
1. | alp Fortunately we were dealing with am ap 
. 1j ine inch of dist , nd the need hi; 
I 1 our plight, because the that the 
‘ Ip it 1 vat wit tractive 
' attentio 
a ; A prospective customer is invited to handle the controls of an electric range herself “The 
vie oe oe tock | € pal to test the ease with which the appliance is operated. Ranges are displayed against a 
th plent €x- rs studied ways to gather in the sale dull blue background, accenting their color. omg 
g They obtained the services of 1 mitely 1 
ey . n,a Griswold, a former advertising, p1 ways ke 
tor rchandising otion and display expert, who got his Was a stunt but it rked,”” Kirk The result was that while window 
y. | e ne if raining with Sears Roebuck and the “Why, even now, ladies still hardware dealers were apologetical a SLOP | 
p ew much about nterstate Department Stor: Gris- sme in and ask for hosiery and some’ explaining, “There just aren’t a1 ind wt 
I p notch d Id has proved inval firn oi them demand to know when we're _ pliers to be had,” the American Rad the wi 
led getting nylons in. If it sounds silly, nd Appliance Company was selling person 
Stunts Used nevertheless the fact remains that them right and left—and building Gris) 
O ew tore a Stunts came in handy making the ‘ve sold electrical appliances to customer interest all the time. caretull 
yusil rtner t inte tore known. Just before Christmas, ot them and expect to sell then hese “stunts” of course were stag “= pep 
electrical appliat field wit Kirk was able to get 400 pairs ore to get traffic in to the store and re 
vide open womens’ 45-gauge hosiery—and that \t a time when pliers were hard to icquaint the public with the fact tha bre 
‘We were aware of the uncertainties was at a time when women were spend find, Kirk was lucky in obtaining sev- a new and enterprising business w: which 
lelivery and of the great number of ing all their shopping days trying t eral pairs from a dealer who was going ready to serve the appliance-buyins feature 
lealers already in the field,” Kirk says find any kind of hosiery. The stock ut of business. He immediately called public. That they were sales facto 
other words, we knew we had a ngs were displayed in the store Griswold in and they went to work on cannot be denied. 

«ky road ahead. But we figured we vindows on a first-come, first-served methods of exploiting them to the best “Am 
ad an ace or two up our sleeves ar asis, and women who came to buy the advantage. A window display was enemys Cat Sete Peeler sersage 
we intended to try them.” hosiery stayed to look at and become _ built up and the hard-to-get pliers were But the partners feel that their b« j the eye 
Instead of taking the “Ol wait nterested in washers, fans, ranges and placed about the store where customers sales factor is the painstaking displa‘ color, 
ntil the merchandise is vered efrigerator were bound to see them. worked up by Griswold who, they sa against 

Same c 
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graphic manner. 


has a knack for presenting a certain 
appliance in just the right manner to 
attract a passerby or store caller. 

For example, a home freezer unit is 
lisplayed against a background of 
icicles and dull blue lights—the specta- 
tor gets chilly just looking at it. An 
‘lectric fan turns with quiet efficiency 
against a scene of tropic dullness, and 
an electric washer churns softly while 
erhead, a clothes line holds a clean, 
unironed shirt and a saucy pair of 
panties, 

Lighting plays an important part in 
Griswold’s scheme of display. Indirect 
lighting is used throughout the store, 
reinforced by direct lights upon ce1 
tain appliances which Griswold feels 
need highlighting. The total effect is 
that the store is one of the most at 
ractive on the street and a sure fire 
attention catcher. 

The show windows are the eves of 
Kirk says, “and they defi 
utely reflect what is inside. We al- 

vs keep this in mind and utilize the 
windows to that effect. A bus line has 
1 stop right in front of the store here 
ind we try to visualize what effect 
the window display will have on a 
person just alighting from that bus.” 

Griswold works out his 
irefully—sometimes drawing them up 


he store,” 


di splays 


paper—before building them. He 


ws which colors will show off a 
rtain appliance better and he knows 
hich backgrounds will accent certain 
itures of the appliance. 


2 & 


Contrasting Backgrounds 


‘Anybody can see that a snow-white 
refrigerator will not attract and hold 
the eye if the background is the same 
color,” he says. “We display them 
against deep blue backgrounds. The 
Same condition is true of a dark brown 
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electric ian. 
lo pull the customer's eye toward it, 
we use a contrasting color. Yellow, 
in the black appliance— 
orange, in the case of a brown one.” 
rhe same thought and careful ar 
rangement is given to floor exhibits 
In a store which has a front space of 
approximately 50 feet by 20 feet, Gris 
wold has plenty of room to arrange 
artistic displays. Overcrowding is 
avoided carefilly and the overall effect 
is that the store is made to seem much 


or black article—say an 


case of a 


larger than it is 


Large objects, such as electric ranges 
and water heaters, are never allowed to 
dwarf the smaller appliances, as is the 


The 


case in so many appliance shops. 





Ed Griswold, display manager for the American Radio and Appliance Company, in Birmingham, frequently stages a demonstration in 
Here he shows the difference in wear and tear on temper by using a new ironer, compared with the old method. 


stiallest utensils are so displayed that 
the manufacturer’s name may be read 
at once and the utensil may be picked 
up and examined by a prospective put 
chaser. 


“Ear and Touch Appeal” 


“We haven't concentrated solely on 
eye-appeal,” Kirk explains. “A good 
number of our sales result from ear 
and touch appeal also. I mean by that, 
we keep a record player ready to be 
played at the turn of a switch. The 
record 1s on and the wires are ‘hot’ — 
all that’s needed is for the customer to 
flip the switch.” 

Sun lamps may be turned off and on, 
radio models will play instantly and an 





The ease and facility of having smaller appliances handy on the kitchen table is 
demonstrated to prospective buyers, who are invited to seat themselves in comfortable 


chairs while the demonstration is made. 
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electric churn will begin churning—al! 
at the push of a button. Many “look 
ers” become “buyers” if they can throw 
a switch themselves and become im 
pressed by the 
appliance, Kirk declares. 

“We let ‘em feel, fondle and {vol 
with any of the gadgets we have on 
display,” he “Tt’s good sales 
psychology because it helps the custom 


easy operation of an 


says. 


ers sell themselves.” 

A smart display idea worked 
Griswold features a glass top table in 
the center of the store. 
chairs are placed at proper intervals 
around the table. On one end of the 
glass surface, 


wut by 


Comftortabhl 


a small pressure cooker 
At the opposite end there’s an 
electric fan which looks as if it wer: 
designed for the table. An 
mixer is in the table’s center and 
Silex coffee-maker stands by it 


rests. 


electric 


Housewives Respond 


Che display is a natural for the 


ing eye of a housewife. Many of th« 
automatically sit down at the table 
begin to inspect the appliances on 
Most of them audibly 
‘“wish-I-had-this-in-my-kitchen” desire 
which the display stimulates 

While Kirk and Cook use newspapet 
and radio advertising to a great extent 
they feel that the use of intelligent and 
for t 


express the 


proper display has been the 
factor in building their busines 
“We have given Mr. Griswold t 
rein to work out hi 
Kirk says. “As out 


we'll be looking for larger quarters and 


ideas on displ i\ 


business expan 


you can bet our displays will be up-t 

the-minute and as effective as we can 
make them. We never want to forget 
that our windows are the eyes of our 
store and we’ to keep them 


bright.” 


vyoing 
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Reliable Radio, Inc., Erie, Pa., prides itself on the completeness of its service bench where Harold Peterson, one of the firm's partners, at the controls of the quick-test service 
four men, if necessary, can work with plenty of elbow room. This part of the store is bench at the rear of the main sales room of Reliable Radio, Inc., Erie, Pa. Customers’ 
going to be enclosed behind a soundproof wall when present remodeling plans are radios are given a quick checking over here and an estimate of the cost for repairs or 
complete parts given before the customer leaves the store. 





S pecial Offer Attracts 


RADIO REPAIR TRADE 


Reliable Radio in Erie, Pa. offered to fix 
any radio, regardless of condition, for $1.50 
—and brought in a host of new customers 













Yours the Refinhle adic kas bean 5 leader 
adie repair field te Erie te founders are 
porte eet only te radio bet aieetresics cc oct eqaipmeret « ector 









] | rit | ebrate ur bitth \\ knew that a lot ot people had } 


























‘ ited tl Reliable pair work to be done on their sets,’ dk 1 
: nt 1 e continued, “and we wanted to try } 
I ( , 1) t Herald re ior new trade. also SO the special dl y 
il 75~—soprice of $1.50 was offered, as a stimu if \ 
ug!) us of business and to get trafhe mov 
te! ng into our tore igain after a let 
) n 4 \ io] | : 
t foe cl on f 
Attracted New Customers 
S in a | $1.50 was meant to include gen 
. vs ral cleaning, balancing, alignment and i 
justing. Tubes and other parts were j } — 
ID y ez ble Rad ld with about every transaction, how- 
beet I ind the gross sales were very : a | 
experts yood. Probably typical of the amount } eee 4 om fe oe 7. 
. e STFR ART WARNER SADDER 
ronics a { business done on the original offer of — inca en bes 
$1.50 was an additional $3.50 for parts - Reger cme at the vate SEE | 
forth, Peterson said i, stone — amen 
\ pe Wi letis itely attracted new | 1 i 
oS ees) ABDABKE RADIOING | 
1 P 1 ) i the big 
giving quick ervice to custome ! PEACH AT 11 i pypliancta 
quick-t rvice bench. Set TH _PHONET-64 
geht in b ecked hurry 
£ in t ition epair 
vere flying part replacement harges, are iddress, the date and repair data. the ib, which parts were 
indled here.’ C[hrough individual slips of carbon ed or replaced, their cost, ete., : 
\llan R. Davidson, Daniel T. Rvar paper stapled inside the tags, a copy jotted 7 the workman on the 
ther two wners of Reliable ft the initial data is made on the card- vhich remained with the work. 
io, and Peterso1 re lwavs o1 board backing of the tag, which goes ‘We ob to stress service, which . 
| improve t! » the serviceman who is assigned the feel is wut the most we can do tl : 
On ictical business aid articular jol lays,” “said oho n But the : 
1 — -~ wie _—s —_ <n } 1 ae 
wageas . 7 Firm Looking Ahead ——e = a Merchandis . 
tag syste1 pace is being doubled, a special bo : 
bl t record of any trans rr sinall room is well appointed 
s thus made for the office gir] lemonstrating Scott radios, appliar a 
R he file S same vhere it is slat ls are to be installe ] and the 
g sible for inquiring cus vaid benches are being shut off f1 
imount § tines spent the store proper b undproot G iz i 
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COMING SOON 70 HELP APPLIANCE DEALERS... 
The most powerful consumer influence of its kind! 


What is it? 


It’s the home service program of General Mills, one of the world’s largest food 
manufacturers . . . carried on by a group of expert home economists symbolized 
by Betty Crocker — voted by homemakers America’s most helpful home service 
authority. 





It will help your customers buy appliances more intelligently through service 
advertising in magazines and newspapers, through the famous Betty Crocker 
radio programs. 


it will develop and distribute practical ideas on how to get the most out of home 
appliances — how to shorten and lighten household tasks with new appliances. 





What will it do for you? 


It will gain for General Mills Appliances—and their dealers 
—the same swift acceptance and unshakeable loyalty that 
has marked the success of other General Mills products. 


It will open to appliance dealers a huge, rich, eager pre- 
suid market of millions of Betty Crocker followers. 


It will pave the way for easier, quicker, more profit- J 


able sales of General Mills Home Appliances. J 


It will broaden the market for all appliances and 
build greater profit potentials for all appliance 
dealers. 








BETTY CROCKER IS A TRADE NAME OF GENERAL MILLS, INC. 


INC., HOME APPLIANCE DEPARTMENT «© MINNEAPOLIS 13, MINNESOTA 






GENERAL MILLS, 
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KNAPP-MONARCH 


A sound profitable appliance business is built 
on performance, not promises. 

Our new “*M~ Tel-A-Matic Iron will live 
up to every statement carried in our advertising. 
Free from impractical gadgets, it has every 
up-to-the-minute feature your customers want, 
plus dependability and performance unmatched 
by any other iron. 


Powerful big space advertising featuring the 
Tel-A-Matic Iron is appearing regularly in 
leading national magazines— selling your cus- 
tomers, not with exaggerated claims—ut with 
down to earth facts! 


“KM performance means profits for you! 


ONLY “KeM~ BACKED BY 20 YEARS EXPERIENCE CAN OFFER YOU 


The most complete Exclusive items with Profit-proven, time- 
line in the industry. exclusive features that tested, trouble-free 
Saves overhead by reduc- get customers and hold appliances. Over 25 
ing inventory costs. them for you. million in use. 


KNAPP-MONARCH CO. 
ST. LOUIS, MO. 





JUNE 1, 














~KeM~ Tel-A-Matic lron—a Profit Pulling Standout! 


A smoother, faster, safer iron. Heating element embedded in 
sole plate closer to fabric-—-an exclusive eM ~ feature 
assures faster ironing, uniform heat distribution. Fabric dial 
dials perfect heat for every fabric. Tel-A-Matic light tells 
when it is safe to start ironing—eliminates guesswork. 
Beveled sole plate ends ‘‘ button busting.” 


Y 20 YEARS’ EXPERIENCE! 
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Speedy Auto Radio Service | 


The drive-in plan used by Don LaGesse, Garden 
City, Kansas, has worked so well he is planning 
a combination record-radio drive-in station 





N the war interim the foresighted 
radio service shop operator who 
lroy 1 none of those little extra 


lv revarded 


>t gniy regarded by cus- 
t erged tro the war on a 
h tit Symbolizing this type 
of 1 ervice shop operator is Don 
| ifs Lon Service, Garden City, 
Kar 
Ra scellaneous appliance 
ery a il ms has beet enjoying 
erating upward curve 
f ‘ il years and is swing 
int gh vear currently at a gait of 
} per 
How It Started 
\ t tiie (ra 
( a 1Op D n 
193 I into ice ) 
h 145, he annexed a ret 
" ‘ a1 
t ombinatio 
la ed building, locate 
treet 
I 1 service have boost the 
prestige the store said D Wi 
le very rad we service on th 
inside and outside. We replace 
ng screw ind knobs. We remove 
‘ iro cabinets. If asked to 
lel idi the deliveryman ex 
4 gT | ind i¢ il connec 
t t that the t er 1 
ting t ance. Costing v 
t ly not e plus-services et 
‘ u » the customers.” De 
c to and ft the store, 1s 
i ed free. Twenty-four hour serv 
idio is bee if policy tor 
ve 
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Attracting customers from a trade area of a 150-mile radius of 

Garden City, Don's Service has built up a long list of prospects for 

Don LaGesse furnished farmers with a 24-hour service 

on their radios during the war. Above a clerk points out the admira- 
ble features of a new radio 


appliances. 


Auto radio repair, and a speedometer 
repair service, has developed into such 


r 
a major activity at Don’s, the dealer 


has planned a_ record-radio-retailing 
drive-in which will approximate the 
size of a typical gasoline station. A 


library of popular records, folk tunes, 
ind classical records, will be housed in 
this structure, which will include rest 
rooms, a miniature radio-phonograph 
display bar. Radios that run the gamut 
from midgets to automatic radio-phono- 
graphs will also be displayed 

Che drive-in to be held in 
abeyance until there is plenty of mer- 


idea is 

















Simple, yet modern, the building occupied by Don's Service, Garden City, Kansas, is 
a credit to the town's main street. 


Don's Service repair 400 appliances per month. This service volume in a community of 
six thousand persons is unusual in the Middle West. 


shown on the job above 


Two of the service workers are 

















Garden City, Kansas. 


chandise. At the present time, the 
dealer employs the drive-in plan only 
on auto radio repair. While-you-wait 
drive-in offered motorists 
whose radios suffer from only minor 
ailments. Service on the drive-in plan 
also includes auto radios installed, re- 
and equipped with aerials, 
suppressors or condensers. Re- 
sponse to the drive-in plan has been 
gratifying, cusotmers expressing pleas- 


service is 


moved, 


noise 


sure at the speed of the service. 
Record Department 
For 


traffic-building = propensities, 
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A well-informed record clerk, with a youthful outlook, has helped to 
popularize this depatrment of the store operated by Don LaGesse 


Tastes of the record shoppers at Dons 


run to the popular recordings (95% prefer popular records, othe 
5%, divided between classicals, folk tunes, etc.) 


Don gives the palm to the phonograj 
record department. He was spurred | 


installing records by the brand 
traffic dealers in surrounding town: 
had attracted to their stores. Here’ 


what he has to say about it: 

“They told me that the teen-age r 
ord fan trade was a surefire method 0 
gaining the appliance business of thet 
parents. They were right; the bob) 
soxers frequent my record section, bu’ 
records, go home and describe my sto! 
to their parents, and usually convin 
them that I have an establishment that 
bears looking into.” 
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Above: View through the “air-seal” doors 
, ‘ : of Blackstone's mammoth, continvous-flow 
@ Blackstone beauty is much more than skin deep. It begins boking ovens. No heat can escape through 


with the Bonderite film that seals the metal of Blackstone petri a som pir ny mag 
washers away from rust and corrosion. On this secure founda- 

tion, “Supernamel” finish is built. After spraying, each unit 
passes through a modern baking oven where it is subjected 
to a precisely-controlled heat of 325 degrees. Result... a 





brilliant, hard, white finish combining extreme hardness, 
elasticity and long life... your customers” 
assurance of lasting beauty and easily 


maintained surface cleanliness. 





macrsrons conronarion MTR T GCG 00) Seen 


, ePROOUCT of 
A Division of Jamestown Metal Equipment Co., Inc lt a beolt tthe Tt | manusacTuaea 





Geet BLACKSTONES Ever INCLUDE: WRINGER WASHERS * PORTABLE IRONERS 


CABINET IRONERS * AUTOMATIC WASHERS * AUTOMATIC DRYERS * AND THE BLACKSTONE / 00 LAUNDRY 
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FOR 


L.K. FRANKLIN CO. 


PAGE 


IMMEDIATE DELIVERY, 


1251 S. HILL ST., LOS ANGELES 15, CALIFORNIA 


60 JUNE I, 


Il Light Weight. - 
.-- BUT A HEAVY SELLER! 


— ar 


6.20" 


Immediate Delivery! 


The Aer GREYHOUND 
is moving fast in major stores! 


Rtntion appliance, hardware and department stores throughout the country 
report thac the new Greyhound light weight iron is selling on sight. 
Women like its streamlined appearance, light weight, perfect bal- 


ance, 5-way heat control and detachable 











THE GREYHOUND is perfect 
for TRAVEL 


handle for easy packing. Sales are soaring, 


but fortunately we can still fill your 
; 7 ® Light weight—2'%« pounds. 


order promptly. But don’t delay —send ® Detachable handle for easy 


packing in small space. 
it in right now. 

—™ ® Complete kit of iron, cord and 
*$6.50 west of the Rockies. sand 


and HOME use 


® 5-way thermostatic heat control 





ORDER DIRECT FROM... ‘ : 
® Solid aluminum sole 


® ideal for ironing pleats, tucks, 
ruffles, etc. 


® Perfect for ironing in tight places 
Exclusive National Distributors 


® Excellent for lingerie 


® 6-month guarantee 


Speedy Auto 
Radio Service 


ee CONTINUED FROM PAGE 58 ==mmmmy, 


Supervising record sales at t 
is a young lady who talks the bobt 
sox lingo, and who radiates enthusias 
for records. 

“She doesn’t just keep abreast 
the record dope,” said Don. “S 
keeps ahead of it.” 


Second-hand Records 


When popular records reached tly 
peak of scarcity, the dealer stocked 
big amount of second-hand records, sol; 
thousands of them before the shortag; 
problem eased. 

Record racks at the store have r 
ord players at both ends, at ear-leve 
and are equipped with tone and volune 
control. Self-service isn’t merely al 
lowed, it is encouraged. Don says he 
has, more than once, noticed a recor 


A 





customer who was shopping for one 
record, after browsing, depart with twe 
or three or a whole album. “When ex- 
amining our stock,” he added, “the 
customer often spots a record a frien 
has mentioned, informs the friend, and 
the friend becomes a customer.” 

Don LaGesse was laying the ground 
work for a solid rural patronage wit 
a goodwill program which had its be 
ginning long before the war ended 
When the farmer’s tires were trans 
parent, and his gas tank low, Dor 
added a host of farm friends when he 
arranged speedy service on farm radios 
In the days when weather and market 
reports had a special meaning to th 
farmer, Don pledged the farmer 24 
hour service on his radio—and 
through ! 


Active Farm Traffic 


Today there is an active farm traf 
it the store, and the rural folk are en- 
rolling for appliances, especially in the 
32-volt line. Farm demand for battery 
type radios is also lively. Customers 
gravitate to the store from a radius 
of 150 miles around Garden City 








"GREAT SCOTT, SIMPKINS—HAVE YOU GONE 
OFF YOUR NUT?” 
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EVERYTHING YOU NEED FOR AN 


EYE-CATCHING WINDOW DISPLAY 


AGAIN SAMSON BRINGS YOU a package that keeps pace with the 
product! This time it’s the colorful display box that houses every 

SAMSON Safe-flex Fan...a box that pictures and describes the fan's 

advantages . . . that means business even when there’s no 

salesman nearby. 


Use these handsome, fact-telling boxes to build an eye-catching window 
display. Use them for a counter, table or shelf display. 

Either way you'll have a “traffic stopper” that will automatically blow 
extra sales and profits your way. 


Don’t forget, too, that SAMSON Safe-flex is the original, patented 
Rubber Bladed Fan. Its flexible rubber blades need no shield, yet will not 
A “NATURAL” FOR A SELF-SELLING harm even a child's fingers. Its improved design and construction, 
COUNTER, SHELF OR TABLE DISPLAY including the Samson-built precision-quality motor, assure 

even greater quietness, efficiency, and trouble-free operation. And its 
new styling gives it beauty that blends with the decorative 
scheme of any home or office. 





SAMSON UNITED CORPORATION 
ROCHESTER 10,N.Y. 


Samson United of Canada, Limited, Toronto 
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When a manufacturer asks you to “watch 
for our ads in the Post,” he’s calling your 


attention to the best kind of local support. 


For advertisements in the Post reach your 
best customers—the leaders, who are first 


to buy the new and better things. 


And advertisements in the Post get attention. 
For people like to read ads in the Post— far 


more than in any other magazine. 
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NLY with Briggs & Stratton 4-cycle 
engines can you profit by the skill 

and experience of an organization which 
has built 24% Million air-cooled engines. 
Their record of dependable performance 
through the years is your assurance that 
“it’s powered right when it’s powered by 
Briggs & Stratton” —a factor of utmost im- 
portance to every user, dealer and manu- 
facturer of gasoline powered appliances, 


farm machinery or industrial equipment. 


BRIGGS & STRATTON CORPORATION 


Milwaukee 1, Wisconsin 
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How One Utility Met the 
LP CHALLENGE 





as against one for a_refrigerator— 
almost the exact reverse of the situation 
in 1940. 

Some of the operating cost figures 
recently learned surprised company 


Operating Costs 


officials. Ina survey of 72 users made 
by the home service department, four 
users were uncovered who previously 
had cooked with LP. All four found 
electrical cooking as cheap, or cheaper, 
and equally as fast. Another user, at 
first greatly worried about operating 
cost, was so satisfied on this score that 
an electric water heater followed the 
range into the home. The company’s 
Rochester office reports a number of 
users on city gas lines, after cooking 
on an electric range in a Lake Shore 
summer home, switch to electrical 
cooking in the city home. Salesmen in 
the rural district, therefore, _ tell 
prospects to expect the same operation 
cowt as with LP—and then they start 
citing the cooking advantages of their 
product. 

Regarding installation costs, Mason 
says: 

“In rural areas the cost of installa- 
tion for an electric range runs from $25 
to $35. more than twice the advertised 
cost of an LP installation. This at 
first was a tough hurdle to get over but 
prospects soon ceased bringing it up. 
When directly asked, however, we ex- 
plain that if he buys a bottled gas 
range, paying something on the side 
for tanks and installation, the balance 
of the true cost actually is tucked in 
there on the range itseli—because no- 
body is giving anything away free. 
And after paying, he doesn’t own the 
tank equipment anyway.” 

Che appliance display sections in the 
company’s two combination office-and- 
merchandise outlets in this district now 
are being more than doubled in size, 
as well as located around the entrance, 
in order to give appliances the best 
possible break in post-war. A new 
store, exclusively a retail merchandise 
outlet, also is being opened in William- 
son. All three feature a large model 
kitchen, the one in Wolcott seating 40 
people. Since these outlets are stra- 
tegically located in the district, it is 
expected that the salesmen will load 
their prospects into their cars and 
carry them to the model kitchens for 
live demonstrations on any points in 
question. The company’s franchises 
include: Westinghouse, General Elec- 
tric and Frigidaire ranges; Frigidaire 
and General Electric refrigerators ; and 
Clark water heaters. 


New Sales Crew 


The former sales force of six was 
completely broken up by the war. The 
new crew will consist of eight highly- 
trained salesmen as a starter, pending 
future competitive developments. One 
full-time home service girl is assigned 
to the district and she will have the 
assistance of another girl trained to 


| take over all call-backs and accompany 
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After daily use for 14 years, this range in 
the home of Graydon Curtis looks like new 
on the outside and checks through perfectly 
on the inside, never having required repair 
attention. In selling, the company used its 
users, old and new, to the limit. 


lealers, as may be required, on sales 
calls. 

“As 1 see the picture, to whip LP, 
we have to concentrate our manpower, 
thoroughly train our force, splurge on 
demonstrations and engage in honest- 
to-goodness selling. There are no short- 
cut remedies,” Houston said 


Battle Ahead 


“Looking ahead, I foresee a big 
battle for the utilities. In 1927 there 
were less than 50,000 LP users in the 
country and by 1937 there were 400,000 
domestic users alone. In that period 
the gallonage increased from 1,091,000 
to 120,000,000. By 1940 LP sales were 
up to 300,000,000 gallons and there 
were 1,125,000 retail home customers. 
The bottled gas industry is the major 
factor with which we must deal today. 
The large oil companies with big in- 
vestments in the industry now see 
tremendous profits ahead. They plan 
heavy advertising and will sell this 
product with the experience gained in 
sending their other products over the 
top. They can temporarily slash rates 
in half and offer all sorts of induce- 
ments to prospects. Meanwhile, we are 
under public service jurisdiction, all 
kinds of commissions, paying all sorts 
of taxes, abiding by all sorts of ordi- 
nances, with our prices regulated by 
law. Their salesman tells that glowing 
yarn about 1 cu. ft. of LP containing 
six times the heating ability of 1 
kw.-hr.—so we've got to get out and 
tell those prospects about the sub- 
stantial part of the flame heat which is 
wasted, along with all the other argw- 
ments in favor of the electrical way 
of cooking and heating water. 

“Well, we’ve been four years prepat- 
ing for this battle and we’re ready.” 
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WHIRLPOOL “30” 
Famous conventional 
washer with 8 lb. 
clothes capacity. Larger 
model “50” coming. 


WHIRL-MATIC 


Fully automatic, it 
2et-) 811-9 6 bel-1-1- ie (ot ss} o) 
dries with one setting of 
the dial. 





(WHiRL-maTiC =a 


~~” 


With special controlled 
drying feature — soon. 


DE LUXE 


IRONER 


A safe, economically 
operated ironer that will 
do all the family laun- 
dry to perfection. 


WORLD'S LARGEST 
MANUFACTURER 
OF HOME LAUNDRY 
EQUIPMENT . 








T’S A DAY on the links,an evening walk, or Monday 
at the theatre that puts extra zip in Mr. and Mrs. 
America’s living. That’s why families everywhere are 
planning to buy home laundry equipment. It saves 
time — it makes living more enjoyable. 


That's why you can interest them in the WHIRLPOOL 
line. Remember, WHIRLPOOL is the one complete line 
of home laundry equipment that stands for better, 
faster, easier washdays. More than 48 years of engin- 
eering has contributed to 1900’s blueprint for today’s 
washday ease. 


And that vast experience has provided the advanced 
design, home-decorating beauty, the extra quality and 
low cost that appeals to your prospects. 


WHIRLPOOL for versatile selling—more profits 
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ST. JOSEPH MICHIGAN USA 


MAN ACTURERS 
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CTRICA 
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EASIER SELLING. 


LESS SERVICE 


LONGER LIFE..SATISFIED CUSTOMERS 
through 


MECHANICAL SUPERIORITY 





ARE ODIOUS 


BUT NECESSARY 


The mechanical features of an automatic coal stoker can 
make a great difference to a dealer or distributor, since 
they have a direct bearing on the profit he makes per dol- 
lar and per hour invested in the stoker business. 


There is a difference in stokers, and the best way to find 
out is to make comparisons. We'll be glad to show you 
what the Link-Belt Stokers have on the ball, and how 
and why they are different. The Link-Belt line includes 
bituminous and anthracite hopper and bin-fed domestic 
models, and commercial and industrial stokers up to 1200 
lbs. per hour coal feed capacity. Write for our proposition: 
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10,267 


i 
LINK-BELT COMPANY, Stoker Division — 


2410 W. 18th St., Chicago 8, Ilinoi: 











Pliofilm Sheets 
Protect Appliances 
From Sun Damage 


OW that many .appliance dealers 

are showing “display only” ap. 
pliances which must stay on constant 
display until new stocks arrive, it will 
pay the appliance man to protect his 
“samples” according to J. Cohen of the 
Good Housekeeping Shop, Highland 
Park, Cal. 





Pliofilm inside the windows protects dis- 
play appliances in this Highland Park, 
Cal., store. 


One of the dangers which has been 
eliminated by Mr. Cohen is damage to 
enamel finishes exposed to the hot sun 
in display windows. With his own 
front constantly flooded by strong 
California sunlight, Mr. Cohen has 


| had instances in the past where the 


finish on a range or refrigerator has 
yellowed or cracked through infrared 
rays and just plain heat. “That was 
when each was in the window only a 
few weeks,” the dealer said. “Now, we 
expect these display models to be there 
six months or more if the stock situa- 
tion doesn’t improve.” 


Installed Pliofilm Sheets 


This dealer’s solution to sun problem 
has been the installation of huge sheets 
of blue-tinted pliofilm (an acetate 
sheeting much tougher than cello- 
phane) along the interior of all win- 
dows in the store. This, capable of 
heing rolled up like a shade when not 
needed, but clear enough to permit full 
visibility when in place, cuts the glare 
of sun down to a gentle warmth. Each 
sheet is mounted on a roller, and is 
astened at the bottom by clips, and 
weights. The weights hold the clear 
inaterial rigidly, aiding visibility. 

As shown, the blue-tinted pliofilm 
has few drawbacks from a_ display 
standpoint. The photograph was taken 
in bright daylight directly through the 
windows. Sunlight diminished by it 
will not fade colors of plastic handles 
or accessories shown in conjunction 
with the displays, and the enamel finish 
of any appliance remains pure white. 
‘Moreover it actually gives our store 
iront an unusual appearance which 
neople are likely to remember,” Mr. 
Cohen summed up. 
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How to pull profits 
out of a G-E Carton 


DON’T miss those come-easy profits you make 


with eye-catching displays of famous brands. 





DO cash in on customer confidence. Display the 
familiar G-E Lamp carton. Folks everywhere are 
quick to recognize the high dollar-for-dollar value 
of products that bear the famous name, General 
Electric. It helps you sell... and pull in plenty of 
good steady profits. 
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DON’T forget the profit-making tie-in with 


national ads that feature products you sell. 


—— 


01.038 


DO clip a colorful G-E Lamp ad from a recent 
issue of Life, Collier’s or the Post and display it 
with the familiar G-E lamp carton. It’s a sure-fire 
selling combination . . . a customer-reminder that 
builds business and keeps your cash register ring- 
ing the whole year ‘round. 


bung “in th... and 


bring én back 


GENERAL @ ELECTRIC 
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Do you have an electrical application requiring 


Mlewt- 
De 





a¢@ 


endable... 


espouse +: 


contacts to operate either at fixed, predetermined 


values of temperature, or as a result of current flow? 


You need Temp-Cop, the tiny, snap-action thermostat 


switch employing the dependable Micro Switch spring 


principle. 


Temp-Cop is a versatile device—it is alert and respon- 


sive to current or temperature changes in a wide range 


of electrical apparatus. Bimetal thermostatic elements 


are mounted on a rigid ceramic block, and can be se- 


lected to fill many different application requirements. 


Temp-Cop is available in either automatic recycling, or 


for manual reset. Although small as your thumb, it is 


rugged and durable, built for long service under various 


operating conditions. Write for full information today. 
































Temp-Cop, mounted atop in- 
dustrial gos-fired space heater, 
opens when fan failure couses 
excessive temperature, shutting 
off gas 


First Industrial ¢ 


MICRQae 


TRADE 
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FREEPORT 


Temp- Cop, mounted in base 
of industrial glue pot, acts as 
thermostat to control tempera- 
ture of woter bath. 


poration 


Von 


MARK 


WITCH 


A DIVISION OF FIRST INDUSTRIAL CORPORATION 





ILLINOIS 


Temp-Cop serves as a low water 
alorm or shutoff; mounted on 
side of compartment, it cuts off 
heoter; of closes alarm circuit 
if liquid boils out of container. 









U.S.A 


| No Ceiling on Sales Volume 





and to whom we have rendered fast, efficient 
service. That beats ringing miscellaneous 
doorbells. 

2. A salesman cannot develop for him- 
self a better source of leads resulting di- 
rectly in continuing sales. 

3. There is no better way for him to pick 
up leads on other likely prospects than to 
list the friends tipped off to him by these 
satisfied customers. 

4. The salesman generally has something 
new to sell, always has a number of products 
to sell, and knows those products thoroughly. 

5. These lines dovetail beautifully. Con- 
sider, in the domestic market, how closely 
heating, roofing, painting and storm win- 
dows are all tied together in the consumer 
mind. We took those lines on in that order. 


“If this isn’t a good system, then in 
’41 our sales force could not have ex- 
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to do. One good man, given the rig: 
incentive, can out-produce three { 
men, whether in sales, service or labo; 
Our records show, to cite one concre: 
example, that a good roofer does {, 
times the work done by a fair rooje 
who we have to pay nearly half x 
much as the good man. Selling is ¢} 
same. The industry requires cra 
salesmen se the position must be ma 
financially attractive. 

“T feel confident the present crew ; 
six will reach our post-war goal » 
domestic appliances for these reason: 
(1) The favorable condition of ¢ 
market. (2) The force has been nz 
rowed down to the best caliber ¢ 
personnel possibly obtainable. 
Throughout the war we 











Paint also proved profitable line. Such products fit ideally into appliance operation 
says Reina, who points out that roofing, paint and windows are closely associated 
in the consumer mind with heating equipment which company always pushed. 


ceeded $80,000 on domestic refrigera- 


| tion; and hit nearly $15,000 on ranges, 


with laundry equipment close behind. 


| Sales and application of roofing and 
| siding were $22,000. 
| approximately $56,000. 


Heating grossed 
Paint sales 
were $8,000. We also did very well on 
commercial refrigeration and our vari- 
ous types of service. That ’41 volume 
is the answer. Now we also are the 
leading roofers in Ulster County. In- 
ventory in this department hangs 
around $8,000 and this month as a 
result of firm orders on hand, we are 
doubling our normal wintertime crew 
of four applicators. Our total inven- 
tory today in varied stocks totals 
$27,000—which will mushroom from 
now on,” 


Get the Best Men 


Further concerning the sales force, 
Reina says: 

“Although total volume in pre-war 
| by our 12 salesmen was fairly high, | 

was far from satisfied because no indi- 
vidual on the staff collected really big 
money for himself—which I want all 
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strengthened the company’s reputat 
for responsibility. (4) The 
specialists will be of immense assis 
ance to the salesmen. (5) A ret 
salesman can turn a complex roofit 
job over to the roofing supervisor 2 
collect half the commission, making 
quick bonus for himself. (6) The sales 
men take floor turns in the store 4 
we don’t differentiate between sa'4 
made inside or outside. (7) We 2 
moving into the heart of the city wheq 
we are bound to attract many new ct! 
tomers immediately. (8) Our pla 
provide for unusual display and com 
plete demonstrational facilities. (’ 
We'll have our fair share of mercha 











dise at the kick-off. (10) We did 
tremendous service business dur! 
the war, adding many new names ! 
our file of satisfied customers. 
don't forget those survey results 
don’t intend to backslide now. 
“The three specialists also are 
ployed on a straight commission bas! 
During the past six months our co! 
mercial refrigeration specialist, w! 
(Continued on page 72) 
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ONG 


BUILT TO BE 


the sreatest values 


in the field! 





@ Here is a nationally advertised line of 





major household appliances, all under one 
brand name .. . precision-engineered and 


built by the acknowledged champion of 





independent distribution! 





A BORG-WARNER INDUSTRY 


Norge is the trade-mark of Norge Division, Borg-Warner Corporation, Detroit 
26, Michigan. In Canada: Addison Industries, Limited, Toronto, Ontario. 


BEFORE YOU BUY Jf 


WE See a 
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Besides being the world’s smartest and most progressive’ home purchasing agents, 
the husbands and wives of America know their magazines. They like the way Collier’s 
editors handle domestic problems that have real news interest. They like Collier’s 
modern, never-dull fiction . . . and they like, too, the way it’s balanced with serious, 


informative articles on world affairs by noted authorities. No wonder, then, that these 
forward-looking folks turn to the advertising pages of Collier’s for buying ideas, 
whether they’re thinking of clothes, cosmetics or cars. That dream home they’re 
going to have some day may be an ivy-bordered cottage in the suburbs, or a house 
by the sea. The fact remains that new and better things—new furniture and rugs, 
. new kitchenware and work-saving appliances, new and finer possessions of every kind, 
are all a part of the picture. 

















Through the regular use of Collier’s, many advertisers automatically direct their sales 
messages to a selected market, reaching with a minimum of waste circulation the 
modern, progressive men and women who represent the thinking millions of America... 
whose tastes and habits influence the rest of the buying public as a whole. Collier’s 
readers are definitely at the ‘‘age of acquirement’’— intelligent, prosperous, substantial 


families who know what they want and have the money to pay their way. Yesterday 
is a dead issue with them—they are thinking of the good things of the future, and the 
advertiser who uses Collier’s to think ahead with them will find one of the world’s 
richest markets! 





No Ceiling on Sales Volume 


“Sans EN = | 





CONTINUED FROM PAGE é8 





Ser INI GPa 


has been in the business 17 years, has a peak of $38,000, paying a 








iveraged sales close to $2,000 a week which it never quite managed to : 
ind we have been able to deliver nearly before, although it never was totalle 
half of this volume. Our heating in deep red ink. Formerly, the 
specialist has had 14 years experience pany rendered service only on ow 
ind our kitchen specialist is a mechan- sales to own customers. During wa; 
ical engineer with extensive experience the bars were let down temporarily 
n the home construction field.” In normal times Reina annually cor i 
Kitchen Modernization pryer on eager " advertising, P 
of which was offset by manufactur 
“Kitchen modernization during the and distributor cooperative deals. A: 
ext several years will be big business. the advantages of advertising throug 
lo the independent dealer all the new _ store location have much to do with t 
<itchens built throughout the country coming move. : 
obably won’t mean a tenth as much } 
ld kitchen modernization. For my Under One Roof 
xiurt, | am not interested in any new With M. Reina spread in unwieldy § 
kitchens whatsoever. Far too many fashion through five scattered build 
4 


contractor-and-architect troubles in- ings in 1941, there was considerable 
s A | T ot wa y volved to suit me. I once sold 30 com- costly running back and forth. Lat 
plete kitchens at a clip, but when I in 1942, Al moved the whole wor! 


later analyzed the sale I found I would under one roof to 86 Broadway where & 
have made more money selling three he bought the building which has § 
modernizing jobs. 53,000 square feet of floor space th 


‘The layout plans for the building provides a 50x 100 foot sales floor 


E 7 E R S nto which we are moving include two ample office, storage and service space 
WATER HEA plete 


plete model kitchen displays which and brings in monthly rentals of $80 


toe 


| 





ire somewhat different in type. One meanwhile allowing a more profitable § 
olely a sales display. The other is business operation. Nonetheless, it is 
Hot Water by Wire ... the clean- |an operating model kitchen in which not close enough to the high-traff 
est. most trouble-free automatic Ya | | twice a week we are holding cooking shopping section of the city. ; 

“ , wat . | slaaees | » attentic fond nre The building hs Dats 
heat there is. SMITHway im- ’ usses with due attention to od pre Che new building, which M. Rei 
mersion-type elements (dual or o paration for freezing as well as can- already has purchased, currently : 
ingle) nly ate aieiinn f ~ ning. These classes will be conducted occupied by the utility company which ff 
Singie su ‘ é ance Oo he . ° . ° a : ™ 3 
; 5 PP" | by home economists furnished through is constructing new quarters next # 
10t water. utility company cooperation. Adjoin- door. Centered in the city at 60) 8 

. . no > 7 de -itcher ry > - 2eondwav » a sene x. " anke 
Stored in glass... in Permaglas, ing one model kitchen will be a com Broadway, M. Reina will be flanke 
glass-fused-to-steel! Sparkling plete laundry display. On installations, on the other side by a large movi 
| . . our company stands ready with elec- theatre. 
blue, mirror-smooth — sanitary : : aa ; 

, irinki Pi tricians, plumber and carpenter, all Renovation, possibly including a new 
as a clean drinking glass. Perm- . aie : . Oo Na ee 
; las CANNOT && ; employed in the organization.” front, and the certain addition in th 
aglasVTl AWN! rust or corrode | 


Reina’s method of putting the heat rear of a two-story warehouse an 
on the manufacturer and distributor basement, is estimated at around $40, 
for a fair shake on all appliances de- 000. It will be completed this year 
livered in the territory is smoothly ag- This three-story building is 40 
|gressive. Wherever possible he has wide and 105 feet deep. In addition 
figured what percentage of the total to the special model kitchens and 
distribution for any given appliance in laundry, the store layout also 
the area was obtained in pre-war for a radio section with three larw & 
|through his organization. On this private booths, an 


under any water condition. 





There’s Only ONE 


‘ ee Permaglas 
: —_— Only A. O. Smith 


produces the truly modern water 
heater with the tank of changeless 
glass-fused-to- steel —the heater that 
stores and delivers hot water as 


attractive r¢ 
| basis, plus the aforementioned survey department, and modern 
| facts, he predicates future sales volume. small appliances. ' 
| He then argues he should be allocated 

such-and-such a percentage of all de- 
| liveries of a given product made into 
| the territory until such time as a free 
market again prevails. Apparently, 
his arguments carry weight. 


fixtures 


sparkling clean as the source itself. 





Ample capacities, even for the new 





automatic washing machines and 





dishwashers. 


> > a 7 
The SMITHway Permaglas story Future Delivery Problem 
is the newest, most dramatic sales 


story in the appliance business. Get In accepting consumer deposits for 





the whole story for yourself, today. PE future deliveries of appliances, M. 
Ask for The Inside Story of Permaglas. RMAGLAS. aah Reina has been carefully businesslike, 
a great aid to sales as is shown by the company’s present 

: sales form which reads: “Subject to 

Piss present and future governmental laws 


to purchase one (appliance) at the 
standard price at the time of delivery. 
In consideration of a deposit of $.... 
now made, M. Reina agrees to give 
preference to this order and effect 


lelivery as soon as possible after (ap- 
MITHWwWay ue y , Pp p 
S ELECTRIC pliances) are in regular production, 
WATER HEATERS etc, etc,” with signatures of buyer and 
F GLAS 


we al and regulations, M. Reina agrees to 
*) uit A. 0. (MITH Corporation supply and (customer name) agrees 











salesman, over the date. "| DECIDED TO INVEST IN A SUN-LAMP— 
ae : : EVERYBODY WAS BEGINNING TO CALL ME 
Wartime service volume soared to "PALEFACE.' " 
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Plain English for 
Appliance Buyers 


The new Eureka franchise is a money-maker! 


There it is! In plain English. A stop, look and listen 
statement of what’s happened since Eureka 
shattered industry precedents with a broad new con- 
cept of what vacuum cleaner selling could be. 


Boldly discarding an outdated selling system, 

Eureka developed a compelling new sales “package” 
+++ arevolutionary complete Home Cleaning System, 
first new idea in home cleaning in years. That 

was Step One. 


Step Two was a higher unit-of-sale made easy to 
retail by the stepped-up value of the product in 
terms of Consumer use. 


Step Three was a Tailored Market Coverage plan 

for franchising qualified dealers that insured each 
qualified dealer of a profitable long-term business 
opportunity and put vacuum cleaner sales on an equal 
footing with other home-making appliances. 


And Step Four was the biggest, most comprehensive 
and compelling sales promotion and national advertising 
backing in the history of the vacuum cleaner industry. 


Today, with only a comparatively few months of 
peacetime selling behind it, dealers everywhere are 
enthusiastically endorsing Eureka strategy. An ever- 
increasing flow of store traffic, a ready consumer 
acceptance of both product and higher unit 

price are resulting in dollar volume and profits never 
before realized under a vacuum cleaner franchise. 


Yes, in plain English . . . the new Eureka franchise 

is a money-maker! 

And thisis only the beginning. Look to Eureka for 
more aggressive action, more trail-blazing new products 


hard-hitting sales promotion, and even broader and 
more effective advertising. 


EUREKA DIVISION 
Eureka Wituiams Corporation, Detroit 2, Michigan 
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They’re Made to SELL... 
... With CHROMEL 














> eye, 


ne ee 








7 


ZZ = 
Z 








..+ The Nickel-Chromium Resistor Wire 
that First Made Electrical Heating Practical 


No, we're not manufacturers of electrical 
heating appliances. Nor do we sell them. But 
we do have a long standing interest in their 
manufacture, sale and use. For it was our dis- 
covery of CHROMEL forty years ago that first 
made electrical heating appliances the practi- 
cal, inexpensive household necessities they 
are today. 

Yes, CHROMEL is the original Nickel- 
Chromium resistor wire that first combined 
the qualities of high electrical resistance plus 
to oxidation. 
CHROMEL gets hot and it stays hot for a 
long, long time because its own virtually air- 


a remarkable resistance 


HOSKINS MANUFACTURING COMPANY e 
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tight oxide coating serves as protective armor 
against rapid deterioration. 

That’s why so many manufacturers continue 
year after year to equip their appliances with 
CHROMEL Electric Heating Element Wire. 
They know from experience that, when they’re 
made with CHROMEL, they’re made to sell 
. .. and stay sold! 


Your Service Dept. 
will be interested in 
our handy little gadget 
called a“ Heating Unit 
Calculator’’. Want 
one? They’re free. 





DETROIT 8; MICHIGAN 


JUNE I, 


“Neill’s Have It” 


os CONTINUED FROM PAGE 39 =m, 


uproar and more than a little tr 
Sometimes he ran afoul of the OP 

when old ladies protested the N¢ 
prices. “If we had charged les 
would have had to shut down,” said 
Mr. Neill. When he settled three 
OPA suits, he saw to it that those 
people were directed to the OPA next 





Here is P. T. Sanderford making old appii- 
ances behave like new ones, much to the 
appreciation of Jackson housewives. 


time any of their appliances broke 
down. 

Richard Neill came to Jackson in 
1939, he says. He borrowed $600 o1 
his life insurance and started selling 
refrigeraters from his trailer in TVA 
territory. He called on the lower third 
of the Mississippi territory in_ this 
fashion. The acquaintances he set uy 
in these days he expects to make good 
use of as bird dogs when merchandise 
again gets back on the market. He 
gives them 1 percent on their sales and 
he does the closing. 

Mr. Neill says that’ he was one of 
four brothers who came over from 
Nassau. He received an electrical en- 
gineering degree from the Mississippi 
State College in 1922 and had beet 
active in wiring jobs in his youth. 


Looks to Farm Trade 


The firm plans on getting a lot of 
farm trade in the future, thanks to 
the postcards that he has on record. 
The acquaintances of the past years 
will pay off, Mr. Neill says. 

“If you see a farmer once every three 
weeks, you can sell him 75 percent of 
what he buys,” Mr. Neill declares, 
“provided you have got a name brand. 
Most city stores treat farmers like dirt 
under their feet and do not make them 
feel welcome. Here in this store we 
have a restroom for farm women, tele- 
phone, a place to park cars, and will 
even give them the service of a stenog- 
rapher if they can use it. We are all 
set to do $150,000 a year volume soon 
and it’s going to come from those 


here during the war and from th 
farmers we have met and developed.” 
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Lamp 
Ensembles 


\ brand new line of beau- 
tiful matched lamps that 
can be sold as a complete 


No. 60000 ensemble or as individual units. 


All 


satin chromium, ornamented in 


lamps are electro-plated 


Twin-Light Bed 
side Lamp. Adjust 
able ball joints 


satin brass, 


They 


rative glass balls. 


gold lacquered. 
have crystal clear deco- 


Will blend 


perfectly with any color scheme. 





No. 65000 
Floor Lamp. Inner 
reflector. Turn-but- 
tom socket. 


No. 75039 \_ 


Bed 
piece 
shade. 


Lamp. One 
adjustable 
shade. 


The smooth finish of 
these handsome 


makes 


easy to clean. 


them 
All are 
equipped with 9 feet 


lamps 


of rubber - covered 


cord and unbreak- 


No. 60002 
Desk or Table 
Lamp. Inner re 
flector 


able plug. 


WRITE for details and Prices 


Bed Lamp. 
piece adjustable 


No. 60001 


Single Light Bed- 
side Lamp. Adjust- 
able ball joint. 





No. 65001 


Bridge Lamp. In- 
ner reflector. Turn- 
button socket. 


One 


No. 60003 


Desk or Table 
Lamp with tilting 


harp 


Pioneers In Lighting Equipment Since 1880 


O AAAS Manufacturing Company 


DECATUR, 


ILLINOIS 








College. 


A Tree Grows 
in Mississippi 


Being a Saga of Backwoods Mechanics, 
and a Vacuum Cleaner Team Who Can 
“Sell the Horns off a Billy Goat." 


HE slanting rays of the afternoon 
sun made spun gold out of Ruth’s 
hair as she went tripping down Scher- 
merhorn Street, Brooklyn. She had 
her bacteriology book under her arm 
and was coming home from Hunter 
Down the sidewalk she spied 
her girl friend approaching, walking 
with—a man! A tall, handsome man, 
with hair as black as a raven’s wing, a 
man Ruth had never seen before. 
In this fashion, a decade and a half 
ago, Ruth and Samuel W. Howie met. 
It was the same scene as in the book, 


| “A Tree Grows in Brooklyn.” 


He was a dashing vacuum cleaner 
salesman, with an engaging southern 
slur to his talk. In no time at all he 


| had sold her on the idea of marriage 


and they started housekeeping full of 


| big dreams of the future. 








Those of us who are older and wiser 
know that the nipping chill of the 
Hoover depression was coming on just 
about then, and the cleaner business 
was becoming a tough racket. “It was 
jus’ about like selling noses,” says Mr. 
Howie. “Everybody had one.” 


Head for South 


Commissions dwindled, so the un- 
daunted Samuel Howie took a con- 


| struction job on New York’s Wash- 


| and leaning against a stiff wind. 


ington bridge, often walking an 8-inch 
beam 175 feet above the Hudson River, 
The 
weather got colder, the going became 
more rugged and one day be came 
home numb and discouraged, and said, 


| “Honey child, we are going to pack 


up and git back to Jackson, Mississippi, 


| where I was bawn. At any rate we'll 


be warm down there.” 

So that is how the Howies arrived by 
bus in Jackson, right when the South 
was wallowing in the depression. 

Mississippi, one of the poorest states 
in the Union, could give them no vac- 
uum cleaner customers at that time, 


| and the Howies trekked on to Mem- 





phis, where there was a job selling 
Eurekas. 

“You haven’t any idea how terrible 
it is to get down and out in the South,” 
Ruth Howie relates. “The lower class 
jobs which ordinarily one uses to get 
back on an economic footing are all 
held by negroes. When a white man 
goes broke it is just like falling in a 
creek with rocky banks—he can 
scarcely get out.” 

In 1940 the Howies struck their all 
time low, and there were three children 
to feed. “If you'll sell your $300 bed- 
room suite, it will give us a start in 
Jackson,” said Mr. Howie. “This 
time we'll get on a little side street 
and repair cleaners. I know I can 
make a living at that.” 


JUNE 1, 


Ruth Howie. She knocked off work to 
get her youngsters hot meals. 


The store they rented cost them $14 
a month, with the landlady calling 
twice a month for her money. The 
Howies had thought of living in the 
back, but the rats were too bad. There 
was a tire when they all slept in one 
bed, Ruth says. 

A cleaner repair business needs a 
telephone, and the Howies couldn't 
afford one. It would have required a 
$20 deposit. Finally, after repeated 
calls at the telephone office, the man- 
ager said, “Why don’t you all put in 
a pay station?” “What’s the advan- 
tage?” asked Ruth. “It will take only 
a $2 deposit to get one of these in your 
shop,” he replied. 

And it might be added that C. B. 
Lay of Mississippi Power & Light ex- 
tended them credit for.electricity, Ruth 
declares. 


Learns Cleaner Repair 


Ruth was learning to repair cleaners, 
while her husband drummed up busi- 
ness. She brought her three children 
down to the shop, and let them play 
about. At noon she knocked off and 
fixed them a hot lunch, served at a 
little table she picked up. If she was 
still on the job at supper, another hot 
meal was forthcoming. “I believe that 
growing children should always have 
good meals,” she stated. “Thank good- 
ness, rice is cheap.” 

There was a pressing need for an 
automobile. A finance company offered 
them one for $75—on time. 

“Tt took a gallon of gasoline to go a 
block,” Ruth said. “In no time we 
were looking around for another car. 
I kept hunting until we found a 1940 

(Continued on page 80) 
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G NEW G-E RADIO 
/ 


THE AMAZIN 


ON RADIO PROGR AMS 












































f 
; AUTOMATICALLY TURNS 
ANYTIME: Goodbye to sleep-shattering alarm 
clocks—now you and your customers can start each 
day with a smile. This new G-E Clock-Radio wakens 
t |UD you to music, pleasantly. After five minutes, if 
! you're still in bed, it sounds an insistent resonator 
_, it won't let you cheat. And all day long it gives 
friendly service, remembering favorite programs— 
4 telling the correct time. 
ing i 
rhe ff 
the & CMARTEST LITTLE cet OF THE YEAR 
ere 
one ff In gem-like ivory plastic of rosewood brow® plastic, 
- it’s an excellent performer with plenty of power 2m 
in’t tone quality equal to many larget sets. It’s equipped 
: : with a smartly styled General Electric clock- 
TeC 
an- ; 
Ave A NATURAL FOR MULTIPLE SET SALES 
1- 
nly The G-E Clock-Radio has dozens of uses. Everybody 
our in the family will want one- It’s just the item to add 
B. to the sale of a larget radio. Order from your G-E 
- Radio pistributor—today! 
uth 
ers, 
usi- 
ren CUNERALGP ELECTRIC ; BACKED ny A 
lay c WAKEUP-TO- MUSIC Y ‘ CONSUMER CF >AIGH 
and fi CLOCK-RADIO @aaK nen cai 
it a . July issues of Life, Look, Saturday Evening Post 
ue “a and Collier's will car full page, full color ads 
hot & on the G-E Clock-Radio. Three weekly broad 
nat os casts on the G-E House Party radio program. 
ave : -* And there'll be full color folders, window 
od- 5 streamers and counter displays to help you 
; solliers| make sales. n’t delay, order G-E Clock- 
an 3 =: = Radios and promotional material from your 
red i : Full color ads in leading magazines G-E Distributor—today’ 
H 
Oa ¥ THE FIRST AND GREATEST NAME IN ELECTRONICS 
we = 
car. 
aa] ERAL ELECTRIC 
_ 
N : PORTABLES ° TABL 175-E6 
6 — MODELS * CONSOLES ° FARM SETS ° AUTOMATIC PHONOGRAPH COMBINATIONS ° TELEVISION 
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PRESENTING THE CLARK "IONODIC” SYSTEM OF ANTI-CORROSION > 
IN ELECTRIC WATER HEATERS SINCE THE CLARK “LIFE-BELT” ELEMENT. 












Over twenty years ago the Clark Life-Belt Heating element was introduced in the first complete storage type electric 


water heater. Because of its unique heating principle, which eliminates liming aad scaling, and minimizes corrosion, 


eo 7 ae 


the Jife of Clark tanks, and dhe heaters of which they gre a part, has 
A GREAT NEW CLARK HEATER 


BUILT FOR OUTSTANDING SERVICE! 


been phenomenally long. Now another Clark development,the 
“IONODIC” System brings to Clark Electric Water Heaters re- 
weal ~, markably effective protection against the greatest enemy of all water 


tanks—electrolytic corrosion. Equipped with this new device, Clark 


= > | Heaters can be depended upon to exceed, by far, even their own un- 
3S matched records of performance, 

















THESE SIMPLE EXPERIMENTS 
- SHOW HOW THE CLARK "IONODIC” 


SYSTEM FOILS CORROSION 





A piece of iron is placed in water in 
which there are a few drops of a 
chemical which will indicate the pres- 
ence of very small amounts of iron. In 
a few moments the liquid turns pale 
blue showing that the iren is going 
into solution because of electrolytic 
ection from impurities in the iron. 


McGRAW ELECTRIC COMPANY, CLARK WATER HEATER DIVISION, 5201 W. 65th ST., CHICAGO 














"We are familiar with your method of using mag- 
nesium anodes in hot water heater tanks and 
believe this type of installation will 

lengthen the life of the water heater far 

beyond the normal life, and should 

poy for itself many times over.” 


Arthur Smith, Jr. 
The Dow Chemical Company 
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- THE CLARK “IONODIC” SYSTEM 
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HARNESSES ELECTROLYTIC ACTION 
TO PROTECT INSTEAD OF DESTROY 


The Clark "IONODIC" System consists of a rod of pure magnesium inserted in 
an insulated steel cap, which is screwed into the top of the hot water storage 
tank. The magnesium is connected to the steel through a resistor which reduces 
the current to a minimum value capable of giving complete corrosion protection, 
and also serves to meter or extend the useful life of the magnesium rod fora 
maximum period of time. No external current is required, the System is en- 
tirely automatic in operation, and requires no attention during its entire life. When 
it is completely dissipated a new rod can be inserted and further protection 
obtained to give many additional years of service. Field experience shows that in 
highly corrosive waters, where ordinary galvanized tanks last from three to five 
years, a life of from ten to fifteen years can be expected when the "IONODIC” 
rod is used. Less corrosive waters will permit even greater tank life. 
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A piece of iron is placed in 4 
selution with a piece of 

pper. The indicator turns 
an even darker bive indi- 
cating that the electrolytic 
action between the twe 
metals is much greater. The 
galvanometer shows that 
the iron is negotive or anodic 

te the copper. ange 4 
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A piece of magnesium, coupled 
through a resistor to iron and 
copper reverses the electrolytic 
action and the solution remains 
clear showing that no iron is 
being corroded. The galvanom- 
eter shows that the iron is now 
positive indicating that the elec- 
trolytic ection with the copper 
has been neutralized. 





The upper photo shows the “IONODIC” 
ROD actual size. Cut-away view of tank 
shows how rod is installed in the head 
of the tank. 











From AUTOMATIC ROASTERS to QUICK TOASTERS 


SELL MORE QUALITY ELECTRICAL APPLIANCES 


that stay sold / 


—when equipped with 


Nichrome 


HEATING ELEMENTS 


Waffle Irons or Electric lrons—your customers want 
quality electrical appliances capable of dependable 
performance and long service. And, as a progressive 
retailer with an eye to future sales you'll want to 


sell electrical appliances that stay sold. 


You'll sell more customers that stay sold and re- 
duce servicing complaints to a minimum—when you 
feature appliances equipped with NICHROME heat- 

ing elements. For NICHROME delivers abundant 

heat for a lifetime of economical and trouble-free 
operation. For more than 35 years it has been the 
standard of quality in electrical heat and corro- 

sion resisting alloys—the hallmark of enduring 


quality and time-tested performance. 


Let the LONG LIFE selling features of 
NICHROME heating elements help you sell 
more electrical appliances that stay sold! 
When ordering your appliances insist on 
NICHROME heating elements. Most manu- 
facturers who build durable appliances al- 
ready use them. But remember, although 
there are several excellent nickel chromium 
combinations—there is only one NICHROME 


oa 


Nichrome 


is made only by 


Driwver-Harris 
COMPANY 
HARRISON . NEW JERSEY 


BRANCHES: Chicago ¢ Detroit © Cleveland «© los Angeles © San Francisco 


PAGE 80 


A Tree Grows 
In Mississippi 


CONTINUED FROM PAGE 76 


Chevrolet for $600. But we did » 
have the $600. I put down what 
had, and Mr. Howie won some mop 
in a game of skill, and the dealer » 
in his own note for the final $20, Wy 
paid off.’ 


Good Rebuilding Jobs 


Jackson was finding that a How 
rebuilding job at $13.85 was a g00 
buy. In addition Mr. Howie was sef 
ing some new cleaners, moving 4 
percent of the Eurekas carried local 
by Orgill Brothers, the distributor, } 
said. 

Hal Scott came along and said 
“Mrs. Howie, you ought to have 
Norge refrigerator to keep thos 
babies’ milk in.” 

“T haven’t any money, Mr. Scott" 
she replied. 

“I'll send one over if you can pa 
for it,’ he declared. “I'll pay for it: 
was her reply. And she did. 


Get Hotel Business 


The Howie Mak-New Vacuu 
Cleaner Service reached out and ob 
tained the cleaner repair business fron 
the Jackson hotels. It began getti 
genuine parts for Hoover, Eurek 
Premier and Electrolux cleaners. 

The year’s guarantee was what reall 
put them over. The way vacum 
cleaners began coming out of the 
pair shop, with new brushes, whee 
bags and belts, and buffed until th 
shone, pleased Jackson patrons. 
war was looming and military traini 
tossed fresh money into Jackson. 

Few local people suspected that 
woman was doing the mechanical wor 
Mr. Howie was out three days a wed 
(with another car, newly bought) ani 
once took a trip to South Carolit 
without anyone realizing that he wa 
not in the shop. By now he was scoot 
ing all over Mississippi for old cleat 
ers. 

Some folks who owned a ten ac! 
home southwest of Jackson wanted ti 
sell, and Ruth again scraped the bof 
tom of the barrel for $4,300. “If then 
is another depression, we at least wif} 
have a house over our heads,” she sa 
“Both my husband and I can sell t! 
horns off of a billy goat, and I think v 
will get along.” 


Financial Security 


By now the Howies had arriv 
Still in inexpensive quarters, they 
sidered themselves secure financial! 
Four dealers and the Emporium 
partment store began sending th 
repair work. Eddie O’Connor |! 
come over from Dallas to see that t! 
received one-twelfth dozen Pre: 
cleaners for window display. Ask 
why he went to so much bother, Ed 
is said to have replied: “The peo} 
who fix cleaners are in the best pos 
tion to sell new ones, and the Howie 
have proved in six lean years that the 
can stay on top. I think they will & 
equally able to do it during the lu: 


ones.” 
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One or one million pieces, big or little, 
your best bet on technical ceramics is 
American Lava Corporation. For. small 
quantities the experimental department 
is geared for prompt service. For large 
quantities you command special tech- 


niques, equipment and experience found 


ALSIMAG 


CHATTANOOGA 
43RD YEAR OF 








AMERICAN LAVA CORPORATION 


5, oe 8; £ae \ 
CERAMIC 
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phi 


only at American Lava Corporation. 

Your request will bring property charts 
which give physical characteristics of 
the more frequently used AlSiMag com- 
positions. If your requirement demands 
special or unusual characteristics, the 
developmental laboratory may find ex- 
actly those characteristics in its research 


records, or develop them quickly for you. 


LEAGDERTDH IP 





ENGINEERING SERVICE OFFICES 
ST. LOUIS, Mo., 1123 Washington Ave., Tel: Garfield 4959 © NEWARK, N. J., 1013 Wiss Bidg., Tel: Mitchell 2-8159 


CAMBRIDGE, Mass., 38-B Brattle St., Tel: Kirkland 4498 °@ 


CHICAGO, 9 S. Clinton St., Tel: Central 1721 


SAN FRANCISCO, 163 Second St., Tel: Douglas 2454 © LOS ANGELES, 324 N. San Pedro St., Tel: Mutual 9076 
















These large, thin walled, coil forms (machined to 
close tolerances) are an example of American Lava 
Corporation craftsmanship in technical ceramics. 


Original Award July 27, 1942 
Second Award February 13, 1943 
Third Award September 25, 1943 
Fourth Award May 27, 1944 
Fifth Award December 2, 1944 
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THE COMPLETELY AUTOMATIC HOME LAUNDRY OB OW 








ee 








|. This sensational new automatic home laundry 


| 
le 





by F. L. Jacobs Co.—a multi-million dollar organization 








Jo years of precision production in the automotive industry. 





limited dealer-distributor organization. 
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JACOBS... 





—| —+ Is the first of a line of home appliances to be introduced 
—| —» whose 12 plants reflect the company's growth through 


—| —+ Nationally distributed through a carefully selected and 
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FAVORITES 


ALL YOUR CUSTOMERS 
W/LL WANT A 




































































TOP LINE 


TOYS APPLIANCES 


TENNESSEE VALLEY 
ASSOCIATED MARKETERS 


GAMBILL BUILDING, NASHVILLE, TENNESSEE 





















lines basic principles of home lighting. 


Home Lighting 


Lillian Eddy, recently returned to the industry, out- 






Lighting for homes of all income 
groups was Beryle Priest's topic. 


Trends Described 


Final Session of Women's 
Round Table Refresher 
Course Given to Topic 


HE fifth and last session of the 

Electrical Women’s Round Table 
refresher course held in the Herald 
Tribune Auditorium, New York City, 
May 14th, was devoted to lighting. “II- 
lumination for Beauty and Duty” was 
the title of this final meeting, which 
was under the chairmanship of Francis 
Armin, National Adequate Wiring 
Sureau. 


Discusses Lighting Theory 


Lillian E. Eddy, home lighting spe- 
cialist; Lamp Division, General Elec- 
tric Co., who discussed the theory of 
home lighting practice, showed by 
means of large display boards and sam- 
ples of lamp bulbs, the many types of 
filament lamps available including the 
silver bowl and reflector types, and 
lamps designed for special application. 
Included in her display of gaseous dis- 
charge lamps were all types of fluores- 
cent lamps—standard tubes, Circline 
lamps, sunlamps and germicidal lamps. 
She gave a demonstration of methods 
of operation of a fluorescent lamp 
bulb together with the electrical de- 
vices necessary for its operation. 

In outlining the basic principles of 
home lighting she said, “Light prop- 
erly applied contributes to human 
happiness, health, eyesight conserva- 
tion, speed of action and beauty of 
surroundings,” and listed the following 
as a definition of good lighting: 1. The 
right quantity of light; 2. The right 
quality of light; and 3. Controlled 
brightness. 

“Today’s Lighting Equipment” was 
the subject of a talk given by Kathleen 
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Francis Armin, lighting meeting chair- 
man, introduces Priscilla Presbrey, chair- 
man, New York Residence Lighting 


Forum. 


L.. Hanway, home lighting consultant, 
Sylvania Electric Products, Inc. 

“The coming year will see dozens of 
revolutionary lighting developments 
actually on the market in the form of 
vastly improved new home lighting 
equipment,” she prophesied. Miss Han- 
way described the lighted valance fix 
ture, units equipped with plugs at each 
end for use in continuous strip lighting 
without special wiring, and a fluor- 
escent bed lamp ready to fasten on the 
headboard, as fluorescent fixtures avail- 
able now. 

In discussing future use of fluor- 
escents in the home she said, “New 
developments in metals and _ plastics 
will allow really good looking fixture 
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L TELL HER... 
IT HAS THE 





@ She’s sold—and sells others for you—when you tell a woman these with 1000-watt, rod-type 
i advantages of the Arvin aluminum sole plate: heating element '"'cast-in 
(1) It cuts the weight of this full-sized iron to a mere three pounds— 
so light it’s much easier to use. 
| (2) It distributes the heat so much faster from the “cast-in” element, 
all over the ironing surface. 
(3) It holds a steadier heat at any fabric setting—even on cold, damp 
linens. 


@ Tell her, too, that the Arvin has a precision thermostat which works , — 
with the aluminum sole plate to hold any ironing temperature, auto- Be sure to tell her, Arvin is the iron that’s 





























: : SAFE FOR ANY FABRIC . . . and point out fe 
matically, and with extreme accuracy ... that she can set the heat exactly Seas, *iahas deen comes sa, anaes ee | 
H 4 , °° Pan OU > pear , CC HE ° ironing the new synthetics that need extra- 
right to iron an) fabric safely—even the new synthetics—with protection eae a meen 
against scorching. 
air- @Tell her to look at all the other Arvin features—the way the “inset” 
i cord stays away from the hand... the comfortable, balanced handle... i 
the practical heel stand... yes, every woman you sell will tell her friends 
how well she likes her Arvin—and be a neighborhood “sales lady” 
tant, for you. 
a @When you sell Arvins, you're backed by the “word-of-mouth” adver- 
ents tising of customer satisfaction—plus Arvin’s big national advertising 
m of campaign in leading national magazines. 
ating 
Han 
» fix 
eac! 
iting 
luor \ 
nthe # 
vail { 
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AIRLUX ALARM .. crystal- 
clear plastic case. Polished band 
with etched and filled numerals 


To retail about $22.9 





PHARAOH desk model, with 
rich mahogany case. Polished 
brass center. Golden numerals 
on black band 


To retail about $9.95. 


VYACHTSMAN nautical style 
for living room or desk. Polished 
brass wheel and spokes 


To retail about $7.95 


TALISMAN . electric alarm 
with control-a-tone. Smart as an 
occasional clock. Solid mahogany 
case, inlaid front 


To retail about $6.95 


® Would that we could tell you 
when you can expect delivery on 
these handsome clocks. But, with 
manufacturing problems still plenti- 
ful, all we can say is that they’re 
right up top on our production 
schedule . . . and they'll be coming 
soon. A few at first . . . more later. 


® Distinctive lines and modest 
prices give these clocks dramatic 
appeal . . . their accurate Telechron 
motors are known for long years of 
the right time . . . without winding, 
oiling, or regulating. The combina- 
tion is sure-fire for rapid sales. Plan 
now to stock all four. 


TELECHRON INC. + ASHLAND, MASS. 





TO COME SOON...AND SELL FAST 


Telechion 


ELECTRIC CLOCKS 




















at lower prices, so that more of the 
utility type fixture manufacturers will 
begin to include decorative fixtures in 
their lines. Some of these will include 
circular lamps and spotlights so that 
at least two levels of illumination will 
be possible. New materials such as 
Lucite and Plexiglas with blown 
flower designs in them, gold, silver, 
anodized colored aluminum, paint that 
looks like rich leather, will also figure 
in the new lines.” 

She also demonstrated a new Certi- 

| fied Lamp, successor to the I. E. S. 
| These will be on the market in the fall, 
she said. 

Other interesting lighting effects 
described by Miss Hanway were “edge- 
lighting” with which interesting effects 

| can be obtained through the use of Lu- 
| cite and Plexiglas to create glowing 
| murals and wall paintings; and “black- 
lighting” in which fluorescent treated 
walls, rugs and furniture glow with 
brilliant color in the dark. This latter 
| type of lighting, she said, may be used 
| in the future for television rooms, 
| where inconspicuous and_ attractive 


"The coming year will see vastly improved home lighting equipment," says Kathleen 
L. Hanway. 


light is desired for safety while viewing 
the screen. 


Recommended Applications 


“Recommended Application of Home 
Lighting Standards” was the title of a 
slide film talk given by Beryle Priest, 
Westinghouse Lamp Div., in which she 
showed the best use of light in kitchens, 
bedrooms, living rooms, play and study 
rooms in homes of various income 
groups. 

“Approximately 60 percent of all 
lighting in the home is done with port- 
ables,” she said. 

Lighting uses suggested by Miss 
Priest included fluorescent tubes on top 
of high pieces of furniture; along the 
mantel top; central pinhole spot re- 
cessed in ceiling over the dining table; 
the traditional type fixture with diffus- 
ing bowl and shade for studying; and 
pin-to-wall lamps with diffusing bowls 
for reading in bed. 

A Walt Disney movie, “Light Is 
What You Make It,” with sound and 
color, closed the program. 
































“THIS MODEL IS FOR WOMEN WHO PREFER THE OLD-FASHIONED METHOD " 
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FREEZING 
UNIT? 


A 





Who cares enough to sort out all the perfect 
strawberries to give pleasure to the 

family months from now? Who's willing to 
cherish the best of the baby limas, clean 
them and wrap them and put them away? Whose 
light and tender touch with pastry makes a pie 
worth keeping for months? Who makes the 

kind of stew the very mention of which will 
warm the cockles of the family's heart when 
it's hauled out of the freezer months from now? 


The lady who loves her home—and to whom every 
last detail is a joy. 


Who reads Better Homes & Gardens magazine? 
® The same lady. 


a 


Over 2,650,000 of 
her. She lives in 
a comfortable 
suburban house. 
She has a very 
comfortable in- 
come. She and 

her husband 

spend more than 
their neighbors 

on their home 
—have a new 
refrigerator more 

N often, more new 
ranges, new carpets, 


A 
\ 
f wt 
new roofs, new paint. 
Ne 





Tthe 1940 Census survey 
told us that.) Home is 
their big interest in life 
—and they both read BH&G 
because it's a "know-how" 
magazine about every 
last detail of home. 


Can you think of any group that would 
give you a greater percentage of sales 
for your freezing units than BH&G families? 


AVERAGE CIRCULATION 2,650,000 


—and no place like Better Homes & Gardens 


to sell everything that goes into homes 
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Naturally, the early completion of this expansion 
program is going to increase tremendously the production facilities 
of our Appliance Division. Which means that new and better Weste 
inghouse appliances in steadily mounting volume will eventually 
be flowing out to our retailers. And in time for them to get a 


competitive share of the pent-up mrket. 


To be sure, you Westinghouse retailers are disappointed 
that you haven't these appliances on your floor right now. 


So are we, But you can depend that we at the factory 
as well as our distributors in the field appreciate your under- 


standing, patience and loyalty. 


Yet from your standpoint there's only one way we can express 
our gratitude. That's with product. This we intend to do. 


I am sure all Westinghouse Distributors join me in the 
sincere belief that better days are coming. 


Sincerely, 


4, | 


Te. J. Newcomb, Sales Mamger 
Electric Appliance Division 
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Heres Purcnasine Power 


Advertisers in THE CHRISTIAN SCIENCE 
MONITOR quickly find that its readers have com- 
plete confidence in the advertising appearing in 
its columns. Combined with this is exceptional 
ability to buy. Thus the MONITOR continues to 
sell the goods and services of its advertisers in 
important volume. And only through the pages 
of this great international daily newspaper can 
an advertiser reach this valuable market with 


full effectiveness. 


Branch Office 5 


NEW YORK: 400 Fifth Avenue 
CHICAGO: 433 N. Michigan Avenue 
DETROIT: 43-101 General Motors Building 
MIAMI: 1239 Ingraham Building 

KANSAS CITY: 1002 Walnut Street 

SAN FRANCISCO: 625 Market Screet 

LOS ANGELES: 650 S. Grand Avenue 
SEATTLE: 824 Skinner Building 

PARIS: 56 Faubourg Street, Honore 
LONDON, S. W. 1: Burwood House, Caxton Street 
GENEVA: 16 Rue du Mont Blanc 
SYDNEY: 46 Pict Street 
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One regular MONITOR advertiser has written: 
“I could write a daily testimonial letter, going 
back over thirty years, to the effectiveness of 
our advertising in THE CHRISTIAN SCIENCE 
MONITOR. Your readers are most responsive and, 
judging from their letters, intelligent, thorough 
readers of your paper.” Ask our nearest office for 
full information about the MONITOR MARKET. 
THE CHRISTIAN SCIENCE MONITOR, One, Norway 
Street, Boston 15, Massachusetts. 


The ‘HH RISTIAN 
SCIENCE 


WY oye axe) 31 


International Daily Newspaper 





| Laundering Rayon 
' at Home 


|——_ CONTINUED FROM PAGE 46 emmy 


On the matter of drying rayon fab. 
rics some other precautions are urged 
(1) Never let colored garments stand 
in a heap after washing because the 
color on a non-fast garment may ruy 
off on other clothes (2) Never leave 
fabrics rolled up damp (3) Avoid ex. 





cessive heat such as drying rayonis on 
top of hot radiators (4) Dry away 
from bright sunlight which may affect 
colors. Heat, in other words, is harn 
ful to rayon fabrics whether it is ix 
the washing, the drying or the ironing 
process. It causes them to dry 
and become brittle. 

Rayon fabrics, says American Vis- 
cose, are not difficult or tricky to iron 
—they’re just different. Just as differ. 
ent techniques are required for cot- 
tons, linens and silks, so still different 
ones are required for rayons. How- 
ever, all rayons should not be ironed 
alike. Some rayons should be ironed 
damper than others; some rayons re- 
quire less heat, etc. As a checklist con- 
sult the accompanying table. In gen- 
eral, they say, watch out for the 
following : 


1. AVOID SPRINKLING. Iron rayons as 
soon as they have dried to the right degree 
of dampness, instead of waiting until they 
are bone dry and then sprinkling. 

2. IRON ON THE WRONG SIDE. This 
preserves the surface texture. Collars, poct- 
ets, pleats and trimming, however, may be 
touched up on the right side, using a press 
cloth over the fabric. 

3. IRON RAYONS “NATURALLY"™. Don't 
pull or stretch the fabric or use extra pres- 
sure. This is especially important in hand. 
ling crepes or jerseys. Always iron with the 

rain. 
4. AVOID “IRON SHINE". “Iron shine’ 
is caused by use of a too-hot iron skimpily 








padded ironing boards, insufficient rinsing 
or ironing collars, pleats, etc., on the right 
side without a press cloth over them. 


It will be seen from the foregoing 
that American Viscose Corp. not only 
engage in constant research to improve 
the tensile strength, color fastness and 
shrinkage of their products, but 
through their “Crown-Tested” con- 
sumer program pass on the results of 
their researches to the ultimate buyer 
of the finished garment. 

Proof that they have made a large 
contribution to the understanding of 
the characteristics, properties and care 
of synthetic fabrics is the use to which 
department stores and other large re- 
tail outlets advertise rayon garments 
of all kinds and quote liberally from 
the “Crown-Tested” program. A/ter 
all, it is not the manufacturer of the 
yarn who has to stand the wrath 
of the irate customer, who has had a 
bad experience with a rayon garment. 
It is usually the store that sold it to 
her. And those stores are becoming 
more and more consumer-education 
conscious. Bloomingdale’s, large New 
York department store, recently head- 
lined an ad for men’s shirts, robes, 
shorts and pajamas “Go Ahead and 
Wash Them,” a sign that they know 
full well the questions in the minds. of 
the customers who come in to buy. 
And a good part of that ad was taken up 
with an explanation of “What Crown- 
Tested Means to You.” 
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“4-Point Quality 


Beller STYLE 2:TONE 3-PERFORMANCE 4-VALUE 


— 


*THEME of an Ever 
Widening Development 


This is the quality distinction of Emerson 
Radio — the keynote of its exploitation: 
“engineered products of SPECIALISTS 
in Small Radio.” 


Every new 1946 model — Compact, 
Portable, Phonoradio, Pocket Receiver— 
testifies to the value of that specialization, 
with BETTER Style, Tone, Per- 
formance, Value. 

As production increases, so will 


that reputation widen. Millions of 
old and millions of new owners 


BY THE .Sectalisis IN 


“Emerson, 
Radio and 
Television 


SMALL RADIO 


Model 505 — AC- 
DC three-way Port- 
able, 3 times the 
power of pre-war 
radio. 


THE NEW 1946 


‘Emerson 
Radio 


will spread the facts of Emerson Radio 
superiority. 

This is but another reason why Emerson 
Radio is the“I NDISPENSABLE 


LINE” in any retail operation. 





Ask your Emerson Radio 
distributor 


EMERSON RADIO AND PHONOGRAPH CORPORATION, NEW YORK I1, N.Y. 
World’s Largest Maker of Small Radio 
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Scheduled Meetings 


Following is a list of meetings 
scheduled for the near future: 


Annual Business Meeting and Con- 
vention 

Stoker Manufacturers Association 

Broadmoor Hotel, Colorado Springs, 
Colo. 

June 3 and 4 


Annual Meeting 

Edison Electric Institute 

Waldorf Astoria Hotel, New York, 
i Ve 

June 3-5 

H. S. Bennion, Managing Director, 
420 Lexington Ave., N. Y. 


Annual Convention 

Radio Manufacturers Association 
Hotel Stevens, Chicago, Ill. 
June 10-13 


Annual Convention 

Pacific Coast Electrical Association 
Fairmont Hotel, San Francisco, Calif. 
June 12-14 

Victor W. Hartley, Managing Director 


Summer Markets of Appliances and 
Radio 

Furniture and Merchandise Marts 

Chicago 

July 8-20 

National Electrical Manufacturers As- 
sociation 
Homestead Meeting 
Homestead Hotel, Hot Springs, Va. 
June 17-19 


Annual Meeting 
Marlboro - Blenheim and Claridge 

Hotels, Atlantic City, N. J. 
October 28 


Summer Meeting 

American Washer and lroner Manu- 
facturers Association 

French Lick Springs, Ind. 

July 22 and 23 

Arthur H. Noelke, Secretary 


Fall Meeting 

Appliance Parts Jobbers Association 
Cincinnati, Ohio 

October 24-26 


Fourth All-Industry Refrigeration and 
Air Conditioning Exposition 

Refrigeration Equipment Manufac- 
turers Ass'n and Frozen Food Locker 
Manufacturers and Suppliers Ass'n. 

Public Auditorium, Cleveland, Ohio 

October 29 to November | 

R. Kennedy Hanson, Show Manager, 
Clark Building, Pittsburgh, Pa. 











Portable Products 
Rents Woolworth Floor 


The Portable Products Corp. has 
announced through president John C. 
Sykora that it has secured the entire 
4lst floor of the Woolworth Building, 
New York City to centralize general 
corporation sales, advertising and engi- 

ering departments. 


Record Crowds Jam Housewares Show; 





Buyers Order Despite Delivery Delay 


Small Appliance Exhibitors Prominent at Atlantic City Show 


The Housewares Show, held in 
Atlantic City, N. J., May 12th through 
17th, had a record attendance in spite 
of merchandise shortages, transporta- 
tion difficulties and other complications 
caused by the coal strike. During the 
first three days attendance reached 
4,500, according to Flo English, direc- 
tor of the show, who estimated that 
the total volume of orders would ex- 
ceed $150,000,000 before the show 
closed. 


Buyers Place Orders 


Undeterred by the disappointing de- 
livery situation, buyers placed orders 
with exhibitors who would accept 
them, even though the exhibitors re- 
fused to promise definite delivery dates. 
Some appliance exhibitors were not ac- 
cepting orders at all, and said they 
were exhibiting for good-will purposes 
only. Many manufacturers were show- 
ing hand-made models of pre-war 
items, and were happy just to be able 
to say that production had begun, or 
that it was starting June Ist 


Occasional hints of bigger and better 
things to come were mentioned by 
several exhibitors, but no manufac- 
turer was ready to speak of these new 
items beyond the hinting stage. 

A criticism expressed generally by 
exhibitors and buyers alike was the 
fact that there were too many jobbers 
and sales agents exhibiting and not 
enough manufacturers of well-known 
brands. Several of these jobbers and 
sales representatives had included in 
their displays low-priced toasters and 
non-automatic irons “to test the de- 
mand” they said, and they were un- 
willing to divulge the names of the 
manufacturers making the appliances 
for them. 


Irons Prominently Displayed 


Irons were displayed by the greatest 
number of exhibitors—old and new. 
Heaters and hotplates came next. 

Probably the newest appliance at the 
show was the General Mills side rest 
iron, featuring a “Tru-Heat” thermo- 
static control with front and back ends 








CONGRATULATION PARTY: Miss Rose M. Cleary, center, who was elected treas- 
urer of the National Electrical Wholesalers Association at the recent convention in 
Chicago, received congratulations from these members of the appliance world. 
Standing, left to right: W. M. Corrin, Corrin Electric Supply Co.; Mrs. Mary R. 
Riedel, information director for Proctor Electric; Oswald MacCarthy, Proctor; W. J. 
Langendorf, Tiemann Hardware and Supply Co.; H. S. Perkins, Proctor assistant 
general sales manager. Seated: C. G. Duy, Jr., Proctor advertising manager; C. P. 
Andrews, the Noland Co.; Miss Cleary, and J. M. Anderson, Tiemann Hardware. 
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tapered to permit full-view, 4-way 
ironing. 

Another new iron displayed—the 
“Silver Streak” glass iron—had a 
Pyrex sheli and handle molded in 1- 
piece and is available in a variety of 
colors, 

Proctor Electric Co. for the first 
time since the war had their “Never- 
Lift” iron prominently displayed in a 
modernistic booth, 

Occupying a prominent place in the 
Duboff & Co. exhibit was the Mat- 
Matic iron. A felt slipper to protect 
ironing surfaces of all irons was also 
displayed as a suggested accessory. 

Another company, new to the iron 
field, was the U. S. Electric Home 
Products Co., Brooklyn, with an auto- 
matic iron featuring a soleplate of a 
special alloy called Meonite. A repre- 
sentative of this company said they are 
in full production and are making 
immediate deliveries. 

Other irons shown at the show in- 
cluded Steam-O-Matic and Petipoint, 
Arvin, Steam Electric showing a new 
steam iron not yet in production, and 
Dominion, to mention some well-known 
companies. 


Other Small Appliances 


General Electric, Universal, Sam- 
son, Knapp-Monarch, Miracle, Man- 
ning-Bowman, Chicago Electric Mfg., 
were all represented with full displays 
of their small appliance lines. 

Hoover, Filter Queen, Regina, Pre- 
mier, BeeVac and Royal represented 
the vacuum cleaner industry; door 
chimes were displayed by Nutone, 
Mell-O-Chime, Rittenhouse and Ed- 
wards. 

Kent Products Co., Chicago, fea- 
tured a cut glass coffee maker with an 
automatic timer filter which they plan 
to sell complete with stove only. 
Dormeyer displayed their new fruit 
juicer and a new food mixer not as 
yet announced; Appliance Industries 
of America’s bun warmer with a self- 
contained element created interest. 
Clock companies who exhibited were 
Telechron, Sheldon and Aristocrat. 

Coolerator Co. had a hand-made 84 
cu. ft. refrigerator on display. Produc- 
tion is scheduled to start June Ist on 
this model. Also displayed were their 
home and farm freezers which are now 
in production and being shipped. 

Space heater manufacturers show- 
ing included such well known com- 
panies as Noma, Arvin, Trilmont, 
Electresteem and Wittie. 
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First New 4-Ft. Frigidaire Home Freezer 
comes off the production line as E. R. 
Godfrey, General Mgr., and P. M. Brat- 
ten, General Sales Mgr., get a demon- 
stration from S. M. Schweller, Chief 
Engineer, on its many features, including 
the counter-balanced lid which opens at 
a finger touch 


New 8-Ft. Frigidaire Home Freezer receives unan- 
imous approval of engineering and sales de- 
partment executives. Here, J. L. Gibson, Mgr. 
Commercial and Air Condition Engineering, 
shows H. M. Kelley, Appliance Sales Mgr., and 
D. C. McCoy, home freezer authority, a few 
of the superior points of the 8-Ft. Frigidaire 
Home Freezer 
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1929 . . . First Frozen Food Cabinet marketed by 1939 . . . Frigidaire Frosted Food Merchandiser gained national acceptance 1929 . . . First Frozen Food Display Case specially 
Frigidaire, designed specifically for frozen food in food stores. The new Merchandiser did a three-fold job of dependably made by Frigidaire for storage and display of 
storage. Knowledge gained then, and in succeed- _ refrigerating fresh-frozen food, keeping operating costs low, selling through then-new commercially frozen foods. One of the 
ing years, is reflected in today’s sturdy, efficient, attractive display. It played an important part in winning consumer- earliest examples of low-temperature refrigerating 
€conomical Frigidaire Home Freezer. acceptance for frozen foods. equipment for merchandising frozen foods. 
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born nearly a quarter-century ago! 








1923 . . . Production Line of Ice 
Cream Freezers. The dome-type, 
water-cooled compressor is in 
marked contrast with today’s super- 
powered Meter-Miser, simplest re- 
frigerating mechanism ever built. 






1934... Locker Plants 
equipped by Frigid- 
aire helped pioneer 
freezing and storage 
of home-prepared 
foods. Frigidaire has 
always been a leader 
in this rapidly grow- 
ing industry. 


Frozen Food Research, 
a continuing activity 
at Frigidaire, with 
specially trained en- 
gineers, technicians, 
home economists 
For Nearly A Quarter-Century Frigidaire low-temperature cabi- who seek improved 
nets have been successfully used as Home Freezers. Today's ways to prepare, 
Frigidaire Home Freezers reflect this long experience, offer wrap, freeze, store 
better, more dependable, more economical home freezing. foods of all kinds. 


@ There’s nothing new about building Home Freezers at Frigidaire. 
For, way back in 1923, Frigidaire first produced a mechanically 
refrigerated, low-temperature cabinet for storing ice cream. This 
was the beginning. Since then, Frigidaire has had almost a 
quarter-century of “know how” in the building of more than 
ONE-THIRD MILLION mechanically refrigerated, low-temperature 
cabinets of all kinds! 


And it was in 1929 that Frigidaire first marketed a low- 
temperature cabinet designed specifically for storing frozen food. 

Today’s new Frigidaire Home Freezer is the result of those 
early experiences and the accumulation of the specialized knowl- 
edge of low-temperature refrigeration which is needed to build 
a really good Home Freezer. It’s the Home Freezer that dealers 
can sell with full confidence, knowing it will do a dependable 
job with a minimum of service. 

In preparation for the marketing of Frigidaire Home Freez- 
ers, thousands of actual food tests were made... new and better 
food freezing techniques were developed ... over a million 
booklets on the freezing and storing of food were distributed 
... full-color films were shown to thousands of housewives 
all with the idea of establishing the Frigidaire Dealer as Home 
Freezer Headquarters in his community. 

Thus, the advent of the new Frigidaire Home Freezer is one 
more example of Frigidaire’s thoroughness in doing things. 
Another proof of Frigidaire’s leadership. Another instance where 
the Frigidaire Dealer and his customers can... Depend On 
Frigidaire To Do Things-~ Right! 


You’re twice as sure with two great names— 


Frigidaire jcc. ony by General Motors 
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SATISFIED CUSTOMER 


—and another friend for this store. 


The old adage to the effect that those 
who bought your merchandise were 
never in error is due for revival. Progres- 
sive merchants are giving thought these 
days to rebuilding customer goodwill. 


Choose your line of electrical appliances with care. 
Dominion appliances have been goodwill builders for 
over twenty-five years! 


The Dominion line: Flat Irons, Waffle 
Irons, Curling Irons, Toasters, Sandwich 
Grills and Grid-A-Bouts, Table Stoves, 
Heaters, Poppers, Hair Driers, Mixers, 
Heating Pads. Infra-red Lamps, Fans. 


Production is increasing steadily—as fast as the flow of 


incoming raw materials will permit. 


But we're still not 


gaining much on new orders. So, we repeat, please keep 
in touch with your jobber regarding delivery dates. 


THE DOMINION ELECTRICAL MFG. INC. 


MANSFIELD, OHIO 
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6-Months Appliance 
and Radio Production 


of the Census. It will be noted that 
only in the case of radio receivers and 
electric irons has production exceeded 
a million units. 


Following are the individual monthly 
figures for the six months of October 
1945 through March 1946: 


Refrigerators, Mechanical 


\ six months picture of appliance 
hipments for the period of Octo- 
ber 1945 through March 1946, which 
for the most part constitutes complete 
production since the war, is provided 
in the following summary taken from 
records compiled by the Civilian Pro- 
duction Administration and the Bureau 
2 Rr rere er eer 
Nov. 1945 . 

Dec. 1945 . 

Last Quarter 1945 . 

PE nie ve tkbnnecntenaesneeenes 
Feb. 1946 .. 

Mar. 1946 . 


First ssi 1946 
Total 6 Mos. Oct. 1945—Mar. 1946 . aati 


eee ee neee 


85,000 mech. refrigerators 
115,000 mech. refrigerators 
125,000 mech. refrigerators 
325,000 mech. 





refrigerators 


123,000 mech. refrigerators 
67,000 mech. refrigerators 
98,000 mech. refrigerators 
288,000 mech. 
613,000 mech. 





refrigerators 
refrigerators 


Radio Receivers, Home 


Oct. 1945 .. 
Nov. 1945 .. 
Dec. 1945 ..... 


Last Quarter 1945 .... 
Jan. 1946 ... 


Feb. 1946 .... 
Mar. 1946 .. 


First uition 1946 


Total 6 Mos. Oct. 1945—Mar. | 1946 an ai 


50,000 receivers 
200,000 receivers 
250,000 receivers 


550,000 receivers 
750,000 receivers 
1,000,000 receivers 
2,300,000 receivers 
2,550,000 receivers 








Washing Machines 
(Electric & Gas Engine) 


Oct. 1945 .... 
Nov. 1945 . 
Dec. 1945 . 


Last essa 1945 . 
Jan. 1946 


Feb. 1946 ...... 
Mar. 1946 .. 


First Quarter 1946 .... 


Total 6 Mos. Oct. 1945—Mar. 1946 ..... ga aM a 


40,000 washers 
60,000 washers 
99,000 washers 


199,000 washers 


171,000 washers 
88,000 washers 
111,000 washers 
370,000 washers 
569,000 washers 








Vacuum Cleaners 


Oct. 1945 .. 
Nov. 1945 . 
Dec. 1945 .. 


Last Quarter 1945....... 


Jan. 1946 .. 
Feb. 1946 .... 


Mar. 1946 . aot bauer neice 
First Quarter 1946 


Total 6 Mos. Oct. 1945—Mar. 1946 . 


26,000 cleaners 
82,000 cleaners 
89,000 cleaners 


197,000 cleaners 





120,000 cleaners 
128,000 cleaners 
162,000 cleaners 


410,000 cleaners 
607,000 cleaners 





Electric Ranges 


Oct. 1945 
Nov. 1945 . 
Dec. 1945 . 


Last Quarter 1945 ... 


. SS ee 
Feb. 1946 
Mar. 1946 . 


First Seen 1946 
Total 6 Mos. Oct. 1945—Mar. 1946 


15,000 ranges 
27,000 ranges 
29,000 ranges 


71,000 ranges 


25,000 ranges 
20,000 ranges 
23,000 ranges 
68,000 ranges 
139,000 ranges 








Electric Irons 


Ree eee ree 


Nov. 1945 ...... 
Dec. 1945 .... 


Last Quarter 1945 ....... 


First Quarter 1946....... 
Total 6 Mos. Oct. 1945—Mar. 1946. . 
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210,000 irons 
308,000 irons 
348,000 irons 


866,000 irons 


282,000 irons. 
308,000 irons 
381,000 irons 
971,000 irons 
1,837,000 irons 
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THE THINGS YOU MAKE stould be Displayed 
IN THE SHOW-ROOM HOMES of te Nation 





» EST way to start selling appliances is to sell them first to people 
who live in the “show-room” homes of their communities — 
people like the more than 3,000,000 readers of TIME. 


Concentrated among America’s higher-income home-owners, TIME readers 
consistently buy better home appliances than most Americans and buy 
them more frequently.* And most important, their buying preferences 
impress others who look to TIME families for leadership and advice. 


AME rack FOR HOME 
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The TIME market is a class market grown to mass proportions—with 
nationwide influence on the living and buying habits of millions. And 
your quality-selling in TIME brings you quantity returns in prestige 
and profits. 


With incomes more than double the U. S. average, TIME families spend more 
for electric home equipment. Test surveys show, for instance, that they spend 46° 
more for washing machines than do average U.S. families, 29.6 °, more for mechan- 
ical refrigerators, 59.4°,, more for vacuum cleaners. 


apPLIAN CES 


ADVERTISING OFFICES 


A 
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Your customers undoubtedly will 
be willing to pay the slight added 
cost for the phenomenal speed 
of Air Express in delivering a 
needed part or appliance. Then 
why not suggest Air Express? 
... Stamp yourself as a wide- 
awake merchant, one who uses 
every modern method to render 
superior service. 



















RATES CUT 22% SINCE 1943 (U.S. A.) 


| am Over 40 tes 
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INTERNATIONAL RATES ALSO REDUCED 














When You Want a shipment to go the fastest way, 
the word “rush” is not enough. Specify “Air Express” 
and be sure. 


Phone For Pick-Up as soon as package is ready. 
Special delivery at other end often means same-day 
delivery between many airport towns and cities as 


far as 1,000 miles apart. 


Air Express goes everywhere. In addition to 375 
airport towns and cities, it goes by rapid air-rail 
schedules to 23,000 other communities in_ this 
country. Service direct by air to and from scores of 
foreign countries in the world’s best planes, giving 
the world’s best service. 


Write Today for the Time and Rate Schedule on Air 
Express. It contains illuminating facts to help you 
solve many a shipping problem. Air Express Division, 
Railway Express Agency, 230 Park Avenue, New 
York 17, N. Y. Or ask for it at any Airline or Railway 


Express office. 


i 








Phone AIR EXPRESS DIVISION, RAILWAY EXPRESS AGENCY 


Representing the AIRLINES of the United States 
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GETS THERE -/RST———— 





WASHER UP! “Keep your shirts on, boys, I'm first,” says first baseman Frank 
McCormick of the Phillies as he puts his one and only uniform into the club's Ben- 


dix. Waiting their innings are pitcher Tommy Hughes (left) and outfielder Ron 
Northey. The team was outfitted with only one uniform per man for spring training at 
Flamingo Park, Miami Beach, Fla.; hence the players’ interest in things domestic. 





Duo-Therm Presents 1946 Line 


_in 3 Distributor Conventions 





"More of Everything” 
is Hopeful Keynote 


“More of Everything Than Ever Be- 
fore”, the keynote of the Duo-Therm 
Division's 1946 advertising campaign, 
was also the tuning A for the second 
in the company’s series of distributor 
conventions conducted at New York’s 
Hotel Pennsylvania on May 6. 

A baker’s dozen of brand new space 
oil heaters lined one wall of the banner 
spangled Georgian Room as feature at- 
tractions and prime cause of the gath- 
ering of some 150 distributor represen- 
tatives who spent one whole day in 
absorbing the company’s rapid fire and 
efficient presentation of sales, merch- 
andising, and promotional plans. 


New York Meeting Typical 


Second of the three meetings con- 
ducted this spring by the subsidiary of 
the Motor Wheel Corp., the New York 
conference was equal in size to the 
later gathering in Atlanta, but smaller 
by 100 than the April 26 presentation in 
Chicago. Typical of all three, it in- 
cluded speeches, presentations, and 
slide projections conducted by district 
managers and executives plus the 
added attraction of a resume of the 
firm’s advertising program by Young 
and Rubicam, Duo-Therm’s advertis 
ing agency. 

The “More” theme appeared in 
nearly every instance on the day-long 
program. “Mosta of the Besta” was 
the opening by a district manager. 
Then followed in rapid order “More 
Planning Than Ever Before,” “More 
and More Beautiful Heaters Than 
Ever Before,” which included the pre- 
sentation of the 1946 line, and “More, 
More and More,” the introduction of 
the water heaters, all handled by fast 
talking, blue-suited M. F. Cotes, Motor 
Wheel vice-president in charge of 
Duo-Therm. 
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Word-whipping Karl Egeler, Duo- 
Therm advertising and sales promotion 
manager, snapped the ears of his list- 
eners with descriptions of display aids 
and sales helps in “More Sales Pro- 
motion Than Ever Before,” and Mr. 
Cotes concluded the day’s program 
with “More Merchandising Than Ever 
Before.” 


New Models Shown 


Presentation of new models and dis- 
play aids was staged with all the pro- 
ficiency of a Bel Geddes production. 
Of all four new models, Duo-Therm 
officials were proudest of the new Chip- 
pendale and Hepplewhite fuel oil heat- 
ers, described as first to be designed in 
period styles. 

Duo-Therm officials at the meeting 
included Adolph Frantz, service man- 
ager; Ray Christman and Theo Val- 
jean, field engineers; R. H. Reeder, 
G. H. Phillips, and C. W. Henderson 
district managers. 


New York Distributors 


New York area distributors repre- 
sented at the meeting included: Bick 
ford Brothers, Buffalo; Igoe Brothers, 
Brooklyn; Morris Distributing Co., 
Syracuse; Albany Hardware and Iron 
Co., Albany; and Kemp Equipment 
Co., Rochester. 


London Office 
Established by Rheem 


The Rheem Manufacturing Co. 
makers of basic household appliances 
and steel shipping containers, have 
established London offices under the 
direction of Larning Roper to further 
the expansion of operations withi 
the British Empire. Mr. Roper, for- 
mer Navy lieutenant, left for England 
on April 19 to set up the office accom- 
panied by Lightfoot Walker, execu- 
tive assistant to R. S. Rheem, com- 
pany president. 
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THE HEATER WITH THE 
PATENTED VENTURI TUBE 
HEAT EXCHANGER 


sQueEzEs 
MORE HEAT FROM YOUR FUEL 
~GAS OR OIL 


machinery all are ow! 
e 


manufacturing schedu 


In this plant—one of the largest steel fabricating 
plants in the country—tools, dies and production 
to swing into an expansive 
that seems destined to es- 
tablish new records in the heating industry. Here 








are ample facilities not only for the extensive pro- 
duction of the sensational Coroaire gas-burning and 
oil-burning heaters and winter air conditioners but 
also other Coroaire products soon to be announced. 
Orders already in hand assure all the advantages 


ADY - for fast 


_ production 





which result from quantity production. Resources 
and engineering and manufacturing facilities that 
are practically unlimited assure quality, advanced 
engineering service and fast deliveries of products 
of the highest quality. 


THE SENSATION OF THE HEATING INDUSTRY 


Coroaire, a product of just prior to the 
war, is a new and different type of heater 
which, with a model no larger than a con- 
sole radio and without a duct system, pro- 
vides marvelously improved automatic 
winter air conditioning at sensationally 
low operating cost. 

The heart of any heater or furnace is the 
Heat Exchanger—the part that gathers 
the heat and makes it usable. Unlike the 
average heater with a single cylindrical 
combustion chamber that AIR TRAVEL 





The PATENTED 
Heat Exchanger 


surface. The tubes are placed in a staggered arrangement, 
causing the flame to take a zig-zag course, with surface 
contact equal to 93 square feet of prime heating surface. 
And this Coroaire Heat Exchanger is made of cast iron 
which absorbs more heat than sheet steel. Another ad- 
vantage in the shape of the Venturi tubes is that they cause 
the air forced through by a powerful FLAME TRAVEL 
fan to take on a spinning motion (like 

a funnel spins a liquid). This motion e 


results not only in more air being heated in passing &) ie) 


through the 46 tubes but also in better delivery—the 


gently swirling, spinning heated air penetrates to re- @ by 


mote rooms and corners in a manner unequalled by 





Coroaire has an exclusive, 
PATENTED Heat Ex- 
changer composed of 46 tubes—not ordinary cylindrical 
tubes but Venturi tubes, which are of smaller cross sec- 
tional area at the middle, thus providing more heating 





As easy to install as a console radio, Coroaire offers 
appliance distributors and dealers exceptional sales 
Opportunities in small homes, new and old, and all 
kinds of business places. Coroaire is the sensation 
of the heating industry—a new, different and better 
winter air conditioner burning gas or oil. The 


Exceptional 
profit opportunity 


for Merchandisers 






serves as a heat exchanger, ) 


ain 


any other heater. 


The marvelous performance and economical operation of Coroaire have 
been proved by many installations, including the heating of 5- and 6-room 
homes in the Great Lakes region for as little as $4 to $5 a month, with 
natural gas. Burners for natural, manufactured and bottled gases and oil. 


marvelous performance and almost unbelievable 
operating economy of Coroaire have been PROVED 
in actual use. Desirable territories are still open. 
Write or wire, stating size of your organization, 
experience and territory covered. 


COROAIRE will be on display at the CHICAGO FURNITURE MART. 


Meet us there July 8-20. Space M. Section 2, 17th floor. 


THE COROAIRE HEATER CORPORATION 


GENERAL OFFICES 
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Commonwealth Edison Previews 
Home Service Facilities 


UvwN i eA ee 


New Appliances and Wiring Discussed 


Chromy says: 

















CHROMALOX 


RIANGULAR 


RANGE UNITS 


Fit any Make or Size Electric Range 


A screw driver is all you need to 
install CHROMALOX Triangular 
Range Units. With just two unit 
sizes, and Adaptor Rings, you 
can service all range openings. 


CHROMALOX Triangulars are 
profitable and easy to sell. House- 
wives prefer the speed, easy 


























cleanability, economy and long- 
life built into CHROMALOX Trian- 
gular Range Units. 


Extra volume and added profits 
are yours when you feature 
CHROMALOX Triangulars for 
electric range replacement. Write 
today for full particulars. 


CHROMALOX SELLING ADVANTAGES 


Ever-level Cooking Surface 


® Two Cooking Areas 


6 All Parts Easily Cleaned 


on new ranges and for replacements 





Ny 
means ELECTRIC Cooking at Its Best! 


EDWIN L. WIEGAND COMPANY - 7525 THOMAS BOULEVARD, PITTSBURGH 8, PA, 


bhi | HAI 
ti Vda Madd Ad 
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An all-day preview of the Common- 
wealth Edison Company's home service 
prospectus was offered April 25 in 
Chicago to representatives of women’s 
clubs, church societies and civic groups 
to acquaint them with available mate- 
rial for next fall’s programs. 

Sessions were a resumé of prepared 
lectures including “Electric Living To- 
morrow,’—a Walt Disney movie, 
“Dawn of Better Living,” showing the 
homes of 1830 with their backbreaking 








needed with the “electric tap-line,” 
Among “new things to come” were 
promised a refrigerator with half 
space for deep-freeze storage of food, 
germicidal lamp and automatic de- 
frosting, waffle irons with varying de- 
grees of brown-ness, making 4 waffles 
at a time, an electric blanket that ad- 
justs the heat to the temperature oj 
the room, a coffee-maker that can be 
set on the range and uses the automatic 
timer, a percolator and vaculator that 


ev Sez 
7 @ 


“CLARA TAKES THE CAKE," a two-act playlet was shown recently to women's 
clubs in the Chicago region for inclusion in next fall's programs, in a preview of 
available lectures by members of the Commonwealth Edison Company's home service 
staff. Bertha Gehrke (left) and Lillian Curtis pose in one of the comedy scenes. 


household labor, 1860 with its kero- 
sene lamps and haphazard kitchens, the 
“Gay 90's” with the ornate gas-lighting 
and race-track kitchens, and lo, 1910— 
the advent of electric light but no re- 
lief yet for the housewife, 1936 bring- 


houses designed to suit the family, bet- 
ter wiring with no overloading, and 
planned rooms, particularly the kitchen 
and laundry. 

An average circuit of 2,300 watts 
was suggested as the minimum for 
appliances for the average home, with 
no-fuse load panel. A display of ap- 
pliances now available and those in the 
offing was discussed. 


Mojor Appliances Shown 
he complete electric kitchen and 
laundry combination was shown with 
lides, and included dishwasher, garb- 
age disposal, ventilator, Precipitron 
water system, 
home freezer in major appliances. 

It was emphasized that 2 percent 


added to the cost of a new home for 


air-cleaner, electric 


adequate wiring is a wise investment. 
\n individual electric circuit for each 
room is advocated, and the wiring 
engineer can quickly determine what is 
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shuts off before the boiling point 1s 
reached. Also mentioned were the 
toaster with heat level to keep the toast 
warm, lightweight 24-lb. irons, steam 
irons for dry work and also pressing, 
flour sifter, smaller clocks to blend 


. _ s. et ” ing forth many appliances but still with furnishing of rooms,,small wash- 
(ES Sheathed in “Inconel Ray ¥ appliai D . 
{form e Incone having inadequate wiring to enable ers for undersink, and of course the 
\/S } g them to function properly, and up to new plug adjustable to any piece of 
i —Z ® Exclusive Surface Pattern 1946—and a better plan of living, equipment; an all-season heater that 

s -_ 


fits into the wall, and a radio combina- 
tion that plays 10 to 12 records auto- 
matically, with a 5,000-record needle. 

“Kitchen Planning” included before- 
and-after slide films of kitchens of vari- 
ous types, L-shaped, “step-less,” con- 
trolled traffic, 2-door, Dutch, Swedish 
modern, with the recommendation that 
one wall be utilized to include all 
appliances, stove, sink, etc. and a 
“planning center with maple top work 
surface” a “must.” 

Double sinks, snack bar over radi- 
ator, chromium drying rods for towel 
soffit lights above sink, and side-ope: 
ing dishwasher were happy additions 
to the ideal kitchen, 

“Laundry Problems” titled a talk on 
available laundry equipment and 
what’s in the offing. The proper se- 
quence in the placing of equipment in 
the laundry to eliminate unnecessary 
steps, with the utility center well situ- 
ated, and moving on to washing, drying 

(Continued on page 104) 
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EASIER Taw 
= 


ONLY THE THOR AUTOMAGIC GLADIRON 
HAS ALL THESE FEATURES 


® Patented sleeve-size roll 
© Folds to closet size 


® Rolls from room 
to room 


® Operates with a single 
knee lever 


® Irons shirts in 412 minutes 


Remember to tell her: “The 
Gladiron stands and irons 
while you sit down.” 


%& Be sure to attend your 
GLADIRON TRAINING SCHOOL. 
It will be the most profitable 1/2 
hours you've ever spent. Contact 
your Thor Distributor today. 





mATO SELL... BECAUSE 
ITS EASIEST TO DEMONSTRATE. 


The wonderful new Thor Automagic Gladiron 


with the famous sleeve-size roll! 


IN LESS THAN A MINUTE— 


you'll show a woman how to 
iron a shirt—with professional 
results—on a Gladiron. The pat- 
ented sleeve-size roll is made 
to fit inside sleeves .. . giving 
the Thor Automagic Gladiron 

/ an advantage that no other 
ironer can boast. 


HURLEY MACHINE DIVISION 


Electric Household Utilities Corporation 
Chicago 50, Illinois 
Thor-Canadian Company, Ltd., Toronto, Canada 
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“HIS MASTERS VOICE”. 


= . - — SPO ys OTT - “ ere * qupe 4 to 
er a ee » Ft hte An SS OE RE nF mies ee o* , Ce Ue ® a4 








1 “His Master’s Voice” | 2 “Hello! Lots of people don’t know it but my name 
is NIPPER. I was a real dog who really recognized 
r ‘His Master’s Voice’ back in 1898.” 
' 
} 
I. M. Reg. US. Pat. Of ti 
7 
a 
‘ 
i 








5 “Then they took Mr. Barraud’s painting of me and 6 “Next, another kind of ‘music box’ came along—a 
ran it as a Victrola* advertisement . . . | was started radio made by RCA. Then when RCA merged with 
on my career to world fame!” Victor—in 1929, I became even more famous!” 


ONLY RCA VICTOR MAKES THE VICTROLA* 





> 
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the history of a famous Trade Mark 





Ae | 



















| 
3 “But what made me immortal was that my master — 4 “And then I had to do the hardest work of my life 
(a painter fellow named Francis Barraud) caught —posing! If there’s one thing I don’t like to do, it’s 
sight of me listening one day . . .” to sit still. . . But I did it for hours!” 
Be he * ’ 9S ae Ee EET SS eee a oh eo ea 
“There are four table radios— 
including a set with short wave 
I that can ‘pull in’ stations 12,000 
e | miles away! And a battery radio 
1 you can plug in and run on AC if 


you want to. MY favorite is the 
‘Personal’ —it’s the tiniest, neatest 
portable RCA Victor ever made! 
] @ “Then, there’s an automatic radio- 
phonograph that’s nearly 4 
smaller than the prewar table 
model. And two console radios, 
j that make ‘His Master’s Voice’ 
) more real than ever!” 





| ere ee 


rd 8 “Don’t just take my word for it—hear the ‘Golden 
Throat’ yourself... your customers, too! Every 
RCA Victor instrument has the ‘Golden Throat’!” 





of the new RCA Victor ‘Golden Throat.’” 


— eh) 2A VICTOR 


RADIO CORPORATION OF AMERICA 
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Rittenhouse 


) 1946 
DEALER 
Advertising 
Helps 


The new 16-page edition is 
filled with just what every 
Rittenhouse dealer needs to 
make newspaper, direct-mail 
and other advertising dollars 
bring back greater results. 
Department store ad men, 
large and small dealers—in 
town or city—will find this 
new Rittenhouse dealer help a 
tremendous time and energy 
saver as well as a carefully 
planned co-operative adver- 


tising offering of: 


LAYOUT SUGGESTIONS 


NEW AD ILLUSTRATIONS 
* 
SUGGESTED NEWSPAPER 
COPY 
* 
READY-TO-USE 
NEWSPAPER AD MATS 


. 
ELECTROS OF ALL MODELS 
* 

FLOOR AND WALL DISPLAYS 
aw 


DIRECT-MAIL AND COUNTER 
LITERATURE 


This new, up-to-the-minute Ritten- 
house advertising stimulator has just 
come off the press and we anticipate a 
big call for it from dealers everywhere. 


REQUEST IN TODAY'S MAIL—IT'S YOURS WITHOUT CHARGE 
VV THE A. E. RITTENHOUSE COMPANY, INC. 
ADVERTISING DIVISION 


HONEOYE FALLS NEW YORK 
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(Continued from page 100) 


and ironing operations was properly 
emphasized. An inexpensive stain 
removal kit made up of easy-to-get 
materials and simple methods was 
shown. 


Proper Lighting 


“Home Lighting” included an illus 
trated lecture based on slides showing 
proper lighting of every room in th: 
home, porch lighting with illuminated 
street number, semi-indirect lighting 
for halls, night light for top and bot- 
tom of staircases, over-sink and under- 
shelf lights, lighted book shelves, all 
were shown in their rightful place. 
Mention was made of the use of the 
light-meter to gage the correct intensi- 
ties, and the fact that the I.E.S. lamp 
was the first to give satisfactory read- 
ing light. The new Circline floor lamp 
and diffusing bowl table lamp with 
white-lined shade were shown as was 
an adjustable infra-red lamp of un- 
breakable Pyrex glass, which can be 
mounted on the table. 

Cooking classes, with a church cook- 
ing school, “Food Preservation and 
Freezing” and a playlet, “Clara Takes 
the Cake,” ending with Questions and 
Answers, topped off a very busy all- 
day session. 


Philadelphia Cabs Test 
Two-Way Radio 


Tests looking toward the installa- 
tion of two-way FM radio in Philadel- 
phia taxicabs have been begun by the 
Yellow Cab Company and Raymond 
Rosen & Company, RCA Victor dis- 
tributors in Philadelphia. 

The first two-way radio communi- 
cation for taxicabs in the city’s history 
was placed in operation with the open- 
ing of a transmitting and receiving sta- 
tion on the roof of the 10-story Aldine 
Trust Building, just outside the central 
downtown district, and the installa- 
tion of mobile equipment in one taxi- 
cab. Philadelphia is the largest city 
in the country to attempt the use of 
two-way radio in the taxicab field. 

The equipment being used in the 
tests was developed and designed by 
the Engineering Products Department 
of the RCA Victor Division, Radio 
Corporation of America, and installed 
by Raymond Rosen & Company. 

Tests conducted will be studied by 
Clewell Sykes, president of the Yellow 
Cab Company, to determine how 
widely two-way radio may be utilized 
in the cab company’s 1,172 taxicabs and 
15 Cabulances. After completion of 
tests with the initial mebile unit, Mr. 
Sykes said, the cab company plans to 
install two-way radio in about 25 of the 
automobiles used by the company’s 
street supervisors. The next step, he 
said, would be to install mobile equip- 
ment in 50 or more cabs, which would 
always be immediately available for 
emergencies. 


Cable Electric 
Absorbs Marks 


Cable Electric Products, Inc., 
Brooklyn, N. Y., has absorbed its 
wholly-owned subsidiary, Marks Prod- 
ucts Co., Inc., it was announced by 
J. J. Grossman, president. The merged 
firms will continue to manufacture the 
“Snapit” line of electrical wiring de- 
vices and door chimes, with distribu- 
tion through syndicate stores, elec- 
trical supply and hardware outlets. 
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: HERE COME THE BRIDES at 
,y BY THE THOUSANDS UPON i We A 
THOUSANDS UPON THOUSANDS “i 


Whata start! A Cn4n,Washer and Ironer for 
a wedding gift. 
There will be hundreds of thousands of 


young couples starting their homes this year— 





what a prospect list in addition to those married 
during the war. 

Remember, they have never needed laundry 
equipment before. And whether they get it as a 
wedding gift or a purchase makes no differ- 
ence. It’s an absolute necessity. 

So—Mr. Dealer—be ready with the best— 


Gnhon. 


See our expand- 
ed permanent 
exhibit at the 
Summer Market 
—July thru 
July 18— 
Space $04, 
Furniture Mart, 
666 Lake 
Shore Drive, 
Chicago. 





SA PEt Pi 


Conlon Corporation - 1824 So. 52nd Ave. + Chicago 50, III. 
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MRS. YAKEY 
SAYS IN HER 
IG VEARS' USE 
HER AUTOMATIC 
WASHER NEEDED 


ONLY MINOfe 
REPAIRS / 











AUTOMATIC Duo-Disc Washers 
have become rightly famous for 

a long life and trouble-free oper- ( 
ation. Fewer service calls mean | 
**more profit that you can keep,” (j 
and make Automatics good for + 
you to sell. Why don’t you get | 
Automatic’s 1946 Dealer Propo- ip “ees: er 2 
sition from your nearest Distrib- | + L 
utor? (Name on request.) Re- | | 
member, only the AUTOMATIC 
Washer offers the ‘‘Duo-Disc” 
Feature. \ 





Made in Newton, lowa Since 1908 by 


AUTOMATIC 
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Northwest Power Conference 


Features Intra-Industry Forum 


Dealers, Utilities, Jobbers Air Views 


An innovation at the Annual Spring 
Conference of the Business Develop- 
ment Section, Northwest Electric 
Light & Power Ass’n., at Portland, 
Ore,. April 15-17, brought dealers, con- 
tractors, jobbers, manufacturers and 
utilities together into an intra-industry 
forum to air problems of their respec- 
tive branches. 

The scssion was presided over by 
Henry Kruse, Puget Sound Power & 
Light Co., chairman of the Associa- 
tion’s sales promotion committee, who 
outlined a brief history of the evolu- 
tion of the electrical industry from the 
days when it was a purely technolog- 
ical business to one in which selling is 
a dominant factor as with any other 
business on Main Street. He brought 
out the fact that securing of customer 
acceptance of electrical appliances by 
utility companies had been superseded 
by straight merchandising of these ap- 
pliances by a multitude of retail deal- 
ers 


Dealer Defined 


He introduced as the first speaker G. 
Langtry Bell, an appliance dealer of 
Vancouver, B. C., director for the 
new Canadian Association of Radio 
and Appliance Dealers. Mr. Bell de- 
fined an electrical dealer as one who 
maintains a place of business ade- 
quate for effective display of a repre- 
sentative line of merchandise which is 
subject to a franchise, who keeps such 
personnel as will effectively promote 
the sale of such merchandise, and who 
provides adequate facilities for the 
servicing of it. He stated that his 
Association believes in an aggressive 
promotion of the appliance business 
with all branches of the industry carry- 
ing their fair share of this promotion. 

Arnold Kuhnhausen, veteran appli- 
ance dealer of Portland, and president 
of the newly-organized Northwest Ap- 
pliance Retailers Ass’n. in that city, 
elaborated some of the principles fun- 
damental to establishing a sound re- 
tailing business in electrical appli- 
ances. He decried a number of evils 
tending to creep into the business, such 
as back door selling by distributors, 
direct buying by cooperatives for the 
purpose of freezing out distributors 
and dealers, and the practice of al- 
lowing unfair trade-in values. It is 
necessary, he maintained, to establish a 
sound business philosophy in this field 
of retailing as in any other merchan- 
dising business. 


Manufacturers Speak 


The manufacturers were represented 
by R. G. Chamberlain, vice-president of 
Hurley Machine Co., Seattle, who ad- 
vocated a study of city building and 
plumbing codes to prevent their be- 
coming so strict as to preclude the 
economic installation of such new 
appliances as the dishwasher. He also 
advocated the formation of a program 
with architects, to see that they are in- 
formed as to new appliances coming 
on the market such as dishwashers and 
clothes dryers, and urged that the in- 
dustry be ever on the alert for the 
promotion of new devices that would 
aid the industry in promoting an ever- 
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TO TALK AND TO LISTEN: G. Lang- 
try Bell, an appliance dealer in Van- 
couver, was the first speaker on the 
Northwest Power and Light Assn's. spring 
conference program. Here he tries out 
some of his speech on John Taylor, B. C. 
Electric Railway Co. representative. 


growing use of electrical services to 
the public. 

L. D. Pulsifer, Westinghouse Elec- 
tric Supply Co., Seattle, speaking for 
the distributors, urged the Association 
to foster legislation to control the 
standards of appliances offered to the 
public. He pointed to the obligation of 
the distributor to use care in the selec- 
tion of dealers to the end that there 
would not be too many dealers insuffi- 
ciently financed to carry their share of 
selling and promotion. In this con- 
nection he cited the large number of 
returning veterans being lured into the 
appliance business by the rainbow of 
easy prosperity. It is going to take a 
good hard-headed business man, well 
financed, to stay on top in this era of 
short margins, price control and short 
age of merchandise, he insisted. 

The electrical contractors were rep 
resented by R. D. Horning, secretary 
of the Seattle Electrical Contractors 
Association. 


Free Price Market Asked 


A plea for a free pricing market in 
the building trade was made by Col 
C. W. Huntington, Executive Secre- 
tary of the Home Builder’s Associa- 
tion, Portland, as the means by which 
production will be stimulated fast 
enough to overcome the housing short- 
age. 

This session was concluded by an 
analysis of the market for electrical 
appliances in the eleven western states 
by George C. Tenney, editor of Elec- 
trical West, San Francisco. A survey 
conducted by this publication indicated 
that the 1946 potential was $330,000,- 
000, if conditions had permitted the 
free flow of appliances to the market 
early this year as had been anticipated. 
The number of retailers in this region 
has increased by about 4,000 to 10,300, 
and Mr. Tenney pointed out that a 
number of casualties could be expected, 
because not all of the new ones are 
sufficiently financed to weather the 
continued dearth of deliveries and keep 
from falling by the wayside. 
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@ Here are “chimes with a difference” that put life and suits America’s pocketbook. Beauty—utility—popular pric- 


sparkle in your household department—and money in the ing... what more does a fast-seller need? Advertising?— 
till! Customers get more for their money, too. millions of homeowners are seeing Edwards chimes now, in 
Take the Empress Eugenie, shown above —a beautiful color advertisements in their favorite magazines — American 
bracket shelf that can hold a cherished picture, a statuette, Home and Better Homes & Gardens. 
a bouquet of flowers . . . and inside, a melodious door chime, Display Edwards chimes—they sell on sight! 
tone-tested for 100% accuracy. Here's classic beauty that 
, lends charm to the home. EDWARDS and COMPANY, NORWALK, CONN. 
t Edwards chimes catch all eyes and ears. and their price In Canada: Edwards & Co., of Canada, Ltd. 








Emfrress Eugente 
Antique white bracket of Sylvite. 
' Two-note melody for front entrance, 
' single peal for rear. Operates on any 
standard doorbell transformer or bat- 
tery. Retails at $7.75. 

) 
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Inland Shucker lee Cube Tray 


In a single action ice cubes are 
easily and speedily released 
from the Inland Magic Finish 
Shucker Iee Cube Tray. 
Result: maximum conven- 
ience in obtaining any number 
of full-sized ice cubes desired 
... from a tray the operation 
of which is utter simplicity it- 
self. Furthermore. you get all 
the ice you freeze. Gone is the 
mess and bother of obtaining 
ice cubes by melting them 





loose from an old-style pan. 
This ease in operation of the 
Inland Magic Finish Shucker 
Ice Cube Tray can be graphi- 
cally demonstrated and sold. 
Automatic refrigerator man- 
ufacturers deem it a “‘must”’ 
as original equipment — deal- 
ers seek it for replacement 
sales. while users revel in its 
convenience, 
For details and prices write to 
INLAND MANUFACTURING DIVISION 


General Motors Corporation @ Dayton, Ohio 


INLAND 











































A slight forward pull of the fingers 
on the pan lifter instantly and 


easil 


Tray 


ITv’S EASY—for 
Ice Cubes in a Flash! 


y loosens the Inland Shucker 


from the ice box sleeve. 
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HOW MANY APPLIANCES: George C. 
Tenney, editor of Electrical West, takes 
the stand at the recent spring confer- 
ence of the Business Development Sec- 
tion of the Northwest Power and Light 
Association to give his analysis of the 
appliance market in || western statef. 








Home Uses of 
Heat Pump Urged 


Two separate applications of the 
heat pump, as an electric hot water 
heater and as an air conditioning unit, 
have been urged by Philip Sporn, exe 
cutive vice-president of American Gas 
& Electric Service Corp., as prospec- 
tive aids in utility loadbuilding pro- 
grams. 

A tentative set 
ering the 


of spec ifications cov- 
design of a_ self-contained 
pump air conditioner and the 
manufacture of 1,000 such units for a 
group of electric been 
sent by American Gas & Electric Serv- 
ice Corp. to a group of 11 manufactur- 
ers. Mr. 
utilities have been conducting research 
on this type of unit, and the object now 


heat 


utilities has 


Sporn stated that several 


is to get manufacturers’ revisions of 
the specifications so that maximum 
performance can be combined with 


both low initial and 
with the hope that the final specifica 
tions will act 


operating cost 


as a stimulant to manu 
facturers to develop an efficient self 


contained heat pump unit 
Hot Water Heat Pump 


Mr. Sporn also expressed his belief 
domestic hot 
heat pump, to supply electrical 


in the feasibility of a 
vater 
hot water service in homes now served 
He stated that little or 
no development would be required by 
manufacturers to produce a heat pump 
in sizes of 80 to 120 gallons, using a 
+ to } hp motor, and that such a pump, 
if produced in quantity, should combine 
reasonable cost with maintenance no 
greater than that of present day 
refrigerators. He suggested initial 
manufacture of 10,000 units. 


by elect icity. 


Rittenhouse Adds Plant 
in Expansion Move 


Completion of negotiations for the 
purchase of an additional plant at 19 
West St., Hornell, N. Y., was an- 
nounced recently by A. E. Rittenhouse 
Co., Inc., manufacturers of chimes and 
signalling transformers. The addi- 
tion of this plant will substantially in- 
crease Rittenhouse’s door chime pro- 
duction, according to Lee Arter, the 
firm’s assistant sales manager. 
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Farnsworth EK-140. This brilliant example of popular cabinet 
design opens from the front, leaving the solid top for orna- 
ments. Trouble-free record changer —no pull-out —is placed 
in brightly lighted, readily-accessible compartment. 14-tube 
(including rectifier), AM-FM chassis with all the true tonal 
qualities of FM reflected in the phonograph circuit. 


FarnsworthEK-142. Distinctively modern cabinet with par- 
tial lid opening. Same 14-tube AM-FM chassis and auto- 
matic record changer as EK-140 at left. Another example 
of Farnsworth’s originality in designing for every class 
of customer. 


They'll Stop! They'll Look! They'll Listen! 


... to Farnsworth’s NEW FM Combinations! 


@ Farnsworth Beauty will stop them! Farnsworth Quality will sell them! 
@ Beauly of Cabinet... cach design a masterpiece of its tvpe ... made to endure... by skilled craftsmen 
. to Farnsworth’s rigid quality requirements! 
@ Beauty of Tone . . . created through a totally new tonal system capable of interpreting the best in AM... 
the full clarity and fidelity of FM, in both radio and phonograph reproduction. 


@ Quality of Manufacture . . . nineteen years of pioneering electronic research, plus Farnsworth’s complete 
and modern enginecring and productive facilities result in quality standards that have been. . . and will 
continue to be . . . maintained at the highest level. 

@ Quality and Beauty . . . that’s why the public will Stop, Look and Listen ... will want a new Farnsworth. 


@ That’s why Farnsworth dealers so highly value the Selected Dealer Franchise. 


Farnsworth ‘Television & Radio Corporation, Fort Wayne 1, Indiana 


| PHONOGRAPH-RADIO 
Farnsworth Radio and Television Receivers and Transmitters * Aircraft Radio Equipment * Farnsworth Television Tubes * Halstead Mobile Com- 
munications and Traffic Control Systems for Rail and Highway °® The Farnsworth Phonograph-Radio * The Capehart * The Panamuse by Capehart 
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Superior Cooking Facilities for College 
and Veterans Housing Projects with the 


EVERHOT RANGETTE 


Proved in actual installations, notably at the University of 
Toledo—provides complete, fast, safe and compact 
service. 

Practically full-size-range heat available from regular wall 
outlet current because of the exclusive Everhot Interlocking 
Switch — 1100 watts in either burner. One round burner 
for general use and unique square burner with frying 
griddle above and toaster-broiler drawer below. Frying, 
broiling, toasting and boiling — yet the unit is compact and 
portable, being only 224% x15% x7 inches. 


Finish is white baked on enam- 

el with black porcelain enamel 

top and trim. 

Insulated oven, fitted with two 

shelves, provides good baking 

facilities. 

Wall outlet connection —no 

eae special wiring needed . . . Full 
ete cooking facilities Underwriters Laboratories ap- 


or who live 


temporary homes proval. 


THE SWARTZBAUGH MFG. COMPANY 


TOLEDO 6, OHIO . . . ESTABLISHED 1884 


EVERHOT 














PRODUCTS 


BUILD CUSTOMER SATISFACTION 
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TEXANS SNAP UP HOME WORKSHOP TOOLS—Byproduct of the recent Texas 


Electrical Show held in Fort Worth, was a center rush on the part of Texans to buy 
The fact that families 
are doing more and more construction work around home during the shortage of 
skilled labor was pointed out as the reason for the popularity of these power tools, 
Shown was a Wallace 
universal saw, a wood shaper good for tonguing and grooving lumber, a radial arm 
saw good for angle cuts, a joiner for dressing material and a lathe and Sheldon mill- 


up even the models on display in the home workshop exhibit. 


by J. W. Crozier of the Martin Sales & Supply Co., Dallas. 


ing machine for use in working metal. 


pointed out, a man can almost build his own house. 


shaper, putting a tongue and groove in the material. 


Farm Appliance 
Business Sprouting 


Just as civilization follows the flag, 


appliance development follows need, it 


is cle ated at the Texas Elec- 
trical Show held recently in Fort 
Worth by the Texas Electrical Service 
Company 

Emphas zed as the realization that 


the finer the particles into which feed 
is cut, the more easily digested it is by 
vestock Howard Maddox, agricul- 
tural engineer for the utility, who oper- 
ated the show in connection with Texas 
Agricultural & Mechanical College, 
pointed out a Smalley hatchet mill, 
manufactured in Manitowoc, Wis., 
which chopped up hay in fine particles 
as one index of the trend. A tiny 
hammermill for grinding grain, mack 
by the Viking Mfg. Co., in Manhat- 
tan, Kans., was another revelation of 
how things are created to fill a want 
“The agricultural appliance exhibit 
it the Texas Electrical Show was 
illowed to take care of itself,” said 
Mr. Maddox, “and just grew.” Shown 
to the public was the Big Mama 
brooder made by the Farmers Equip 
ment Co., of Fort Worth: the Pape 
feed mixer, made by the Pape Machine 
Co., Shortsville, N. Y., as was the 
DeLaval line, the Westinghouse Steri 


lamp, GE Calrod ndustrial soldering 


rons, Richards electro-fence, made in 
Payette, Idah Va-U-Glass milkers 
made by the W ayne Pump Co., Ft 
Wayne, Ind., Peerless pumps, made 


he Peerless Pump Co., a divi 
the Food Machinery Corp. 
Quincy Ill. and Canton, Ohio. On dis 
play was the Universal crusher sys 
tem made by the Universal Mfg. Co., 
Richmond, Calif., milk coolers made by 
the Victor Products Co., Hagerstown, 
Md., Surge Dairy-Maid milker made 
by Babson Bros. of Chicago; electric 
vater heaters made by the Schluette: 
Co., Janesville, Wis.; and walk-in 
wlers made by the Federa! Store 


Equipment Co., Milwaukee. 
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With equipment of this caliber, Mr. Crozier 
He is shown above with a wood 





Howard Maddox, agricultural engineer, 
Texas Electric Service Co., demonstrates 
how hay is cut up for easier digestion. 





Eureka Williams Opens 
San Francisco Office 


The Eureka 


Williams Corporation 


has opened a sales office in the West- 
ern Merchandise Mart in San Fran- 
isco, Calif., it was announced recently 
by O. H. Golberg, western sales man- 
ager of the company’s Eureka division. 


The office, 


which 


will serve as a 


headquarters for a sales staff that will 
work under the management of Mr. 


Golberg, will feature a permanent dis- 
play area where Eureka products will 
be on view at all times. 


“Our new office 


will be the focal 


point from which sales and distribution 
operations throughout the West will be 


directed,” he 


said. 


“With the West 


a more important market for home ap- 
pliances than ever before, the com- 
pany’s broadening market activities can 
be more effectively expedited between 


Fureka and 
organization.” 


its 


distributor-dealer 



































@4/.. THAT'S RIGHT, SELL 


Se | 
STAINLESS STEEL 


le _ — oes ” 
} yp aa? ad 
| ie 

Fil 232 

oe 


CAN NOT CHIP, 
CRACK OR RUST! 


A freezer unit with unusual sales and 


profit features. Holds over % ton of 
food. Every bit of room can be used. 
Trouble free mechanism. Low oper- 
ating cost. White Rogers Thermostat. 
Fibre Glass insulation, 4° on side, 
5” on bottom. Heavy duty stream- 
lined hardware. Large well insulated 
doors. Table Top work space. Rust 
proof. Vermin proof. Durable forever. 
Time rust or rot can not touch a 
LAFLER FREEZER. 


If you want to get into the 
freezer business RIGHT, get 
the product of a Freezer-Unit 
specialist since 1925. 


DEALERS! A Lifetime Freezer 
Means Quicker Profits .. . 


Phone, write or wire today for 
full information, prices, sales 
promotion aids. 


ORDERS BEING FILLED DAILY! 


ROCHESTER 6. NEW YORK + REFRIGERATION SINCE 1925 
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@ Here’s what appeals to experienced appliance merchandisers about the Qwéllen 
Home-Freez. It’s designed and manufactured by long-time specialists in low temperature 
home refrigeration . . . it STAYS SOLD without excessive post-sale service and expense. 

That's one thing your customers are looking for in en eee eereneresenen 


home freezers—dependability. And here’s another. 
The generous capacity of the Model 18 Quillen Home- 
Freez provides ample space for freezing and storing 
meats, fruits, vegetables and many other table delicacies 
. .. and that means convenient, economical eating. 


THE QUILLEN HOME-FREEZ 
AT A GLANCE... 


i) Ample 17.9 cu. ft. 9'Oss Capacity—with two 
compartments for quick, sub-zero freezing— 


Finished in durable white enamel ... furnished with three for long-time storag 
e. 


finger-lift, counter-balanced lid . . . equipped with 
special gaskets and heavy insulation that seal in the 
cold ... the Quillen Home-Freez is the ideal unit for 
home installation, many commercial applications, too. 


ay Heavy insulation and special [i 


d 
sealing in the cold. gaskets for 


3] Easily opened, finger-lift, counter-balanced lid 
© Economical, easily accessible, quietly Operat- 


ing 1/3 hp. compressor unit. 


5] Beautifully finished with mar-resi 


enamel. 


the economy, the dependability and good living that 
assures full customer satisfaction . . . that spells 
p-r-o-f-i-t for the dealer. For complete product and 
franchise information, write today. 


stant white 


6] Easy-to-read, conveniently pi 
temperate oie nity placed, dial-type 
QUILLEN BROS. REFRIGERATOR COMPANY 


7) Compactly designed . 
1639 Lafayette Rd., Indianapolis 8, Indiana gned for convenient location 


in kitchen, basement, porch, garage, etc. 
’ 


| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
So sell the home freezer with a// of the convenience, 
| 
| 
| 
| 
| 
| 
I 
| 
| 
; 8) Air circulates constantly throughout unit, 
[a 


By the makers of Quillen self-serve display cases for delica- 
tessen, frozen foods and meats, also commercial refrigerators 











Home Freezer 











“NOW THEN, HOW DO YOU INTEND TO 
FINANCE YOUR PURCHASE?” 








OPA Lifts Ceilings on 
Small Appliances, Wire 


A recent OPA action has resulted 
in an increased ceiling on small elec- 
trical appliances, hand lawn mowers 
and aluminum ware at the distributor- 
retailer level, and on manufacturers’ 
prices for copper wire. 

Primary jobbers of small appliances 
who also sell at retail through their 
own retail outlets have been provided 
with fixed percentages which they may 
add to their invoice costs in determin- 
ing their ceiling prices, and which re- 
flect the entire absorption required of 
these sellers. OPA said that these 
mark-ups have been computed from 
base period data so that the resulting 
retail prices for these sellers will bear 
the usual relationship to the ceiling of 
other retailers on the same _ items. 
Added protection is given the consumer 
by the action, which requires preticket 
ing of these items by the retailer that 
are on hand or that have been boxed 
for shipment before June 1, 1946. 


Discount Trouble 


In explaining the action, OPA stated 
that these distributor-retailers custom- 
arily granted their smallest purchasers 
a 25 percent discount from list prices 
on these items, with additional dis- 
counts to large volume buyers. Under 
previous regulations, they could not 
maintain their former discount sched- 
ule, so they changed their usual mer- 
chandising methods. In addition, in 
some cases these resellers were re- 
quired to grant an initial discount 
beyond their customary 25 percent and 
then apply all other regular discounts 
below that figure, with the result that 
virtually all profit for primary whole- 
saling services was eliminated. Al- 
though manufacturers’ increases must 
continue to be absorbed at the various 
levels of distribution, the burden is 
apportioned so that consumer prices 
are not affected. 


Wire Increases 


Two schedules of increases have 
been made for manufacturers of copper 
wire, copper alloy wire and copper clad 
wire, according to OPA—one applying 
to all manufacturers on May 8, and 
the other, with larger percentage in- 
creases, to producers who have given 
wage increases since February 1, 1946, 
or who at any time gave a general 
wage increase not less than the maxi- 
mum advance authorized by the Na- 
tional Wage Stabilization Board; and 
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ectors at the Bendix Home Laundry Institute, South 


@ 
cA satisfied user is the best salesman 


of a product! 


To boost sales—to maintain customer satisfaction— Bendix has 
now trained over 5,000 home service specialists to make post-sale, 
follow-up demonstrations of the Bendix automatic Home Laun- 
dry! These women have undergone a complete course of study 
under 79 factory-trained Bendix distributors’ home service 
directors. 

Within 48 hours after a Bendix installation, a home service 
specialist gives the new owner free home instruction in the 
use of this radically new machine—teaching, step by step, 





its ‘“‘work-free’’ washing advantages. Washability problems are 
De Luxe Model - ea ° ° 
sin solved from the start. Good will is increased, leading ultimately 


to more sales! 


BENDIX«~~Home Laundry 


Bendix Home Appliances, Inc., South Bend, Indiana . . . Pioneers and Perfectors of the automatic "Washer”’ 
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SENTINEL 


CLOCKS AND WATCHES 





Gruaed your teecious tne” 


Nation-Wide 
_ Sensation! 


Announcement of the new Ingraham Sentinel Line 
was big news to the trade! 


Leading distributors throughout the country have 
signed up and are already receiving their first ship- 
ments of merchandise. Quantities at present are 
limited. 

A marvelous little““one-two-three” pleasant voiced 
self-starting alarm started the ball rolling. Other 
top-notch values will follow as fast as the great 


Ingraham plant can produce them. See your dis- 
tributor for details. 


Look for the champ Shepherd Dog Trademark. 
Join with us in a profitable, fast turnover, business- 
building operation. 


The E. Ingraham Company °- Bristol, Connecticut 


NGRAHA 


ESTABLISHED 1831 
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to any manufacturers who have not 
been asked for a general increa 


in 
wages since February 1. Investigation 
revealed that an industry-wide increas, 
of about 12.5 percent was required { 
producers with the wage increase and 


8 percent for others 


Parts Price Increases 
for Manufacturers 


Manufacturers who qualify as re 
verters under OPA orders issued last 
summer may secure reconversion in 
creases for parts for household cool 
ing and heating § stoves, vac 
cleaners, washing machines, and 
frigerators that are still under the Gen 
eral Maximum Price Regulation 
the manufacturing level, according t 
a recent OPA order which be 
effective May 11. 

Heretofore sales of such parts \ 
frozen at March, 1942, “highs” along 
with all other commodities remaining 
under coverage of GMPR, and reco 
version relief was not available 
manufacturers. 

To enable the parts makers who 
have been largely engaged in war work 
to resume profitable production, OPA 
will now allow price adjustments under 
terms of the reconversion orders 
Metal parts for the consumer goods 
affected when sold to the manufac 
turer of the completed article of con- 
sumer goods are covered by the 
machinery regulation 


15° Increase for 
Electric Clocks 


From now on it will cost you more 
to wake up in the morning 

The Office of Price Administration 
has raised ceiling prices on the entir 
clock industry to cover war-induced 
increases in labor and materials costs, 
as a result of which consumers will 
pay on the average about six percent 
more than they paid in pre-war years 
for spring wound and electric clocks. 
Not affected by the action were 
watches containing 15 or more jewels. 

Manufacturers’ ceilings for electric 
clocks were raised 15 percent, while 
ceilings for watches and spring wound 
clocks went up to 20.5 and 17 percent 
respectively. At the same time, dealer 
margins were fixed so as to permit only 
about the dollar amount of the manu- 
facturer increase to be reflected in 
consumer prices 








“THERE MUST BE SOME MISTAKE—I ORDERED 
| A LITTLE ONE TO WHIP CREAM WITH.” 
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Don’t sign till 


Before you sign up to 
are telling you abou 


ew we 


, iis 
you see the size of their families: 


i ufacturers 
ll the 101 appliances man 
om days, give this some thought. 
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CAMFIELD offers you: 


One Product. When you agree to become a 
dealer for the Camfield Automatic Toaster, 
you won't be asked or required to handle 
a load of family items—"has-beens” and 
“never-will-be’s.” 


Advantages of “Know How” Experience. The 
team behind the New Camfield has long been 
individually successful in the toaster and 
small appliance field before joining Camfield. 
Their production and promotional “know 
how” will prove valuable to you. 





The Newest, Finest Automatic Toaster on the Mar- 
ket. Every Camfield is expertly engineered, 


, , ie e Exclusive Equa-Therm* e Automatic Pop-Up 
built to exacting, uniform specifications, rig- 


e Finger-Trip Release e Cushioned Pop-Up 


listed by Underwriters’ Lab. Inc., and guar- e Hinged Crumb Tray e AC-DC Current 
anteed by the makers. Check and compare e Automatic Shut-Off e Color Regulator 


each of these 10 all-star features: @ Mirror-Chrome Finish e Oven-Type Construction 


idly inspected to assure flawless operation, 





CAMFIELD MANUFACTURING COMPANY e« GRAND HAVEN, MICHIGAN 


*Camilield's exclusive guard against voltage vari 
ation. For constan oasi-right” heat from the very 


i i ii ¢ A A = 2 E * D 


MuvtoOmatic TOASTER 











ELECTRICAL MERCHANDISING—JUNE 1, 1946 PAGE 115 





PACKARD SUNLIGHT MOTORS 









Undoubtedly, you can puta standard motor in your product, 
and it will work ... but perhaps the volume of your pro- 
duction justifies an individually designed motor that will do 
the job better, be more practical, and economical too. 


When planning a new product, let Packard Electric en- 
gineers help you determine the motor needed for your 
particular job. If an individual design is needed, they’ll 
plan it to fit space limitations, do the required work effi- 
ciently and give long, satisfactory service. And with 
extensive, precision manufacturing facilities, Packard 
Electric can mass-produce it for you at low cost. 

All Packard Sunlight motors have basic quality features 
that add years to motor life and keep customers satisfied: 
adequate torque for starting and operating loads; cast 
bronze journals to reduce friction and minimize servicing 
needs; wire of proper gauge for motor capacity; and extra- 
heavy insulation to guard against short-circuits. 

If you have a motor problem, let Packard engineers deter- 
mine the motor that can do the job best. 


Siche 


Packard Electric Division, General Motors Corporation, Warren, Ohio 


PACKARD SUNLIGHT MOTORS for: compressors * washing 
machines * power-driven bench tools « ironers * milk separa- 
tors * milking machines « furnace blowers « stokers ¢ oil burners 
bi water pumps « ventilators * and many other applications. 
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APPLIANCE MOTORS FOR TWENTY-NINE YEARS | 
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EVEN THE WAITERS 





crane forward for a look at the new Emerson pocket radio 
which Stanley Hart, general manager of Messrs. Gallo, Ltd., Africa is displaying to 
a group of enthusiastic radio dealers in Cape Town. Mr. Hart introduced the radio 
at the first post-war convention of radio dealers. 












































VCMA Seeks Check on 
Cleaner "Rebuilders" 


\ widespread and thriving business 
in the fraudulent repairing of vacuum 
cleaners has aroused the Vacuum 
Cleaner Manufacturers Association's 
ire, recently expressed in an appeal 
to the Federal Trade Commission to 
end the practice. 

“Housewives are being bilked of 
millions of dollars annually,” Associa- 
tion spokesmen said, declaring that 
irresponsible and sharp operators buy 
wornout cleaners, “rebuild” them, if 
at all, with jerry-made, inaccurate 
parts, and foist them off on an untus- 
pecting public at prices far above either 
their actual worth or the OPA ceil- 
ing. “The housewife has no way of 
telling from the appearance of these 
fakes,” officials continued, 
she is getting anywhere near her 
money’s worth. Use of badly made 
repair and replacement parts can so 
greatly impair the performance of the 
appliance as to endanger the reputa- 
tion of the maker, prevent its per- 
forming up to his guarantee and wrong 
both the buyer and the factory.” 


“whether 


Petition for Ruling 


The Association has petitioned the 
FTC to issue a ruling that when any 
vacuum cleaner is offered for sale as 
rebuilt the rebuilder must affix per- 
manently to it a plate indicating it is 
a rebuilt cleaner and showing his name 
and address. Alteration or removal 
of the cleaner model and serial num- 
bers, under the proposal, would be 
prohibited. The matter has also been 
taken up with Mrs. Chase Going 
Woodhouse, house representative 
from Connecticut, who is secretary of 
a Congressional committee for the pro- 
tection of the consumer. 

“Use of the proposed nameplate, by 
identifying the concern responsible, 
would be a great protection both to the 
public and to reputable operators,” the 
Association said 


Threat of Buyers’ Market, 
Appliance Retailers Warned 


The eventual existence of a buyers’ 
market in appliances, with resultant 
necessity for more sustained salesman- 
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ship on the part of retailers, was pri 
dicted by Albert P. McNamee, special 
representative of McCall’s Magazine, 
in a speech made recently before the 
Essex Electrical League, Newark, N 
J. The increase in the number of new 
manufacturers, combined with mult: 
plied capacity of established firms 
will make such a situation almost in 
evitable, Mr. McNamee stated. Addi 
tional factors contributing to the deal 
er’s plight, he added, will be price cut 
ting and trade-in allowances out of al! 
proportion to value, along with in 
creased activity on the part of depart- 
ment stores as well as other stores 
handling appliances only incidentally 
Mr. McNamee also insisted that 
“unnecessary government controls” be 
removed and industry be given a 
chance to “work out its problems with 
less interference.” If this can be done, 
he maintained, the figure of $35,000,- 
000, representing traffic appliance pro- 
duction in 1941, is likely to rise to 
$140,000.000, an increase of 300%. 


Hurley Trains Salesmen 
In Appliance Demonstration 


For one week during April the Hur- 
ley Machine Co., Chicago, operated a 
school for salesmen in the employ of 
dealers, with the object of educating 
them in the ironing of clothes, both by 
hand and by machine, with the Hurley 
product featured. Each salesman was 
required to iron a shirt, a tablecloth 
and a towel, by hand and then by ma- 
chine, to show the greater ease and 
better results achieved by use of the 
machine. Approximately 200 salesmen 
from Milwaukee and the surrounding 
area were present. 


Rich Co. Spends $75,000 
for New Building 


At a cost of approximately $75,000 
a new store building is being erected 
in Houston, Texas, for occupancy by 
the Philip Rich Air Conditioning Co. 
at the corner of San Jacinto and 
Mcllhenny Streets. Company officials 
said the new two-story structure will 
house a shop for the manufacture of 
attic and exhaust fans, and display 
rooms for air conditioning equipment 
and other electrical equipment. 
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The brains behind the Barton—and 

many other leading makes of home washers— 
are always alert to every improvement 

that will make their fine products finer. That’s why 
they feature the ECLIPSE All-Plastic 

Agitator as standard equipment. They know 

it builds greater customer satisfaction 


these three important ways: 


Improved Efficiency clothes 
j are safer, stay fresher looking 
The ECLIPSE AIll-Plastic Agi 
tator is smooth as silk—hasn't 
an edge to catch, snag, or tear 
materials. It can’t rust or dis 
color—leaves no dingy influ 


ence on clothes 


*> Better Service saves replace 

fay ENE expense, handles with 
greater ease. There's practical 
ly no wear-out to an ECLIPSI 
All-Plastic Agitator. And with 
all its durability, this agitator 
is extremely lightweight 


e Smarter Appearance... that lasts! 

> Putinabrightcolored ECLIPSI 
All-Plastic Agitator and you 
take out washday gloom. Color 
has eye appeal, gives a mental 
“lift.”” ECLIPSE colors are per 
manent—not affected by any 
type of soap or washing pow 
der—retain that clean, brand 
new look withthe simplest care 





LOOK TO ECLIPSE 
for the latest and bes: 
in all-plastic agitators 


ECLIPSE MOULDED PRODUCTSCO. 


Plastics Division of General American T ransportation Corpo 


5162 North 32nd Street, Milwaukee 9, Wisconsin 
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ECLIPSE 
All-Plastic 
Agitators 
Are Standard 
Equipment on 
These Leading 
Makes of 
Home Washers 
BARTON e BATAVIA 
CONLON e MAYTAG 
NORGE ¢ THOR 
ZENITH 
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UIPMENT 


The trend is for rubber parts in 
all types of appliances and today 
millions upon millions of rubber 
parts are used in the appliance 
field. There are definite reasons 
for this tremendous switchover 
to rubber, for instance on moving 
parts they are quieter, absorb 
vibration, noise and shocks, 
thereby prolonging the life of any 
piece of equipment. 


Johnson Rubber Co. has created 
and designed many rubber parts 
for home appliances such as their 
two hardness extruded non-wrink- 
able refrigerator door gaskets, 
two color extruded rubber parts 
for ironers, vacuum cleaners, etc., 
and the Johnson rubber drain 
connector for washing machines. 


Our many years experience in the 
home appliance field has taught 
us how and when to put rubber 
parts to work, where they will do 
the job better, more economically 
and more efficiently. 


If you have a problem, drop us 
a line, our engineers would be 
more than glad to work with 
your engineers in its solution. 





RUBBER PARTS 


are QUIETER » ABSORB VIBRATION 
AND NOISE and airdpgs > THE. LIFE 
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IT'S A CINCH! "'It's so easy; you never 
have to lift, tilt or twist the iron,” says 
this salesgirl as she glides a Proctor iron 
over the fabric while an interested cus- 
tomer watches and listens to the effective 
patter contained in the company's new 
demonstration kit. In the second picture, 
the prospect's interest has overcome her 
sales resistance and she takes a whirl at 
ironing herself. She's practically sold and 
the clerk has learned another lesson in 
go-getter merchandising. 





New Proctor Demonstration Program 































Urges More Aggressive Selling 


Ad Campaign Timed to Aid Promotion 


Proctor Electric Co's. drum-beating 
campaign for a return to pre-war 
selling techniques rattled into the 


of retail stores throughout the 
when on June Ist the firm’s 
merchandising demonstration kits be- 
gan to find their wav 


orners 
ountry 


into salespeople’s 
hands 

Four years is a long time to be away 
from skilled merchandising practices, 
and many evils have 
crept into the relationship between 
dealer and consumer. Concerned with 
the problem of moving the vast amount 
ot merchandise to be produced when 
the American production symphony 
gets back on key, Proctor has initiated 
its salesperson-demonstrator program 
to help retail dealers train their clerks 
in selling techniques that will stand up 
against the blare of increased competi- 
tion 

Biggest return will not be measured 
in dollars and cents, company officials 
claim, but rather in a return to an 
aggressive merchandising position for 
the dealer and quality 
satisfied customers. 


Proctor believes, 


educated and 


Kit Contents 


The demonstration kits received by 
retailers will include window display 
material, counter card, advertising 
helps available, a broadside explaining 
the purpose of the promotion and the 
national consumer advertising schedule 
accompanying it, a sample demonstra- 
tion Never-Lift iron and, most im- 
portant, a booklet 


JUNE I, 


on demonstration 
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The booklet itself is a pa 
tern in simplicity. It is broken d 
into two columns, one headed “D 
stration” and the other “Explanatio: 
The dealer's sales clerk can follow t 
demonstration and explanation pr 
lure paragraph by paragraph 


proce dure 


The program does not stoy 
Che company aims to catch the cust 
mers’ eyes with an extensive advert 
ing campaign in the Saturday /:vent 


Post, Good Housekeeping 
Home Journal, American How 
Retter Homes and Gardens + 


run for a period of seven months 
ginning with a full page color ad 
the June 8 edition of the Sutevef 
It is Proctor’s fond hope that the sw 
music of the ads will draw custo 
into the stores—where trained 
eager salesmen and saleswomen 
lemonstrate their irons with a 
vincing and thorough technique 


Colonial Radio Builds 
California Plant 


The Colonial Radio Corp., Buffal 
N. Y., has commenced constructi 
of a $225,000 radio assembly rm 
Riverside, California. The 280 by 
foot building is going up on Kat 
Ave., where between 180 an ‘yi 
workers will be employed in the 4 
sembly of parts fabricated ir 
company’s Bloomington, IIL, 
Pacific Coast distributor will be Seat 


Roebuck 
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BDid you ever ask yourself why some customers walk into 
your store, buy a toaster or washing machine or even an 
electric kitchen — and then never come in again? 

Perhaps you blamed it on some unknown fault of yours. 
But, more often than not, the reason lies right in the cus- 
tomer’s home—inadequate wiring. Wiring that is incapable 
of serving the electric requirements of the modern home 
results in poor performance, inconvenience to the user, and 


unjustified dissatisfaction with the appliances you sell. 


What can you do about it? Plenty! 
how 


\ 


Support your local adequate wir- 
ing promotional programs. Talk to 
your customers when they buy a vae- 
uum cleaner or radio or any other 
electric product. Point out the rea- 
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€ ELECTRIC 


Beeause his home is inadequately wired 





sons why a house with too few circuits or too small conduc- 
tors will never allow their electric equipment to perform 
as it should. Tell them what steps to take to insure wiring 
that is adequate for their needs. You'll be surprised at the 
number of repeat sales that can result from a very little out- 
lay of your time. And you'll be selling two, or three or four 


appliances where before you sold only one. We have a num- 


her of informative booklets to help you put the adequate 
wiring story across. Your G-E Merchandise Distributor will 

+ gladly supply you with com- 
plete information, or you can 
obtain this material by filling 
out the coupon below. Appli- 
ance and Merchandise Depart- 
ment. General Electric Com- 


pany, Bridgeport. Conn. 











1 Section AW664-28 

| Appliance and Merchandise Department 

| General Electric Company 

Bridgeport, Connecticut 

| Please send me the FREE booklets | have checked: 

| Electrical Modernization Guide 

| The Poor Wife's Revenge Farm Wiring Guide 
l Name_____ sipsiaibiibiapaaiiiagitia aes 
| Address_ ‘i 
1 eet ticnnnccennies i State 

| 
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If The Use. ~ , 
{@D> CONSTANT LEVEL OIL, CONTROLS 
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A-P Constant Level Oil Control. Standard Equip- 
ment on Leading Vaporizing Burner Appliances 


STANDARD equipment on leading Vaporizing Burner Appliances 
— A-P DEPENDABLE Constant Level Oil Controls assure economi- 
cal heat through accurate control of oil to the burner. ‘ 
YOUR customers will appreciate the simplicity of operation, the 
complete reliability, safety and economy you can promise with 
A-P Controls. And their assurance of trouble-free service will 
save you money avoiding extra service calls to protect your 
profits on every sale 

ASK your appliance manufacturer for A-P DEPENDABLE Constant 
Level Oil Controls on all the Vaporizing Burner Appliances you 
stock and sell. You'll build greater good will, faster sales, 
higher profits 


AUTOMATIC PRODUCS COMPANY 


2400 North Thirty-Second Street 


Milwaukee 10, Wisconsin 


DESIGNED TO ELIMINATE SERVICING 
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SUBJECT FOR STUDY: These 30 seniors from the Oregon State College's school 
of home economics recently invaded the Portland office of Harper-Meggee, Inc., 
to learn the place of a distributor in the merchandising field. Hostess Frances Alex. 
ander, the distributing firm's home service director, gave a typical “use” demonstra- 
tion of the Bendix automatic home laundry. Standing in the rear, left to right: H. V. 
Petersen, Bendix division manager, who described the Bendix merchandising program: 
R. L. Calkins, Harper-Meggee, who outlined the distributor's functions; Miss Alexan- 
der; and Miss Beryl Scothom, Portland field specialist. 











DISTRIBUTOR NEWS 








AD} DEPENDABLE Oil Controle 





CALIFORNIA 

Caleb Sharrah, vice-president and 
general manager of Thompson & 
Holmes, Ltd., has announced the re 
al of his firm’s executive and gen 

ral offices to the Western Merchandise 
Mart from the old address at 16th dnd 
Harrison Streets, San Francisco. The 
move consolidates the firm’s general 


uusiness department with the already 
ed Mart sales offices. The 

lans new showrooms in conjunc- 

ith the Mart’s addition sched 





iled tor opening in the spring of 1947 
Bryn N. Williams has been appointed 
chandising manager of the sewing 


machine and vacyum cleaner division 
i the J. N. Ceazan Co., Los Angeles 
istributing firm. Mr. Williams served 


R. FERDA 


headquarters at 7422 Melrose -\ve 
Hollywood. He had been connect 
with Webster since 1922. 


COLORADO 


The Ryall Electric Supply Co., Den 
ver, has moved to 1160 South St. wher« 
it now occupies a modern two-story 


building 


FLORIDA 


\ modern new home is unde 
construction for Aufford-Kelley Co 
Miami appliance and building specialty 
distributors, at 5080 Biscayne Blvd 

Sixty service managers from Sout 
Florida cities attended a recent three 
day service school conducted at tl 





B. N. WILLIAMS 


luring the recent war as civilian chief Hillsboro Hotel, Tampa, by W. 1 
production equipment in the Los Brown, merchandise service superviso 
Angeles Ordnance Region. He joined f Raybro Electric Supplies, Inc., ele 
Ceazan in 1944 trical distributors 

R. Ferda, former sales manager of A new warehouse has been open 
the sound division of the Webster Elec- on Platt St., Tampa, by the Florid 


Co., Racine, Wis., has announced Radio and Appliance Corp., Mian 
lans to open his own manufacturers’ distributing firm. Operation of tl 
epresentative agency on the West new facility is under the direction « 


ast. He has established temporary Marshall L. Foreman, Tampa divisio" 
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How to iron out troubles in advance ! 











TODAY EVERYBODY wants appliances! Swell. But what's every M-B appliance is soundly designed and honestly built 

in it for you? A flock of easy sales? Or a batch of troubles tu deliver solid satisfaction. Check up on that. Examine 

to bother you. day after tomorrow ? them. Take ‘em apart. if you like. You'll find a heap of 
sales features youll want to show your customers—and 

It depends on what you sell today. This much we promise they ll be glad to see them! For instance... 

(@’ 

WE CALL THIS “The-[ron-That-Wags-Its-Tail” IRONING’S EASY with this lightweight LOOK FOR IT in The Saturday Evening Post, 

because the cord is permanently attached -pound beauty! Satin-smooth sole glides Colliers, and in other magazines, this 

to the iron by a swivel device that lets it without effort. Graceful handle for right- or month—then look out for the rush! It’s 

swing freely in any direction. No kinks or left-handers. Fingertip heat control a Manning-Bowman knockout—one of a 

snarls with the cord of this iron! thermostat keeps heat even. line famous for quality since 1857! 


Manning Bowman Means Best 


MERIDEN, CONNECTICUT 


THE LINE THAT'S ALWAYS (N DEMAND 
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Cincinnati 
has holes 





More than just plans on paper are the plant additions and improve- 
ments now under way in Greater Cincinnati to the tune of some $14 
million... the vigorous building program of a healthy city catching 


up on work suspended by the war. This expansion will create thou- 





sands of new jobs... increase the Greater Cincinnati payroll by some 
$12 million... boost the business volume by an approximated $50 
million! Greater Cincinnati has money in the bank with which to start 


New structures being odded to the Cincinnati skyline in 


digging more holes in the ground... an approved $41 million bond 
ude @ hotel deportment store, theater, department store 

anal tiki Nae issue for education and public improvement. Cincinnati manufacturers 
onnexes, and greotly increased porking facilitie 

and voters have expressed faith in the continued growth of the Queen 
City not with conversation but with currency, just as all Greater Cincin- 

natians express confidence in advertised goods and services by accord 


ing them a hearty dollars and cents welcome 


MULBERT TAFT. Prescdent 
ond Editor-in-Chiet 


( smes.tvan ADVERTISING OFFICES 


NEW YORK 17. NY 
¢ East 42nd Street 
t H. Parker, Mgr 





CHICAGO |! LLINOIS 
19 3 North Mn higan Ave 
Fred D. Burns, Mgr 





WEST COAST REPRESENTATIVE 


GSA 














AND DAILY CIRCULATION 


John E. Lutz, Chicago |! 
yj ... IN ADVERTISING 3 Nh chon oe 
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WHAT. NO WINGS? Captain John S 
Babel, famed jet pilot who flew from 
California to New York in 4 hours and 23 
minutes, looks at the new Easy Spindrier 
which he and his wife just won on ABC's 
Bride and Groom Show as if he wished it 
could fly. Mrs. Babel seems to be look- 
ing forward to restful washings while the 
hectic appearing announcer seems to be 
popping right out of the Spindrier. 








DISTRIBUTOR NEWS| 





railroad siding and is designed for in 
side truck loading 


GEORGIA 


Atlanta’s Henry Grady Hotel was 
the scene of a recent showing of 
Quaker heaters sponsored jointly by 
the W. T. Shackieford Co. and the 
Quaker Mfg. Co. Mr. Shackleford 
and Lyle Lofgren, Quaker district 
manager, acquainted the 50 attending 
dealers with details of the 1946 line 
of heaters. 

Production Engineering Co., Mari 
etta, will distribute the new coin op 
erated hotel room radios throughout 
the Southeast, according to an an 
nouncement by Joseph Ashkouti 
owner of the firm. Mr. Ashkouti as 
sisted in the design of the money tak 
ing Tradios and plans to manufacture 
some of the cabinets therefor in his 
Marietta plant. 


MINNESOTA 


The General Supply Co., Fergus 
Falls, has moved to the Benson Build 
ing from the River Inn Hotel Build 
ing. Storeroom of the new home is 25 
by 110 feet and has been completels 
redecorated. L. H. Hensch is the 
proprietor of the exclusively applianc« 
dealing firm 


NEW JERSEY 


The Roth-Schlenger organizatio 
which recently announced its int 
tion to enter the radio and applian 
field, has engaged upon the remodel 
ing of its 22 retail stores in north 
New Jersey. The entire chain is n 
handling such traffic appliances as a 

ming through. In addition to t 


retail store operations, the firm is t 


sole source of supply for Lincoln Stor 
agencies operating in N. J. and tl 
wholesale department provides fo 
salesmen who travel to retail dealer 
throughout the state Appliance at 
radio activitigs are under the sup 
vision of G. Gandey. 
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14 PA. O.AMIETH Corporation 


NEW YORK 17 ¢ PITTSBURGH 19 * ATLANTA 3 © CHICAGO 4 
HOUSTON 2 * DALLAS 1 * LOS ANGELES 14 ¢ SEATTLE 1 
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‘When a superior product, with a sizable market, is backed up 
with national advertising and forceful promotion, cash registers 
start ringing. That's why the SMITHway Stoker franchise is 
valuable. The product sets a new standard for stokers. The 
market is 9,000,000 potential customers. The promotion in- 
cludes full-page and half-page color advertisements in such 
proved merchandise movers as: 


THE SATURDAY EVENING POST 


BETTER HOMES & GARDENS 
AMERICAN HOME 


No wonder there’s an unprecedented demand for SMITHway 


Stokers. 
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One Step Nearer 
to Normalcy 


Don’t look for miracles when you come to 


THE MERCHANDISE MART’S INTER- 


NATIONAL HOME FURNISHINGS 
MARKET, JULY 8th to 20th. The plenty 
of pre-Pearl Harbor days is still in the future. 

But you can expect to get a clearer picture 
at this Market of what’s ahead than you've 
had for many season’s past. New merchandise, 
new lines are in the making. Many notable 
firms new to The Merchandise Mart are open- 
ing their exhibit spaces here. 

Friendly contact with the myriad sources 


of this greatest of market centers will prove 


invaluable to retailers in the months to come. 








SHH 


THE MERCHANDISE MART 


Centered for Efficient Buying and Distribution 
CHICAGO 
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DISTRIBUTOR NEWS 








NEW YORK 


Milt Marcus has been appointed a 
sales representative for retail and de- 


wet 
*. 


¥ 






M. MARCUS 


partment stores by the Belle Ele« 
tronics Corp., New York, exclusive 
metropolitan distributors for Garod 
radios. Mr. Marcus was formerly with 
the sales promotion department of the 
Garod Electronics Corp. 

New assistant radio sales manager 
of the Graybar Electric Co. is Ken 
neth G. Morrison, according to an 
announcement by A. H. Nicoll, pres 
ident. Mr. Morrison is located at 
executive headquarters, Graybar Build- 
ing, New York City, where he is 
assisting J. W. LeMarque, radio sales 
manager, in the expansion of broad 
casting and radio communications ac 
tivities. Prior to joining Graybar, Mr 
Morrison spent three years on the 
enginsering staff of NBC. From 1934 
o 1938 he served as chief engineer for 
( Central California Broadcasters, In 


NORTH CAROLINA 


The Allison Erwin Co., Raleigh, 
was host to a gathering of eastern 
N. C. dealers recently who gathered 
» see the new Youngstown kitchens 
Jim King, regional manager for Mul- 
lins Manufacturing Corp. and H. E 
\tkinson, eastern Carolina represen- 
tative for Mullins, conducted the show 


Lhe Atlantic Engineering 
Greensboro, has been appointed a 
tributor for York air conditioning a 
refrigeration equipment in 13 count 


The firm located at 730 S 
Elm St 
OHIO 
Three new sales members have 


idded to the organization of tl 
lr. Locke Co., 906 Main St., Cincinnat 
factory representatives. Thomas 
Farrell, with headquarters in Cinci 
nati, will cover parts of Ohio, W 
and Tenn. Jack H. Roberts will « 
parts of Ind. and Ky. Harok 
Kelley, with headquarters in K 
ville, will work in Tenn., Va., | 
and W. Va 

The Callander-Lane Co., Columbu 
has moved into new permanent offices 
und a warehouse in a four-story 
hasement building at 161 N. Lazell 
St. The firm distributes Strombers 
Carlson radios and Launderall washers 


RHODE ISLAND 


S & W Distributors, Inc., P: 
idence, has been incorporated to 
in household appliances and other 
chandise by Maurice and Charles Rob- 
inson and Joseph E. Adelson. Author- 
ized capital: 500 shares, no par com- 


mor 


WASHINGTON 


Appliance { ; 
Crosley distributor in Seattle, has 
moved to 1534 First Ave. South, ac- 
cording to an announcement by P. W. 
Bialkowsky, sales manager 


The Commercial 


WISCONSIN 


The Theodore E. Fleming Co., which 
entered the distributing field only re- 
cently, has acquired the following 
products: Polar Freeze freezers, Dew 
Freeze freezers, United States Tele 
vision radios, Aviola radios, Marcola 
radios, Silent Servant dishwashers, 
Vornado fans, Beall Pipe and Tank 
Corp’s. walk-in coolers, and Hyd 
Aire traffic appliances 








PRESS CONFERENCE: 
newsmen fashion editors, and representatives of the New Home Sewing Machine Co. 
and the J. N. Ceazan Co. L. E. LeVee, New Home vice-president, revealed plans for 
his company's Pacific Coast expansion program. T. C. Deamer, New Home regional! 
manager, and the Ceazan Co., Los Angeles distributor, were hosts. 


JUNE 1, 





Gathered at Los Angeles’ Ambassador Hotel are these 
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J S16p uP fa dl G5 ~ see Mr. Baldwin lift the iron 





Who does Baldwin think he is—Sandow the 
Strong Man? Oh no! Not Baldwin! He knows that 
not a lick of effort is required to lift this particular 
iron—he’s sure that a lot of housewives would like 
to know it too. Sooo. 


Murmuring the Magic Words—"No Lift— 
No Tilt—No Twist,” Mr. Baldwin lightly flicks the 
button in the iron handle. Automatically—the iron 
stands on its cool, built-in legs! You guessed it! It’s 
the Proctor Never-Lift! 


“Golly,” gasp the girls, “What will they think 
of next?” This question Baldwin answers with a 
few well chosen words on Proctor Even Heat, Speed 
Selector and...boy! is Baldwin popular. Those gals 
will all be back to see him — for their Never- Lifts, 
of course. 


All of which proves—it pays to demonstrate 


when you've really got something to demonstrate— 
like the Proctor Never-Lift Iron. 


mm ee eee eee ae i ee ee ee ee ee 


BUILD STORE TRAFFIC —PRE-SELL YOUR CUSTOMERS 


NO COLD SPOTS 
= 





DISPLAY AND 
DEMONSTRATE 
THE FAMOUS 
PROCTOR 
NEVER-LIFT 


TO DRAG 


———_| 


COOL HANDLE—FABRIC DIAL 
DURABLE LONG CORD 


NO HOT SPOTS 
TO SCORCH 





Sm ee ee eee eee ae ae eae 


IN APPLIANCE 
MERCHANDISING 


* FPROCTOR ELECTRIC COMPANY, PHILADELPHIA 40, PENNSYLVANIA 
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QUALITY 


is more than a word with 


MERIT-MADE 

















, —— OVEN-TOASTING 

| GN DESIGN 
TX “ii / bd é Just a touch of the button 
\ese opens the doors and 
aie automatically turns the 


toast. 


Every step in the design and manufacture of Merit-Made 
toasters is executed by skilled craftsmen in Merit-Made’'s 
own eleven-floor factory. The quality of every Merit-Made 
toaster is backed up with a 1l-year guaranty plus a 4-year 
warranty. See the E-Z Flip, embodying unusual features that 
have made it America’s outstanding popular-price toaster. 
Get in touch with Merit-Made’s authorized distributor in 
your locality or write us for his name. 


MERIT-MADE, INC. 
MERIT BLDG. 33-37 FRANKLIN ST. BUFFALO 2, N. Y. 


In Canada: Merit-Made, Ltd., Fort Erie, Ontario 


Menir 2) mane 
CREATORS OF THE FAMOUS (ovis 
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DISTRIBUTORS APPOINTED 





Electromaster, Inc. 


rhe four following distributors have 
been added by Electromaster, Inc., ac- 
ording to an announcement by Gerald 
Hulett, vice-president of the Detroit 
range and water heater manufacturer: 


Adleta Co., Dallas, Texas 

Julian Co., Division of General Pipe and 
Brass Co., St. Louis, Mo. 

Automotive Supply Co., Mitchell, South 
Dakota 

Parker-Montana Co., Billings, Montana 


Iceberg Refrigerated Locker 
Systems, Inc. 


Che following distributor appoint 
ments were announced recently by the 
Iceberg Refrigerated Locker Systems 
It 


Sidles Co., Des Moines, lowa 

Southern Wholesalers, Inc., Jackson, Miss. 

Temperature Engineering Corp., Inc., 
Kansas City, Missouri 

St. Louis Butchers, Supply Co., St. Louis, 
Missouri 

Reynolds Refrigeration Sales & Service, 
Springfield, Missouri 

Columbus Refrigeration Co., Columbus, 
Ohio 

Wisconsin Ice and Coal Co., Milwaukee, 
Wisconsin 

Strauss-Frank Co., Houston, Texas 

Alamo Sales Co., San Antonio, Texas 

General Appliance Co., Denver, Colo. 

D'Elia Electric Co., Inc., Bridgeport, 
Conn. 

Goddard-Hottel Corp., 
D. C., and Baltimore, Md. 

Iceberg Equip. Sales Co., Chicago, Ill. 

Victor Shaw Co., Charlotte, N. C. 

Brooking Refrigeration Sales Co., Cleve- 
land, Ohio 

Sunset Electric Co., Portland, Ore., and 
Seattle, Wash. 

Cate-McLaurin Co., Columbia, S. C. 

Tenn. Valley Appliances, Inc., Memphis, 
Tenn. 

Ridgewood Fruit Industries, Inc., Win- 
chester, Va. 

Columbia Electric and Mfg. Co., Spokane, 
Wash. 

H. D. Smith Sales Co., Bluefield, W. Va. 

Reines- Freeman Distributors, Albany, 
N. Y. 

R. M. Flagg Co., Bangor, Maine 

20th Century Refrigeration Co., Cincin- 
nati, Ohio 

W. B. Haines, Food Machines, Dayton, 
Ohio 

Bandoli-Mcintyre Co., Los Angeles, Calif. 

Seneca Corp., Philadelphia, Pa. 

Motor Power Equipment Co., St. Paul, 
Minn. 

Toledo Merchandise Co., Toledo, Ohio 

W. T. Shackleford Co., Atlanta, Ga. 

Alford's Supplies, Albuquerque, New 
Mexico 

Rhoads Refrigeration and Store Equip- 
ment, Ft. Wayne, ind. 

Arthur Boot Co., Grand Rapids, Mich. 

James and Roach, Detroit, Mich. 

Johnson Furniture Co., Mitchell, South 
Dakota 


Washington, 


Cumberland Sales Co., Inc., Nashville, 
Tenn. 

Refrigeration Suppliers, Inc., Norfolk, 
Va. 

Lear, Inc. 
Nate Hast, merchandise manager oi 

the Lear home radio division of Lear. 


JUNE 1, 





Inc., has announced the appoint 
f the following distributor 


Midwest Furniture Distributors, Minne 
apolis, Minn. 


Hamilton Manufacturing Co. 


W. A. Friedrich, sales direct of 
the home appliance division, Hamilton 
Mig. Co Iwo Rivers, Wis 
announced the following distributors 


for Hamilton automatic clothes drvers 


B. H. Spinney Co., Albany, N. Y. 

Alford's Wholesale, Albuquerque, N. M 

Joseph M. Zamoiski Co., Baltimore, Md 

Steel City Supply Co., Inc., Birmingham 
Ala. 

W. Bergman Co., Inc., Buffalo 3, N. Y 

Northwest Supply Co., Butte, Mont. 

Cannon Distributing Co., Charleston 
S. C. 

Tri-State Supply Co., Chattanooge 2 
Tenn. 

The Sampson Co., Chicago 16, Ill. 

Strong, Carlisle & Hammond Co., Cleve 
land 13, Ohio 

Luethi & Welch, Inc., Columbus 15, Ohio 

Radio City Distributing Co., Dallas 2 
Texas 

The Auto Equipment Co., Denver, Colo. 

Schneiderhahn's, Inc., Des Moines, lowa 

Peninsular Distributing Co., Detroit 7 
Mich. 

Allied Appliance Distributors, Evansville 
Ind. 

Fargo Glass & Paint Co., Fargo, N. D 

Buhl Sons Co., Grand Rapids 2, Mich. 

Northwest Supply Co., Great Falls, Mont 

Northwest Supply Co., Helena, Mont. 

The Gibson Co., Indianapolis, Ind. 

The Southern Wholesalers, Jackson, Miss. 

Mayflower Sales Co., Kansas City, Mo 

Maytag-Atlantic Co., Inc., Long Island 
City |, N. Y. 

Sues-Young Co., Los Angeles 15, Cal. 

Bomar Manufacturing Co., Louisville, Ky 

Shobe, Inc., Memphis 3, Tenn. 

Roth Appliance Distributors, Milwau 
kee 4, Wis. 

Forster Distributing Co., Minneapolis 3 
Minn. 

Gambill Distributing Co., Nashville 3 
Tenn. 

Woodward-Wight Co., New Orleans 9 
La. 

Wm. Mee Co., Oklahoma City, Okla 

Major Appliance Co., Omaha 8, Neb. 

Pierce-Phelps, Inc., Philadelphia, Penn 

Gordon E. Wilkins, Inc., Phoenix, Ariz. 

J. A. Williams Co., Pittsburgh, Penn. 

F. B. Connelly Co. of Oregon, Port- 
land 9, Ore. 

Erskin-Healy, Inc., Rochester, N. Y. 

Mayflower Sales Co., St. Louis, Mo. 

Gordan E. Wilkins, Inc., Salt Lake City, 
Utah 

California Electric Supply Co., San 
Francisco 3, Cal. 

Broome Distributing Co., Scranton, Penn 

F. B. Connelly Co., Seattle 9, Wash. 

Dunckelman-Pace Co., Shreveport, La. 

Andrews & Medema, Inc., South Bend 4 
Ind. 

Columbia Electric & Manufacturing Co 
Spokane 8, Wash. 

B. H. Spinney Co., Springfield, Mass. 

B. H. Spinney Co., Syracuse, N. Y. 

Gulf Appliance Distributors, Inc., Tampa 
2, Fla. 

Columbia Wholesalers, Inc., 
ton, D. C. 

Mayflower Sales Co., Wichita 12, Kanse: 

York Supply Co., Cincinnati, Ohio 

York Supply Co., Dayton 2, Ohio 

Forster Distributing Company, Minne 
apolis 3, Minn. 


Washina 
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when vou Talk. 


pendix Radio 
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“What will | do with 
all my records?” 








OK! Even the SPACE-SAVER 
CONSOLETTE holds over 100 records 





Storage space for more than 10 
solid hours of record entertain- 
ment! Full automatic changer 
and Bendix Aviation Quality 
Chassis. There’s an easy to sell, 
market for 


ready-made Con- 


solettes. 








(BENDIX RADIO 
noe Ot I at Orr 


ulility, 


strable features that sell prospects .. . superlative 


radio or records. . 





compactness 


. backed by big time advertising. . . 


“I'd give plenty for a 
practical chair - side 
radio” 





LOQK! Here's the perfect answer 


the INVISIBLE RADIO with the 
SYMON PLL 


> MBE tii, BT Pe 
OCARRi wy: 
A companion for 


Radio’s most talked-of single 
feature turns demonstrations 
into sales in a mere matter of 
seconds —a complete demonstra- 
tion at the flick-of-a-switch! A 
beautiful drop leaf Sheraton end 
table conceals this magic radio. 


Bendix Aviation Quality Chassis in cabinets of 


demon- 
performance from 
it all adds up— 


and beauty... 


that for prestige, profit and permanence you Build Best With Bendix! 





SING 


1946 


“Why doesn't some one 
build a really portable 
table radio?” 





OK! Here’s the handiest 
able Model ever built 











any room of the lA q 
house—built-in “4 
concealed handle 4 
makes it a truly sa 2 
room-to-room portable. All’round 
one-piece plastic cabinet. A Ben- 
dix beauty that makes over-the- 
counter selling easy! 


ee 








AVIATION CORPORATION 


Bendix Radio Division = Bendix Aviation Corporation = Baltimore 4, Md. 


Be sure to visit the new Bendix Radio Exhibit during the Summer Market—5th floor American Furniture 
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Recordio sTORES... 











DEALERS—MAIL THIS TODAY! 


WILCOX-GAY CORPORATION 
oue, Michigar 


Cente € le ne if a RECORDIO opportunity 


ee TT 


RGC& 


When a quality-conscious public knows the line 
you carry is top-notch, you're busy from dawn to 
dusk...and that’s what a RECORDIO franchise 
means. It’s a proven, sound investment in fun, in 
excellence of performance, in simplicity of opera- 
tion, Anyone, six-year-olds or great grandma, 
can operate the recorder-radio-phonograph in all 
its magnificently performed functions. Sell all- 


family fun and you sell a winner. 


The new aluminum base RECORDIO DISCS, 
your customers will recognize instantly as finer, 
and RECORDIOPOINTS, both cutting and play- 
back, they'll ask for time and again... for such 
is RECORDIO quality. 


T.M. REG. U.S. PAT. OFF. 


RECORDING INSTRUMENTS FOR HOME, 
COMMERCIAL AND PROFESSIONAL USE 


WILCOX-GAY CORPORATION ¢ CHARLOTTE, MICH. 
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SHICK Shaverest Wall Holder 
Schick, Inc., Stamford, Conn. 


Device: Schick Shaverest wall holder 
designed to hold Shick shaver. 

Selling Features: Electrically oper- 
ated plastic holder, can be attached 
to any bathroom wall quickly into 
which Schick shaver fits snugly; an 
ample length of electric cord is 
reeled up inside extending to con- 
venient length for shaving; a touch 
of a button automatically reels up 
cord; when shaver is lifted from 
Shaverest current is automatically 
turned on, when shaver is replaced 
current is shut off; comes ready to 
be plugged into wall socket. 

Electrical Merchandising, June 1, 1946 














CIRCU-LECTRIC Heater 


Scientific Heater Co., Inc., 
5606 Sunset Bivd., Hollywood, Calif. 


Device: Circu-Lectric heater adapts 
jet propulsion principles to home 


heating. 


Selling Features: Built on same ther- 
modynamic principle as the jet 
engine—increased pressure of heated 
air which passes through a number 
of jets at high velocity; cold air is 
heated and expanded by an efficient 
element within an oven compartment 

-heated air is forced upward 
through 6 jets with a velocity equal 
or superior to that generated by a 
conventional fan-type heating unit; 
constant flow of heated air dissemi- 
nates healthful circulating heat to 
every part of room; no fan or other 
moving parts that require mainte- 
nance are contained within heater; 
silent in operation, no radio inter- 
ference; 1250-watt element gener- 
ates heat in oven compartment; outer 
jacket never becomes too warm to 


touch even though pressurized heat 
flows from jets at rate of 3400 Btu’s 
per hr. . . . cold air drawn by suc- 
tion between jet tubes and jacket 
cools outside of heater; operates on 
110-120 volts a.c.-d.c. 1250 watts; 
available in crackle finish of gray, 
brown or green with aluminum base 
and trim, handles of contrasting 
color; 20 in. high, 12 in. wide, 
weighs 74 lbs. 


Electrical Merchandising, June 1, 


1946. 











DEEPFREEZE Home Freezer 


Motor Products Corp., 2301 Davis St., 
North Chicago, lil. 


Device: Model A4-46 single unit 


Deepfreeze home freezer. 


Selling Features: Food cylinder has a 


diam. of 19-5/32 in. 22 in. deep; 3.66 
cu. ft. storage capacity, holds more 
than 125 lbs. assorted food; heavy 
gauge steel cylinder forms entire 
wall of food compartment in freezer 
unit—cylinder is refrigerated com- 
pletely from top to bottom with 
copper tubing—walls furnish 9.2 sq. 
ft. freezing surface; 1/5 h.p. com- 
pressor, and motor 110 volts a.c. 60 
cycle, assembled as single unit in 
hermetically sealed housing; 134 oz. 
Freon 12 refrigerant; 4 in. Balsam 
wood insulation; automatic tempera- 
ture control—thermostat adjustable 
for cabinet temperature of from zero 
degs. F to minus 10 degs. F; all 
steel, baked white enamel cabinet 
with stainless steel trim, newest type 
lightweight Panelyte lid; interior of 
food cylinder also finished in white 
enamel. 
Electrical Merchandising, June 1, 
1946. 
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ADMIRAL Range 


Admiral Corp., 3800 Cortland St., 
Chicago, I/II. 


Model ° R-2. 
Selling Features: Complete all-steel 


welded frame; porcelain enamel fin- 
ish; 3 T.K. tubular tyne surface 
units, 2-1250 watts, 1-2100 watts 
with “Flex-O-Heat” controls giving 
infinite temperature control; all con- 
trols on back panel for convenience; 
wide fluorescent lamp _ illuminates 
cooking surface; 7-qt. deep-well 
cooker; large oven; fully balanced 
oven door, 17 rack positions; 3 
“easy step” automatic timer making 
time and temperature of oven com- 
pletely automatic, and can also oper- 
ate one outlet or deep-well cooker; 
warmer compartment, 2 _ utensil 
drawers, chromium and gold trim; 
40 in. wide, 274 in. deep; 36 in. to 
cooking surface, and 49 in. overall 
height. 


Electrical coe meet June 1, 1946. 





SHEFFIELD Clock 
Sheffield Instrument Corp., Glendale, 
Colif. 
Device: “Grandson” table-size repro- 
duction of a rare old English grand- 
father clock. 


Selling Features: Magnetronic Move- 


ment—a patented device developed 
by Sheffield engineers while en- 
gaged in production of precision war 
instruments contains fewer moving 
parts than ordinary clock movement, 
has no fast rotary action and neces- 
sitates no motor or gear lubrication, 
has a life of 100 years and will give 
repair-free service, the manufactur- 
ers claim; incorporates for the first 
time the use of a pendulum with an 
electric clock motor; operates 
equally well on any cycle from 25 
cps to 125 cps; mahogany cabinet 
21 in. high. 

Electrical Merchandising, June 1, 1946. 





COROAIRE Furnace 


The Coroaire Heater Corp., 1422 Euclid 


Ave., Cleveland, O. 


Model: Coroaire 85-S-HB, Hi-Boy 


gas fired furnace. 


Selling Features: Forced air furnace 


and winter air conditioner, A.G.A. 
approved; outer cabinet blue Ham- 
merloid enamel; insulated; 85,000 
Btus; patented cast iron Venturi 
tube heat exchanger ; 46 Venturi tube 
air passages and 28 ft. inside flue 
travel; heavy gauge steel construc- 
tion; comes completely assembled 
for installation in utility room or 
basement. 

Controls: A.G.A. approved main 
shut-off valve, pressure regular, 
electric gas valve, automatic safety 
pilot, combination Hi-Limit and 
blower control; automatic humidi- 
fier, filter and wall thermostat. 


Electrical Merchandising, June 1}, 


1946. 

















THERMADOR Heater 


Thermador Electrical Mfg. Co., 5119 
District Blvd., Los Angeles, Calif. 


Device: Thermador “Longfella’” head- 
to-heels portable heater. 

Selling Features: Just over 3 ft. high, 
supported by sturdy base 10 in. in 
diam. provides head-to-heels warmth 
in small rooms and corners where 
space is restricted; easy to store 
when not in operation; light weight, 
weighs 6% Ibs.; 1320 watts; 120 
volts; a.c.-d.c.; safety grille and 
base construction makes it safe for 
use in playrooms and nurseries; Sun 
3ronze finish in lustrous Hammer- 
tone. 


Electrical Merchandising, June 1, 
1946 
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Le ELECTRIC COMPANY. INC 
aaeoe 


GRAYBAR BUILDING 
420 LEXINGTON AVENUE 
NEW YORK 17, N. ¥. 


TO EVERY ELFCTRICAL DEALER: 


You are going to witness the results of major developments in Graybar's 
Merchandising Department. These developments are part of a broad ex- 
pansion program which is based upon Graybar's determination to become 
the leading distributor of appliances and radios. Our plans — already 
in action -- cover every phase of your interests: 


1. MERCHANDISE -- For years, Graybar has distributed the leading lines 
of traffic appliances and will continue to do so. Additional franchises 
of major appliances have rounded out our capacity to provide to dealers 
a wide choice of popular lines. In home radio, particularly, we have 
made big strides in many territories; we have more lines, rapidly ex- 
panding facilities, and additional specialized manpower to help Grayber 
Gealers do more business in radio sets as well as in appliances. 


2. 





BUSINESS-BUILDING HELP -- The corps of Graybar Merchandising Special- 
iets has expanded greatly. These carefully selected men have had many 
years' experience in selling appliances and radios; they can give you 
real help in every phase of retail merchandising and store operation. 
Throughout the nation, Grayber-sponsored dealer meetings and intensified 
sales training programs are in action. Graybar Product Service Super- 
visors ~-- technical specialists -- are on the job to facilitate the 
servicing of customers' merchandise. Additional Graybar offices and 


warehouses are being opened to provide closer service to dealers in many 
areas, 


3+ POLICY -- We will continue our practice of selecting merchandise, 
franchising dealers, and rendering service with the Specific aim of 
building profitable, long range business -- for dealer, manufacturer, end 
distributor alike. Graybar is proud of its high reputation among dealers. 
Knowing that our future and theirs are interdependent, we shall continue 
to devote our interests and resources to their welfare. 


This is a big program, and we are carrying it out -- now. More than ever, 
therefore, you can count on Graybar for the best in appliances and 
radios, together with what it takes to move the goods on to the consumer. 


Sincerely, 





A. H. Nicoll 
President 
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NEW PRODUCTS 








MONITOR Space Heater 


Monitor Equipment Corp., 110 E. 42nd 
St., New York, N. 2 

Vodel: HES-A-1. - 
Selling Features: Gray crackle finish 
with chrome trim; 1320 watts; a.c. 
only; modern design; heat deflec- 
tor for circulation of heat or spot 


heat; on-off switch. 
Electrical Merchandising, June l, 
1946. 
v 

















ASTOR Heater 


‘on Products Mfg. Co., 35 Park Place, 
| one "oe York, N. Y. 


Device: No. 400 ae — 
7 Te »s: Equipped with safety 
“4 of poser, na that holds 
with bull-dog grip and cannot slip; 
1000 watts, a.c.-d.c.; 19% in. high, 
144 in. bowl. 
Electrical Merchandising, June 3 
1946. 














STEADI-GLO Waffle Iron 


Appliance Industries of America, 1830 N. 
Winchester, Chicago, Ill. 
Device: Steadi-Glo twin waffle iron 
model M-500. 
Selling Features: Two chromium 
units mounted on chrome tray with 
wooden handles; easy to clean, does 
not discolor with use; aluminum 
grids give steady, even baking heat 

for light, golden brown wales; 
| deep-well rims prevent overflow ol 
batter; 660-watts; 110-120 volts ; 
a.c.-d.c. 
Electrical Merchandising, June 1, 
| 1946 
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PIONEERS IN LOW TEMPERATURE + DESIGNING + ENGINEERING + MANUFACTURING »« CONSTRUCTION 


REFRIGERATION CORPORATION of AMERICA 


EXECUTIVE OFFICES 


NOMA BUILDING, 55 WEST 13th STREET FACTORIES 
NEW YORK 11, NEW YORK PERTH AMBOY, NEW JERSEY 


A Subsidiary of NOMA ELECTRIC CORPORATION, New York, N. Y. 
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A NEW APPLIANCE WITH MORE 
THAN NORMAL PROFITS FOR YOU! 


ALUMINUM 
ODOR FILTER 
for 
Refrigerators 


Protects butter, milk, ice 
cubes from “off taste”. state 
keep cantaloup, cheese, fish odors 
etc. from mingling. Thin aluminum 
wafer 13 inches long hooks flat un- 
der shelf. 


* MONEY BACK GUARANTEE! 


NAITOMAL ADVERTISING 


STARTING JUNE 1946 


Fresher Zone or a similar item will be 
factory equipment on some 1946 de 
luxe model refrigerators. You can in- 
stall a Fresher Zone in standard boxes 
to make de luxe models with more 
profits for you. 



















20 million old boxes need Fresher 
Zone. You can sell it for ice boxes, 
deep freeze units, and commercial in- 
stallations (meat markets, restaurants, 
grocery stores, etc.). 


You can get immediate attention with 
Fresher Zone as a canvassing item—to 






















pe DY help sell other items. Get set now to 
x\\aitit ° build Plus Profits with Fresher Zone. 
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VICTRON Ventilating Fans 


Victor Electric Products, Inc., 2950 Rob- 
ertson Ave., Cincinnati, O. 


Vodels: Ventilating fans for through- 
the-wall, steel casement, wood sash 
or ceiling installation. V186W and 
V1106 shown. 

Selling Features: Model V1106, newly 
designed grille blends with latest in- 
terior styling; grille easily remov- 
able for installation and cleaning; 
Victron motor, no radio interfer- 
ence; 600 cfm capacity; automatic 
synchronous operation of fan and 
shutter; completely weather-sealed; 
adaptable to any wall thickness. 

Model V186W for installation in 























window of wood sash type can be 
moved from house-to-house; quiet 
Victron motor, no radio interfer- 
ence; automatic synchronous opera- 
tion of fan and shutter; completely 
weather-sealed; flush mounting as- 
sures no interference with shades, 
venetian blinds or window action: 
450 cfm capacity; motor, blade and 
grille easily removed for cleaning. 
Electrical Merchandising, June 1, 1946 

















STEADI-GLO Warmer 


Appliance Industries of America, 1830 N. 
Winchester, Chicago, Iil. 


Device: Steadi-Glo food and bun 


Duo-Therm Div., 


Selling Features: Spun aluminum with 
heat-resistant plastic handles; keeps 
food at ready-to-serve temperatures 
for hours with minimum drying and 
flavor loss; contents rest on ridged 
bottom which catches juices—no 
hard-to-clean grilles or webbing: 
completely enclosed unit; 94x74 in., 


135-watts; 110-120 volts, a.c.-dic. 
Complete with cord. 
Electrical Merchandising, June 15, 


1946 





DUO-THERM Oil Space 
Heaters 


Motor Wheel 
Lansing, Mich. 


Corp., 


Models: Duo-Therm Hepplewhite and 


Chippendale fuel oil heaters. 


Selling Features: Equipped with pat- 


ented Duo-Therm dual chamber 
burner; available with or without 
Duo-Therm power-air blower that 
moves 300 cfm; may be attached to 
either side of heater; precision-built, 
welded steel heat chamber; waste 
stopper reduces chimney heat loss; 
fully-coordinated controls; easy-to- 
fill humidifiers; large capacity fuel 
tanks; rounded contours, low con- 
sole outline. 

Hepplewhite has Duo-tone walnut 
brown finish with large front radi- 








ant doors. Chippendale, light blonde 
furniture finish. 

Other models available in upright 
style heater are the Royal, Thrift 
and Radiant circulators. A new 
trailer heater, and “The Sportsman’ 
for cabins or similar small space 
heating requirements are also avail- 
able—“The Sportsman” finished in 
suntan brown enamel has a rating of 
20,000 Btus and will heat 2,000 cu. 
ft. space in sub-zero outside tem- 
perature. 


a 


warmer model H-800. Electrical Merchandising, June 1, 1946 
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. “Your knife and fork. sir” 


RS / ~ Prepare to sit down to a hearty known cure — ownership! That means L& H 
> oN bit of good eating—to a dish so =SALES. And L&H sales mean profits for mer- 
£ ™ delightful to look at and so down- chants who feature this fine line. 

> right satisfying to an eager Butter and syrup to go with this plateful of 


/ appetite, you'll be mighty glad you or- 
dered it. L&H has it stacked on the special dish. 
reserved for aggressive home appliance dealers. 


glamour? You bet! An aggressive sales and mer- 
chandizing program that goes right along with 
the main dish. Pick up your knife and fork, 


It’s as eye-inspiring as a stack of golden-brown tuck the napkin under your chin, give your 
wheat cakes —this L&H line of cooking and sales appetite the thrill of a mealtime. Just tell 
heating appliances. And the healthy hunger it us you're ready for some real he-man profit-feast- 
cultivates in your customers, calls for the only ing. We'll send you the appetizing L&H story. 


a, 


THE SHERIDAN ELECTRIC KEROGAS 
ELECTRIC RANGE WATER HEATER OIL RANGE 





A. 3. LINDEMANN & HOVERSON CO. 


MILWAUKEE 7, WISCONSIN 
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FLAMENOL' CORD \ 
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SCOTT Radio-Phonos 


Scott Radio Laboratories Inc., 4436 
Ravenswood Ave., Chicago, Ii. 


Models: Scott radio-phonograph ser- 
ies 800, featuring Scott radio control 
panel and cabinet designed by Walter 
Dorwin Teague. 

Selling Features: Chassis has 24 tubes 
on F. M. cycles and will cover the 
new band of 88 to 108 mes.; on 
A. M. it covers full broadcast band 
and the 19- 31- 25- and 49-meter 
bands on which principal shortwaves 
operate. 


Its use on an appliance 
helps carry a conviction of 


quality all the way through 





What's the biggest factor of sales resistance 


today in moving portable lamps, clocks, fans, 





and other traffic appliances of this class’ Dealers 
tell us it’s the buyers’ fear of ‘quality-skimping”’ 


that’s so prevalent today. 





But when appliances you sell are equipped with G-E Flamenol cords, 


vou have actual evidence to show sound value down to the last detail. 








You can take the cord out from hehind the back af the appliance and demon- Modern design cabinet of rift cal 
and gold; when right upper door is 
opened a roller track automatically 
moves chassis and control panel 
forward to a position of greater 
visibility and convenience for oper- 
ation; chassis can be extended still 
further by pressing a side button; 
chassis automatically retracts as cab 
inet door is closed. 
molded to the cord. Moisture-resistant and oil-resistant, the insulation For “Driver’s Seat” dial front, 
harmonizing woods are combined 
effectively providing distinctive 
background for 7 Teague-designed 
dials of chrome and Bakelite. 
Electrical Merchandising, June 1, 1946 


strate its superiority for long-term use. 
Flamenol cords have a smooth, durable finish that’s pleasant to 
handle. The standard ivory color harmonizes with the product. The 


molded plastic plug, in a modern, easy-to-pull design, is permanently 


won't grow brittle with age. 
When you're selling appliances, or buying them, consider how this 


quality cord set helps you please your customers. 











DU MONT Television Sets 


Allen B. Du Mont Laboratories Inc., 515 
Madison Ave., New York, N. Y. 





3. U.S. Pot. Off. 






Models DuMont Telesets: West- 
ces minster, Hampshire, Sherwood. 


; 7" Plymouth, Revere, Devonshire and 
ENERAL @ ELECTRIC. 
= a 7.4 , rs 
» ; s ~~ " J 


™ 


Selling Features: De Mont “20-20 
teleVision” with direct-view pictures 
in cabinets designed by Herbert 
Rosengren; “Inductuner” gives in- 


Hollywood. 





sy gal 
ps A aS , 
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stant and accurate tuning oi all t 
vision and FM bands; use 42 vac 
tubes including cathode-ray tube. 
Westminster RA 101-A]1, 20 in. tubx 
AM, FM, short wave; provides 18 
in. picture embodied in disappearing 
screen; high fidelity phonograph 
with automatic record changer 
handling mixed 10 and 12 in. records 
and general record album space: 
period design cabinet in walnut or 
mahogany. 

Hampshire, RA 101-A2, same fea- 
tures as Westminster in blond hard- 
wood cabinet with natural leather 
trim. 

Sherwood, RA 101-A3, 15 in. tube 
AM and FM; direct-view screen 
13 in. wide mounted in permanent 
viewing position with “home tele- 
theatre” framing phonograph and 
record changer for 10 and 12 in. 
discs. 

Plymouth, RA 101-A4, same fea- 
tures as Sherwood, Devonshire and 
Revere with cabinet of Colonial de- 
sign of knotty pine. 

Revere, RA 101-A5, same as Sher- 
wood and Devonshire in Colonial 
design of rock maple. 

Devonshire, RA 101-A6, same as 
Sherwood in blond hardwood ar 
natural leather trim. 

Hollywood, RA 102-A1, 12 tube an 
AM; with a direct-view screen 102 
in. wide; period design cabinet 
walnut and mahogany. 

lectrical Mevctngicing, June 1, 194¢ 





G-E Self-Charging Radio 


General Electric Co., Receiver Div., 
Bridgeport, Conn. 


Device: Self-charging portable radio 


available in 2 models—No. 250 for 
standard broadcast reception; and 
No. 260 for standard and 5 short- 
wave bands. 


Selling Features: Powered by a 2-volt 


leak-proof storage battery; plays for 
20 hrs. on single charge; battery 
can be recharged by plugging into 
ordinary a.c. current; weighs about 
20 Ibs. 

Model 250 standard broadcast, has 
5-tubes in addition to a disc-type 
battery charger; no rectifier tube is 
used or needed; equipped with a 
3-gang condenser; Alnico 5-inch 
speaker; 3-way tone control; long- 
range antenna is built into case. 
Model 260 standard broadcast and 5 
short-wave bands, has 6-tubes in 
addition to disc-type battery charger 
—no rectifier tube is used; 3-gang 
condenser; Alnico speaker; 3-way 
tone control; controls operate by 12 
push buttons; built-in long range 
antenna with a removable loop an- 
tenna for use in difficult reception 
places. 

Sturdy die-cast construction de- 
signed to stand up out-of-doors; 
scratch resistant finishes give ap- 
pearance of stylish luggage. 


Electrical Merchandising, June 1, 1946 
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To fight famine... Bees! 


Pathetic paradox . . . cereals which might save the lives of war sufferers are fed to 

animals to save our meat and milk supply . .. grain is sacrificed because we lack 

grass! Legumes which support animals and sustain soil were supplanted by food 

crops in the wartime years. And now with a world shortage, legume seeds 
are scarce, and peak priced! 

Rather than wait for the professional seedsmen to catch up with 

demand... SuccessFuL FARMING recommends one of agriculture’s 


ww 
eZ oldest aids, urges as a critical crop—BEES . . . potent pollenizers 
which can add as much as 400 Ibs. of seed (worth $24-$30) per 
-¥ . acre of clover, plus the extra crop of honey and wax... And in 
we its May issue, gives a short course in Fabre with photographs in 
Ps full-color, to encourage farmers to adopt beehives as standard 

equipment for years to come! 

“Tet’s Put The Bee On Your Business” .. . page 28 of the May issu: 
.. is interesting reading for anybody ... for electrical appliance men is 








evidence of SF’s editorial policy in action. Practical, timely, profit-wise, 
serving the best farmers in the country, SuccessruL Farina holds the 
interest and support of a million-plus farm families—in the first farm 


market, and one of the best appliance markets in the world today! 


Back on the farm!... survey 
shows 60% of priority certificates for 
new farm machinery going to vets 
. . . indicates ex-G.I.’s want jobs in 
an industry they can own!.. .““The 


, 





Farmer’s Washington”’... page 16. 








Weed ’em and reap!... weeds cost 
U.S. farmer $450 a year, were biggest crop 
in one state.. .““Don’t Plant Weeds!”’... 
page 24...urges use of cleaned, tested seed. 










Also eee More Feed from Cow Pastures”... ““A Peek at Pig 
Nutrition” . . . twenty-four other timely topics . . . farm articles 
which make SF first among the first farmers in the best farm territory 
... farmers with the largest investments, most advanced methods, highest 







yields, largest cash incomes, widest interests... the best buyers anywhere 








and pre-sold on appliances and power! For full facts ...ask any office 
. «» SUCCESSFUL FARMING, Des Moines, New York, Chicago, Detroit, Atlanta, 
Cleveland, San Francisco, Los Angeles. 
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can be plugged into ac., d.c. whe 
slectricity is available ; electronic cir 
cuit and large P. M. dynami 
speaker reproduces music in 
tones with aid of 3-gang conden 
with RF stage; large slide-rule dia 
for glider tuning; automatic volum 
‘control; 1000 hr. battery pack « 
losed in cabinet which is styled 
walnut with stained trimmings a 
grille 

Flectrica Verchandising lime 
104¢ 














HAT-BOX Phonograph 
Lewyt Corp., 136 Broadway, Brooklyn 
N. Y. 





Device: Lewyt phonograph with 
tube amplifier specially designed ir 
standard size hat box carrying cas« 
with high luster black plastic cove: 
trimmed in russet leather, saddle 
stitched 

lectrical Merchandisina, Tune 1, 194¢ 
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MICRO-SONIC Record 
Changer 


Micro-Sonic Corp. 44 W. 18th St. 
New York City 


Device: Micro-Sonic automati 
changers. 

yelling Features: 10-and 12-in. records 
may be played intermixed; offset 
pick-up head for precise tracking 
loes not fall into place, but is gently 
placed, mechanically into outermost 
record groove; positive, fool-proot 
selection of 10 and 12 in. records by 
2 selecting mechanisms; straight 














oe spindle prevents record chewing and 

GAROD Radio-Phono distortion; record drops by automati 
Garod Radio Corp., 70 Washington St. cally controlled mechanism; supe: 
Brooklyn, N. Y. heavy-duty motor; governor regu 


lates speed of motor; heavy 12-in 


. iS hye o-rz ° 
Model: Garod 6DPS phono-radic turntable; plated changing mechan 


Yelling Features: “Tonalizer” circuit ism remains rust-proof, jam-free 
utilizes 6 multi-purpose tubes for and silent 
good reception, tone and selectivity Klectrical Merchandising lune 
vith power to spare; oversize audi 194¢ 


,torium speaker insures good tonal re 

production ; behind righthand drawer 
are located the volume control, tone v 
control, tuning control, band control 
for broadcast, shortwave and phono; 
left-hand drawer contains “Hide-A 
Way” record changer which plays 
10-12 in. or 12-10 in. records in 
single loading; cabinets available in 
2-tone walnut, mahogany and 
bleached mahogany; record storage 
albums supplied at no extra cost 
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PREMIER Radio 


Premier Crystal Laboratories, Inc., 53-63 
Park Row, New York, N. Y. 


Model: No. 15, 5-tube superhet ax 
d.c. 








Selling Features: 3-dimensional, 3 


- color inclined dial with edge light 
GAROD Farm Radio ing; Alnico speaker; massive hard 
Gared Radio Corp., 70 Washington St. wood cabinet to improve tone qual 


Brooklyn, N. Y. ity; ample reserve power gives finer 

— ignas tone at higher volume levels. 

Model 6F-1 “Esquire” farm receiver Electrical Merchandising, June | 
slling Features: 6-tube battery model 1946 
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MONnARCH’S DEEP-HEET COOKER 





Monarch builds the only cooker with 
SIDE application of heat. Side heat 


maintains uniform temperatures 
top to bottom. Cooking is 
faster — tenderizing is 
more thorough — food 


is baked, not stewed. ? 


It makes a real ? 
DIFFERENCE! ? 

















If it’s a Side-Heat Cooker 
it’sa MONARCH! 
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CTUALLY, Monarch’s 
*‘Deep-Heet’’ Cooker is a 
small surface OVEN. It saves 
using the regular large oven for 
many baking operations. Women 
instantly grasp the advantage of 
side heat application — under- 


stand why it is more efficient than 
bottom heat. Thus it is easy for 
Monarch dealers to capitalize on 
this exclusive electric range fea- 
ture. Standard equipment on 


Model FI56PC. 


MALLEABLE IRON RANGE CO. 
366 Lake Street 


Beaver Dam, Wis. 


RANGES AND HEATERS 


» 


is DIFFERENT 
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Sylvania Electric Products, Inc. 


Boston’s history-steeped old Parker 
House hotel was the scene of the writ- 
ing of a new page in American indus- 


























\ Uy trial history recently when Don G. 
Uy Mitchell, former executive vice-presi- 
—— 
j 
= 
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cnoM THIS SUmmen ss NATION- 

| 
widDE HOME Byrining BOOM! 
THOUSANDS OF NEW HOMES TO BE WARM- dent of Sylvania Electric Products 


Co. was elected to the presidency by 
AIR HEATED ARE “HOT” PROSPECTS FOR the board of directors. At the same 
Ap) AUTOMATIC HEAT REGULATOR SETS 


DON G. MITCHELL 


time Walter E. Poor, president since 
1943, was elevated to chairman of the 
board. Forty-one year old Mitchell 


A GOLDEN HARVEST of profits await you if you aggressively 
promote the installation of the efficient fuel-saving, A-P 
Automatic Heat Regulator Set in new homes now being 


built everywhere in your community. 


All of the homes, if heated by a central heating unit, whether 


furnace or boiler, need the comfort of evenly controlled, 
economical heating assured by this performance-proven A-P 


Regulator Set because it automatically prevents fuel waste. 


In addition to new homes, you can build customer good-will 
by installing the A-P Automatic Heat Regulator Set in all 
homes now heated with either furnaces or boilers but not 





WALTER E. POOR 


equipped with economical luxury of fully automatic control. 
THREE UNITS 


That Sove Fue! and 
Cut Heating 
T Costs .. 


A-P Thermostat A-P Limit Control 


is one of the country’s youngest presi- 
dents of a major corporation. 

Before joining the $126,000,000-a- 
year concern in 1942 he was affiliated in 
top sales capacities with McGraw- 
Hill Publishing Co., American Can 
Co., Marshall Field and Co., and the 
Pepsi-Cola Co. He is a member of 
the board of directors of the American 
Management Association, a vice-presi- 
lent of the Sales Executive Club of 








A-P Damper Regulator New York, and has been active in 
Actustes demeer renuicter Prevents furnace or boiler Actuated by Thermostot and the National Association of Manufac- 
floats’” the fire, controls heat from overshooting room Limit Control, opens and turers and the American Marketing 
room temperoture within | thermostat setting Adjust- closes check and draft Association 
of the setting able to meet all conditions dampers 

™—— 
COMPLETE INSTALLATION SALES HELPS — Display PRODUCTION AND DELIV 
KIT contains pulleys, Cards, colored Presentation ERIES ore now back to 
screws conductor cable, Books, Consumer Folders, normal. Keep well stocked 
staples, chain ond trons- Newspaper Mots — furnished to serve customers Estate Stove Co. 
former vpon request promptly 

A. S. C. Bernhardt has resigned his 








position as vice-president of the Estate 
Stove Co., Hamilton, Ohio. The 
reason for the decision was not stated 
by Mr. Bernhardt nor did he reveal 
his future plans. He had joined the 
firm in 1930 as sales manager and in 
1938 became general sales manager. 
He was elected vice-president in charge 
of sales in 1943 


AUTOMATIC PRODUCS COMPANY 


Milwaukee 10, Wisconsin 


Or C North Thirty-Second Street, 


FOR HEATING AIR CONDITIONING REFRIGERATION 
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Pressed Steel Car Co., Inc. 


A. Raysson, general sales manager 
of the domestic appliance division of 
the Pressed Steel Car Co., Inc., has 
announced the appointment of Roy 
Hert as supervisor of advertising and 





ROY HERT 


sales promotion for Presteline major 
household appliances. Mr. Hert has 
been employed by Westinghouse as 
director of advertising, sales promo- 
tion and sales training on water heat- 
ers and dishwashers and by Frigidaire 





J. B. BLANTON 


as responsible for national sales pro- 
motions. At one time he was in 
charge of hearing aid promotion for 
Zenith, 

J. B. Blanton has been appointed as- 
sistant general sales manager for 
home appliances. He was formerly 
employed by Management Engineering 
Co. where he was head of sales, mer- 
chandising and development engineer- 
ing. During the war he was loaned 
to the War Manpower Commission as 
head of sales promotion and later 
headed the program development for 
training within industry. 


Deepfreeze Division, 
Motor Products Corp. 


Donald L. Davison has been named 
eastern regional sales manager for the 
Deepfreeze Division of the Motor 
Products Corp. by F. F. Duggan, gen- 
eral sales manager. During the war 
Mr. Davison operated as a manufac- 
turer’s agent and prior to hostilities 
was employed variously by Westing- 
house and Crosley. 


1946—ELECTRICAL MERCHANDISING 


§ 
t 
§ 










































and 


jor 
1as 
10- 


at 
ire 











will the Model™ 


Nathan Bedford Forrest, famous cavalry 
general of the War between the States 


Perhaps General Forrest never made the statement 
above, so popularly attributed to him as his way of 
winning his smashing victories. 

But don’t those words embody a quality of 
leadership that make a man, an army, or a product 
a winner in the field? 


In the home freezer market, for example, the 
Deepfreeze home freezer long ago got there ‘‘fustest 
with the mostest.”’ 


Deepfreeze pioneered in home freezers as early 
as 1938. More Deepfreeze home freezers have been 
sold than any other brand. The Deepfreeze home 
freezer is tried and tested. It has won the en- 
thusiastic support of thousands of owners. 


That’s why Deepfreeze is the greatest name in 
home freezers today. It is the talked-about home 
freezer. It’s the home freezer easiest to sell because 
it’s the best known. Millions recognize the leader- 
ship of Deepfreeze home freezers, and the name 
‘‘Deepfreeze”’ stands for the home freezer they want. 


Remember, Deepfreeze is an exclusive, fully 
protected brand name. It is registered in the U. S. 
Patent Office. 


The name Deepfreeze can be used only 
by dealers selling the one- 
and-only Deepfreeze home 
freezer, made only by the 
Deepfreeze Division of the 
Motor ProductsCorporation. 


Take advantage of this 
acknowledged leadership,and 
make the name Deepfreeze 
work for you. 


— 4 


MODEL A4-46 


Deenireeze 


TRADE-MARK REG. U.S. PAT. OFF 


the Calhed-aboul Aine ecegor 


DEEPFREEZE DIVISION + MOTOR PRODUCTS CORPORATION + NORTH CHICAGO, ILLINOIS 
Visit our display in Rooms 1447-48, The Merchandise Mart, Chicago, during the International Home Furnishings Market, July 8-20, 1946. 
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MODEL B9-46 
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LOOK AT ALL THESE SELLING FEATURES! 


Freezes food and stores it in perfect condition until ready for serving. 
Adjustable temperature control provides —10° F. for fast freezing, 
0° F. for safe storage. Every inch of interior wall is freezing surface. 
Practical, tested sizes: big, popular-size Model B9-46 has capacity of 
9.2 cubic feet (holds more than 320 pounds of assorted foods). 
Economy-size Model A4-46 has capacity of 3.6 cubic feet (holds 
more than 125 pounds of assorted foods). 

Complete sales training program available for dealers—focused on 
retail selling and profits. 


rj 


Be the leader in your community—sell the leader in home freezers. 
For complete details on the Deepfreeze home freezer franchise, write 
Dept. EM-66 today. 
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WATCH HER GO MISTY-EYED 
when you smuggle in a new 
Hamilton Beach Cylinder-Type 
Cleaner. A four-wheeled whirl- 
wind on dirt. Sprays floor pol- 
ish, paint, insecticide—and it’s 
just what she’s always wanted! 
Light, swivel-necked nozzle 
squirms into close quarters— 
does all the stooping and squat- 
ting, too. Saves time . . . saves 
work ... saves her! 


























MAKE A WIT. Head home, happily, 
with a handsome new Hamilton Beach 
Food Mixer. Beats everything for 
getting her out of the kitchen earlier 
and oftener! One-hand portable 
beater zips out zesty dishes anywhere 
—on the stand, at a table, at the 
range. She's yearned for an easicr, 
faster way to fix tastier foods. With 
finger-tip control—this is it! 





















J OR, GET IN RIGHT with this Hamilton Beach 
Upright Cleaner. A free-wheeling featherweight 
to liftand move. Has a headlight that discovers 
dark-corner dirt . . . a triple-action floor nozzle 
that beats and sweeps with high-powered suc- 
tion to overpower rug-hugging hair, lint, thread. 
it’s adjustable, by tiptoe, to five positions for 
long or short nap rugs. She’s longed for this! 
At your dealer's now, or shortly. Order today 
and get yours sooner. Hamilton Beach Com- 
pany, Division of Scoviil Manufacturing Co., 
Racine, Wis. 


HAMILTON BEACH 


FOR COOKING SPEED... 
AND CLEANING EASE! 
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can't miss 


with our 


flealers, 
either! 


We're talking about the 
sales advantages of Ham- 
ilton Beach Food Mixers 
and Vacuum Cleaners... 
the plus points that mean 
profit for you. 

One good look at the 
ad on your left will show 
you how those selling fea- 
tures are being explained 
to your prospects, now. 

It’s part of a consistent 
advertising campaign in 
national magazines that 
is making your Hamilton 
Beach dealership more 
valuable to you than ever 
before. 


JUNE 1, 





Army personnel. 
from the Universal Cooler Corp. 


Admiral Corp. 


The Admiral Corp. has announced 
the appointment of Paul R. Dye as 


regional manager for all Admira 





PAUL R, DYE 


products. Mr, Dye was formerly sales 
manager of the Taylor Electric Co. 
radio and appliance distributors in 
Milwaukee 


General Electric Supply Corp. 


L. M. Burdick has been appointed 
district manager of the General Elec- 
tric Supply Corp.’s branch in Denver, 
Colo., replacing W. O. Smith, who 
died recently. Prior to Mr. Burdick’s 
new appointment he was manager in 


Butte and his position there will be 
filled by J. L. Fahey. 
H. M. Hitt, formerly district serv- 


ice manager for the General Electric 
Supply Corp., San Francisco, has been 
appointed manager of radio sales, ac- 
cording to a recent announcement by 
C. W. Goodwin, Jr., district manager 
Mr. Hitt joins the firm’s appliance 
sales division which is in charge of 
B. W. Reynolds. J. B. Baker replaces 
Mr. Hitt as service manager. 


Iceberg Refrigerated 
Locker Systems, Inc. 


Jack Baragar has been named serv- 
ice manager for Iceberg Refrigerated 
Locker Systems, Inc. During his 
twelve years in the refrigeration in- 
dustry he has been a commercial serv- 
ice engineer, service manager, appli- 





JACK BARAGAR 


cation and field engineer, and an in- 


structor in refrigeration schools for 
He joined Iceberg 
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| sew POSITIONS 


international Detrola Corp. 


jarley R. Wall, former Michigan 
ced tate radio sales manager for the 
; as International Detrola Corp., has been 
ira sppointed by George E. Bodem, vice- 
resident in charge of sales, to the 
osition of sales manager for all home 
idios. Mr. Wall will supervise sales 

national accounts which market 
radios as well as directing distribu- 
tion of the Detrola line which is re- 
tricted to Michigan 












Mr. Deale 


sell a product 





EQUIPPED WITH 


HARLEY R. WALL 


66 4.) 
ted Fleming W. Johnson, vice-presi- etroit 
ec- fent in charge of manufacturing, has 


er, announced the appointment of Joseph 
rhe E. Ruder as director of purchases for 
k’s the radio division. Mr. Ruder, suc- 
eeding Richard W. Wann, resigned, | 
1 has had more than eleven years of 











Space heaters — small furnaces — ranges — 


radio purchasing experience. He 
+i pein eee pe | water heaters—oil fired and equipped with 
i asing age 
en "Detroit" Float Valves are fast movers. 
ic 
by 
es Coolerator Co. They give the user the advantages and comfort 
ac A new assistant sales manager and of automatic oil heat. 
uur new district managers have been 
© appointed by the Coolerator Co., 
Duluth, Minn. “Detroit” Float Valves help make them thor- 


Wayne G. Wicklund, formerly in the " : . 
oughly reliable and satisfactory—assuring the 


steady even fuel flow so important to good 
heater operation. 

























v- 
ed 
iis "Detroit" Float Valves are simple in construc- 
n- . . . 
. tion—effective—rarely need attention; and 
- when they do, are easy to clean and service. For nearly 20 years Detroit Lubri- 
cator Company has produced “De- 
They compensate automatically for change in troit” Safety Float Valves to the 
oil viscosity due to change in oil temperature. highest standard. A "Detroit" 
ies ar Valve on a heating unit is evidence 
| Specify "Detroit Float Valves. that only the best is offered. 
W. 6. WICKLUND 
| 
ympany’s experimental department, 
now holds the post of assistant sales biel alle % Oey: “aes ? : r ee ee ke ee Des ee CS “y 
manager. } 
The four district managers are H. L. Detroit Lusricator ( OMPANY General Offices: 5900 TRUMBULL AVENUE 
Vaughan, who will work in four south- DETROIT 8, MICHIGAN 
ern states; Leonard M. King, former a e. 
Navy lieutenant, now covering Indi- ‘ Division of American Rapiator & Standard Sanitary CORPORATION : 
ana and parts of Ohio and Ken- E fs Canadien Representatives — RAILWAY AND ENGINEERING SPECIALTIES LIMITED, MONTREAL, TORONTO, WINNIPEG 
tucky ; Norman A. Peterson, selling in 
. Kansas, Missouri and Illinois; and “Dowel” Heating and Refrigeration Controls * Engine Safety Controls © Safety Float Valves and Oil Burner 
= James J. Laundergan, ex-Marine, dis- ee ete Valves and Refrigeration Accessories © Stationery and Lecomotive§ | 
; trict manager in central Ohio, western Fs é, uae Aebricators: ; 
. Pennsylvania and West Virginia. Me ee Se oe Oe ee NE Te | 
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1F YOU WANT TO MAKE 
More Money 


BE THE 


BURKS DEALER 


With all the advantages of the 
BURKS Dealership in your favor, you 
are in position to make a greater net 
profit in the water system business. 


ONLY BURKS DEALERS HAVE 
ALL THESE IMPORTANT ADVANTAGES 


® Practically no “profit-eating” 
call backs after a system is in- 
stalled. 


@ Complete line of BURKS Super 
Turbine shallow well systems. All 
equipped with LIFE-LOK to give 
them longer life than competitive 
systems. 


® Complete line of Deep Well Sys- 
tems—both turbine and vertical 
centrifugal types. Lift water 210 
feet. 


® Year around backing of national 
advertising. 


@ Constant help of effective local 
advertising. 


®@ Sales features, exclusively engi- 
neered into BURKS Water Sys- 
tems, that clinch sales. 


@ 100% backing of the company. 
Write today for complete details 


about the BURKS Dealership in 
your locality. 





DECATUR PUMP COMPANY 20255 Sapes Terhine 


e 
Decatur 70, Ili. ae 


51 Elk S¢. 





BACKS UP: 
THE DEALER’ 


tl 
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Solar Electric Corp. 


B. H. Taylor, president of Solar 
Electric Corp., Warren, Pa., manu- 
facturers of incandescent lamps, re- 
cently announced the appointment of 
Nicholas L. Neuman as general sales 
manager. Mr. Neuman will be in 





N. L. NEUMAN 


harge of all sales, sales promotion 
publicity, and merchandising activi- 
ties of the company from offices at 110 
William St., New York City. 


Raytheon Manufacturing Co. 


Sales manager of the replacement 
tube department of the Raytheon 
Manufacturing Co. is now John L. 
Brown, whose appointment was re- 
cently announced by L. R. O’Brien, 
general sales manager of the radio re- 
ceiving tube division. During the war 
Mr. Brown was a Navy lieutenant 
commander and prior to hostilities was 
in charge of regional activities at Day- 
ton, Ohio, for Zenith Radio Corp. 
He has also been employed by Radio 
Corp. of America and Philco 


Orley Freezers, Inc. 


New executive vice-president of 
Orley Freezers, Inc., is Charles W. 
Stillman, former Canadian and Euro- 
pean sales manager for the Carrier 
Corp. Earlier he had been director of 
foreign sales for Greenspot, Inc. He 
was the developer of the first choco- 
late drink, “Stillicious,” and assisted 
in the development of flash pasteuriza- 
tion. In his new capacity he will 
direct the sales and promotion of the 
Orley freezer. 





Cc. W. STILLMAN 
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Lovell Manufacturing Co. 


W. Jacques Schuler has been a 
pointed sales manager of the Love 
Manufacturing Co., Erie, Pa., | 
Edward C. Doll, executive vice-pres 
dent. Mr. Lovell joined the sale. 
department of the 64 year-old firm 





W. J. SCHULER 


1929. Previously he was associated 
with Fayette R. Plumb, Inc., Phila 
delphia. The Lovell Co. builds power 
driven wringers. 


Eureka Williams Corp. 


J. H. Connolly, New England 
regional manager for the Eureka divi- 
sion of the Eureka Williams Corp., 
has announced the appointment of Otto 
Bohlander as manager of the Boston 
branch office and Charles Sweeney as 
district manager for the Boston area 
Mr. Bohlander joined the firm in 1945 
while Mr. Sweeney, just released from 
the armed forces, is a Eureka employee 
nf seven years’ standing 


Cleveland Electric Illuminating Co. 


J. E. North, general sales manager 
of the Cleveland Electric Illuminating 
Co., has announced the appointment ot 
F. A. Kolb as assistant general sales 
manager. Mr. Kolb, manager of com- 
mercial sales since 1944, joined the 
firm from the Duquesne Light Co 
where he was director of commercial 
sales. He was secretary of the Elec- 
tric League of Western Pennsylvania 
for three years and has been active o1 
committees of the Pennsylvania Elec- 
tric Association and the Edison Elec- 
tric Institute. 





P. A. KOLB 
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General Electric Co. 


Fred A. Parnell, a recent account 
executive with the Maxon, Inc., adver- 
tising agency in New York, has been 
ippointed advertising and sales pro- 
motion manager of the receiver divi- 
sion in Bridgeport of the General 
Electric Co. Announcement of the 
ippointment was made by Paul L 
Chamberlain, sales manager for the 
livision. Prior to joining Maxon 





F_ A. PARNELL 


where he supervised G-E advertising, 
Mr. Parnell was a G-E employee for 
12 years in various advertising and 
sales capacities, serving as sales man- 
ager of the conduit and wire sections, 
promotion director for the G-E Home 
Bureau, and advertising manager of 
the construction materials division. 

Homer A. Pritchard has been ap- 
pointed Great Lakes district repre- 
sentative for G-E automatic blankets 
and vacuum cleanet 
nounced by R. A. Buescher, district 
manager. Mr. Pritchard was recently 
engaged in market research for the 
company. 


s, it has been an- 


Lillian Eddy Returns 


Miss Lillian E. Eddy, identified for 
many years as a leading home light 
ing specialist, has rejoined the staff 
of the Atlantic sales district of G-E’s 
Lamp Department in New York City 
She was absent from her lighting 
activities during the war years while 
she was following her husband, a 
radar expert, around the country. Her 
activities in New York will include the 
design of lighting installations and 
assistance to manufacturers, deco- 
rators, and architects. She will als 





LILLIAN EDDY 


train home lighting advisers and pre- 
pare papers and lectures on home 
lighting. 
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Camco Products, Inc., deserves the credit 
for a mighty appealing postwar appliance 
idea in this “Cloverleaf” Electric Table 
Range. “Bring it to the table,” says Camco, 
“fora quick luncheon or to cook a complete 
meal! It’s good-looking, light, easy to 
clean and to fold and stow away when 
not in use....” 

Back of those sales advantages an alert 
appliance manufacturer will detect a metal 
*“Good- 


That ideal appliance 


that deserves a little credit, too. 
looking? Light?” 
combination calls for Aleoa Aluminum. 
“Easy to clean...” that says, alumi- 
num, too! 

But one of aluminum’s big advantages 
to Camco, that you might overlook alto- 
gether, is the ease with which this modern 


metal is formed to make the “Cloverleaf” 





Range. It’s as easy on the forming dies as 
it is on the eyes—a big advantage of Alcoa 
Aluminum when you want to turn modern 
ideas into metal—quick. 

ALUMINUM COMPANY OF AMERICA. 
1860 Gulf Building, Pittsburgh 19, Penn- 


sylvania. Sales offices in principal cities. 


1 \ Hecey:\ ALUMINUM 
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Ever consider how much 


you’re in the steel business? 


Take a look at one of your washing machines, ranges, or home 
on freezers. By far the greater part of it is made of iron or steel 
sheets. This means that the appliance is actually no better than 
the sheet metal in it. You can see from this that the kind of 
metal used is important to the reputation of your store. 


Your customers are familiar with the quality of Armco metals 
— through 32 consecutive years of Armco advertising in popular 
magazines. They have discovered that the finest porcelain 
enameled appliances have a special metal base of Armco 
Enameling Iron. More recently they have learned that leading 
manufacturers are using Armco Galvanized Pamrcrir—the 
special paint-holding sheet steel—for vital parts of washing 
machines, laundry dryers, ironers and home-freezers that are 
painted. 








Yes, you've probably sold hundreds or even thousands of 
c~ tons of sheet steel without realizing it. Much depends on the 
quality of that steel—whether it was made especially for the 
purpose. This is what the Armco triangle trademark assures 
a | you and your customers. It’s a trusted name in steel. The 
— —— American Rolling Mill Company, 101 Curtis Street, Middletown. 

Ohio. Export: The Armco International Corporation. 


The American Rolling Mill Company ¢ Special-Purpose Sheet Steels 
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Electromaster, Inc. 


Gerald Hulett, vice-president of 
Electromaster, Inc., has revealed the 
appointment of Fred C. Stevenson as 
district manager for Michigan with 
headquarters in Detroit. Mr. Steven 














































FC. STEVENSON 






son, recent captain in the Army, was 
for seven years prior to the war a 
sales supervisor for Detroit Edison 
Before that he had accumulated five 
years as an appliance salesman for 
the same company 





Free Sewing Machine Co. 


Alfred D. Clark has been appointed 
district manager in Kansas City for 
the Free Sewing Machine Co., Rock 
ford, Ill., by L. Edward LeVee, vice 





president in charge of sales. Mr 
Clark will have charge of both the 
ALFRED D. CLARK : 





New Home division and the Free 
Westinghouse division and will cover 
South Dakota, Nebraska, Iowa, west 
ern Missouri, Kansas, Oklahoma, 
Texas, Louisiana, Arkansas, and 
Mississippi. 


Westinghouse Electric Corp. 


Captain Ronald T. Strong has re- 
joined Westinghouse Electric Corp. as 
manager of the San Diego office. Re- 
called to active duty in the Navy in 
1941 and assigned to the amphibious 
forces in 1942, he later served as super-. 
vising beachmaster in assaults on Attu, 
Kiska, Kwajalein, Guam, and Leyte. 
He was awarded the Legion of Merit 
and the Bronze Star. 
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Com sthu ction 


Efficient 


Appearance 


Heats a Day’s Supply of Water While Electric Rates Are Lowest! 


ELECTRICAL 
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1] Patented ‘‘Even-Heat"’ coil insures over-all, all-at- 
once broiling. Quick, simple and convenient. 


e New, specially-designed all Aluminum Drip Rack. 
©) Well-tree Sizzle Platter, ideal for table service. 

© Broils without smoke, muss or fussing over a hot stove. 
© E-Z lock-device for removing coil unit for cleaning. 
© Non-heat-conducting bakelite handle and legs. 


ee Safety hinge permits easy removal of top—locks into 
position when top is raised for table service. 


@ Two-heat control for broiling to required taste. 


Yes, feature for feature, your customer is sold 
by the unparalleled value of the HOLLIWOOD ... 
Merchandise the best buy in broilers for volume sales and 
unquestioned customer satisfaction. 


1 auumin 


ve 
whe 


FINDERS MFG. CO. 3669 So. Michigan Ave 


you cum a Molliwood. beat" 


‘You own the 
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FIRST CLASS: The first class of more than 200 distributor's service representatives 
who will take the Coleman Co's. Installation and Service School in Wichita, Kansas, 
this year, goes to work on gas floor furnaces. Under tutelage of J. D. Eckles, man- 
ager of the major appliance division, classes attended school for five days, hear 
lectures by service engineers and try their skill on “live models. 








DEPARTMENT STORES 





Baxter to Burdine's 
to Manage Home Goods 


James P. Baxter, formerly with 
R. H. Macy Co., has joined the staff 
of Burdine’s department store, Miami, 
Fla., as divisional merchandise man- 
ager of home furnishings including 
appliances. He succeeds D. H. Gahr, 
who recently resigned to enter busi- 
ness for himself. 


Griffith Leaves Boutell’s, 
Joins Sheldon Distributors 


Hugh Griffith, housewares and 
major appliance buyer for Boutell’s, 
Inc., Minneapolis, has resigned that 
position to join Sheldon Co., Inc., 
hard lines distributing firm, as 
general sales manager. His job at 
Boutell’s has been temporary filled by 
Frank Leatherman. 


Kurtzman Manages 
Adams Basement 


The basement department, including 
appliances, of the J. N. Adams & 
Co. store in Niagara Falls Store, N.Y.., 
has been placed under the supervision 
of George Kurtzman. He _ suc- 
ceeds Mrs. Mary Raymond, resigned. 


Ward's Appliances in Eight 
States under Beisley 


Paul Beisley, former assistant man- 
ager of the Montgomery Ward & Co. 
store in Lansing, Mich., has been ap- 
pointed regional field manager of the 
electrical appliance division for a 
region consisting of eight states. He 
will have headquarters in Chicago. 


Lowenstein Names Devlin 
Appliance Merchandiser 


Jerry O. Devlin, former employee 
of the Tennessee Electric Co. and of 
Frigidaire, has been named merchan- 
dise manager of the appliance depart- 
ment of B. Lowenstein & Brothers, 
Memphis, Tenn. 


JUNE 1, 


Powers Appliance 
Post for O'Connor 


Because of the return of Roy Delin 
Powers Drygoods Co. (Minneapolis 
housewares buyer, from service, J. G 
O’Connor, who had carried the duties 
while Mr. Delin was in service, will 
assume buying duties for major elec- 
trical appliances. 


Meier's New York 
Office Names Schaenman 


Harry L. Schaenman has been ap- 
pointed buyer of electrical appliances, 





H. L. SCHAENMAN 


radios and toys for the New York 
office of Meier & Frank, Portland 
Ore. Mr. Schaenman was formerly 
connected with R. H. Macy and C 


Baker New Appliance 
Buyer at Summerfield's 


The Summerfield Co., Boston de- 
partment store, has announced the ap- 
pointment of Benjamin Baker, recently 
released from the Army, as appliance 


and housewares buyer Mr. Baker 


was formerly assistant buyer at R. H 
White Co., Bostoh, and Abraham & 


Straus, New York, and buyer of house- 


wares for the Gilchrist Co. 


1946—ELECTRICAL MERCHANDISING 








“TI 


news 
Hais 
neer 
tric’s 
San 
quer 
talki 
for + 


for 
de} 
mi 
tie: 
apy 
the 


pa 


Jo 
Ik ) 





















































7 


ip- 


de 


tly 
nce 








“TINY TIM" is the name given this 
newest radio invention of Charles T. 
Haist, Jr., 33 year-old electronics engi- 
neer who has just joined General Elec- 
tric's Electronics Department staff in 
San Francisco. Here he dials the fre- 
quency for Marge Miller on his handie- 
talkie, capable of sending and receiving 
for distances up to two miles. 











New Fair Store 
Opens in Alabama 


A new, modern store, the Opelika 
Montgomery Fair, opened recently in 
Opelika, Ala., as the newest branch 
outlet of the Montgomery Fair. The 
store’s president is H. C. Shann and 
it is managed by J. B. Drake, Jr. It is 
125 feet wide by 100 feet deep and has 
been designed to feature electrical ap- 
pliances. Appliance branches are in 
operation in Florence, Greenville, An- 
dalusia, and Tuskegee 


Reis Back at LaSalle 
as Appliance Manager 


W. P. Reis, former buyer of radios 
for LaSalle and Koch, Toledo, Ohio, 
department store, has returned from 
military service and assumes the du- 
ties of department manager of major 
appliances. He has been a member of 
the staff since 1932. 


Barker Brothers 
Names Johnson 


Barker Brothers, Los Angeles de- 
partment store, has appointed Charles 
Johnson assistant appliance buyer to 


John Kuck 


Hoosier Starts 
Appliance Dept. 


The Hoosier Paint and Linoleum 
Co., Indianapolis, celebrated the open- 
ing of its new appliance and furniture 
departments recently with a sale which 
offered record players for $41.95 and 
a limited cuantity of radios, washers, 
ironers, and irons. 


LeMay Purchases 
Pike and Whipple 


The LeMay Furniture Co., 364 Pearl 
St., Keene, N. H., furniture and appli- 
ance concern, has purchased the Pike 
and Whipple furniture store at 102 
Main St. and plans to carry a complete 
line of appliances and furniture there. 
LeMay also runs stores in Fitchburg, 
Greenfield and Gardner, Mass., and 
Brattleboro, Vt. 


Yo the influence of Capper’s Farmer on 
its 1,275,000 farm family readers is so strong and 
fundamental that it affects their every purchase. 
The reliance these dominant farm families place 
in the farm-proved information, practical advice, 
and profitable suggestions of Capper’s Farmer is 
reflected in their response to its advertising pages. 

When the products you sell are advertised in 
Capper’s Farmer, you can count on doing more 


business with Mid-America’s high income farm 


families. 


The Farm Magazine That 


Dominant Farm Families Heed 
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CAPPER’S FARMER readers 
are tops with this 
Home Appliances Dealer __ -” Ss 


The testimonials of numerous home appli- 
ances dealers confirm the opinion of Melvin 
Kraemer, prosperous home appliances dealer 
of Marysville, Marshall County, Kansas. After 
inspecting the Capper’s Farmer subscriber list 


for his area, Mr. Kraemer said — 


“The readers of Capper’s Farmer in this 
section are our best farm families. They are 
the successful farm families with whom we 


desire to do greater business.” 


Cappers Farmer 
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EVERY RANGE i 
SALESMAN SHOULD = 
HAVE THIS = —_ 


TESTER CENTER: From this nerve center in Bendix Aviation Corp's radio division 


go test signals accurate to the Nth degree which are fed over coaxial lines to 
assure accuracy of testing at every position on production lines turning out radios, 
The Bendix plant was built especially for the production of radios. 





DEALER 








































Fue Padlbont 


Salesmen will find a wealth of valuable material in this 
free, pocket-size handbook — chock-full of interesting 
pictures, diagrams and basic information on modern 
range cooking and how to sell it. Telling the story of 
“Measured Heat’, this book explains the fundamental, 
scientific principles of roasting, baking, whole meal cook- 
ing, etc. Common cooking failures are analyzed and 
remedies suggested. 

Newcomers to the kitchen appliance field will find 
each page of this 38-page book crammed with helpful 
facts, figures and tips that would ordinarily take years of 
experience to accumulate. Moreover, for old-timers on 
your staff, it is like a “refresher” course to bring them up 
to date with new ideas and methods on range cooking 
and range selling. You can use this handbook as a basis 
for your sales training program. Write for your free 
copies today. 


FREE — a copy for each of your salesmen. Write for 
‘More Income for Electric Range Salesmen” today. 





Even More Than Before YOU CAN DEPEND ON 


THERMOSTAT COMPANY 
YOUNGWOOD, PENNSYLVANIA 


CALIFORNIA 


Ben Cole, proprietor of Cole’s Appli- 
ince Sales & Service, 3020 University 
Ave., San Diego, has announced the 
opening of a branch establishment at 
8008 Girard Ave 

Herbert Bell, who started the Home 
Equipment Co. in 1936 and then closed 


t for four years during the war while 
ie served the government in a civilian 
apacity, has reopened the firm at a 
new location at 16 West State St 


Redlands. Mr. Bell has the agency for 
Youngstown kitchens. Simultaneously 
vith the formal opening of the store, 
Mr. Bell announced the appointment 
9 Owen Farquhar as manager of the 
refrigeration service, I 


assisted Vv 
Harold McBride. 


FLORIDA 


Thornhill’s, G-E appliance dealer in 
Lake Wales, has been reopened follow- 
ing the return of owner James Thorn- 
hill from the Navy. The store will 
have a new location in a building under 

onstruction at the corner of Market 
and Stuart Streets. Mr. Thornhill 
will assume control of the stocks of the 
Lake Wales Appliance Co. which 
handled G-E appliances while he was 
in the service. 

The fourth in the chain of B and E 
tores made its opening bow in Pan- 
ama City recently at 474 Harrison Ave. 
inder the ownership of E. E. Brewton 
J. M. Berrong is manager of the outlet 

rhe interest of C. L. Bishop in the 
McKenzie-Bishop Electric Co., Jack- 
sonville Beach, has been purchased by 
Kenneth E. McKenzie, recently re 
leased trom the Navy. This makes 
Mr. McKenzie a partner with his 
father, T. S. McKenzie, half-owner of 
the firm New name is McKenzie 


Bernie Johnson has purchased Ray’s 
Firestone Store, Avon Park, from 
ywwner Ray Wells. The firm will be 
known as Bernie’s Firestone Stone. 

The Tag Radio Co. has opened a 
ew Bradenton branch at the tempo 
rary address of 1005 9th St., West, 
while awaiting a permanent location 


JUNE I, 





The firm, which specializes in radios, 
carries Admiral, Bendix, Emerson 
G-E, Magnavox, Motorola, Sonor 
and Wilcox Gay receivers. 


ILLINOIS 


The Concord Radio Corp. plans to 
ypen a retail store at 227 West Madi 
son St., Chicago, when alterations or 
1 building there are completed. Gen 
eral offices, assembly warehouse, and 
shipping department will be retained 
at 901 West Jackson Boulevard. The 
complete Concord line of radios, radio 
phonographs, amplifiers, record play 
ers, and electronic supplies and acces- 
sories will be stocked. A store and 
warehouse is also maintained at 265 
Peachtree St., Atlanta, Ga. 

Fulgham Brothers Appliance Co., 
‘Iney, has moved to a new location in 
the Arcadia Theater Building. 

[he Penry Appliance Store, Dan- 
ille, has announced the undertaking 
xf extensive alterations which include 
the remodeling of the show room in the 
East Main St. business district and the 
installation of a new front and fixtures 


INDIANA 


In Marion, the Karnes Co., owned by 
Mr. and Mrs. B. B. Karnes, has pur- 
chased the complete stock of the Owen 
W. Emmons Electric and Vacuum 
Cleaner Co. The Karnes concern will 
handle cleaners and parts exclusively 

4 new home at 1622 Sherman Blvd.. 
Fort Wayne, will be occupied some 
time in July by Schaper Home Appli- 
ances, now at 816 Spring St. Owner 
Edwin G. Schaper described the new 
building as 43 by 63 feet, of haydit 
block construction and with a glazed 
tile front. 

United Vacuum Cleaner Stores, Inc.. 
Cleveland retail chain, has leased ap 
proximately 1,000 square feet of floor 
space in the Kilbourne-Perry Bldg 
Fort Wayne, for the establishment of 
a retail store. R. J. Thomas is man- 
ager. 

Fred Gordon has purchased Parrill 
& Lewis, Fairmount appliance and 
furniture store. Mr. Gordon, who has 
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engaged in the appliance and 
iiture business for 20 years, an- 
nounced that the outlet would feature 
Frigidaire, Zenith, Emerson, RCA- 
Victor, Horton, and other products. 
also announced plans for remodel- 

r and enlarging of sales and storage 

ice, 

Herbert L. Wiggins has purchased 

share of his former partner, E. P. 
Hughes, in the Wiggins and Hughes 
firm and will change the name to Wig- 
eins Appliance Store. The firm is 
ated in Greenfield. 

Clarence Dauby, Jr., recently re- 
turned from service, has purchased the 
vardware, household furnishings and 
lectrical appliance departments from 
the Dauby Department Store, Tell 
ity. 


IOWA 


The Modern Appliance Store, 
\namosa, has been sold to Dale E. 
Summer and Carl A. Huntington. 
Appliances and furniture will be car- 
ied by the new owners. 

Dan’s Radio & Appliance Store No. 
2 has been opened in LaPorte City by 
Dan Gibbons, who owns store number 
1 in Waterloo. Lawrence Middel will 
nanage the new outlet 


MICHIGAN 


In Ishpeming Stam’s Electric Shop 
has moved to new quarters and will 
iandle Hotpoint electrical appliance. 

The Madison Electric Co. has pur- 
chased a three-story building at 6000 
Woodward Ave., Detroit. The build- 
ng will be remodeled and when com- 
pleted will house a show room, office 
and warehouse with 55,000 square feet 
of floor space. 

Larger display space has been made 
available to the Turner Radio and Ap- 
pliance Co. by a move to new quarters 
at 713 Lapeer St., Saginaw. The firm, 
founded three years ago, specializes in 
small appliances and radios. A com- 
plete line of amplifier and inter-office 
communication systems is also carried. 

The Lud Stoor Service and Supply 
Co., Crystal Falls, has opened a new 
store to carry electrical appliances. 
Proprietor Stoor recently returned 
from two years in the armed forces 


ILLUSTRATION OF INSTALLATION: 
To demonstrate the ease with which 
standard household appliances can be 
adapted to a new prefabricated home 
utility unit developed by the Ingersoll 
Steel & Disc division of Borg-Warner 
Corp., the firm sent us this picture show- 
ing a workman pushing a Norge refrig- 
erator into place. The new unit consists 
of a mechanical core, containing furnace, 
water heater, plumbing, and electrical 
circuits. 
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FLASHLIGHT {™ 
BATTERIES Am 


] STAY FRESH 
FOR YEARS} 


GUARANTEE 
PROTECTION 


3 LAST LONGER 


Your Customers Desewe the Gest! 
RAY-O-VAC COMPANY 
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Yes, STOKERMATIC sells itself. 


Your customers can rely upon the 19 years 
experience behind STOKERMATIC because 
every mechanical detail has been carefully 
perfected, from the sturdy Silent Unit 
Drive Gi to the delicate automatic con- 
trols. Every trouble-saving feature has been 
included from the ever-burning “pilot” 


fire oy 


servicing. 


to special provisions for easy 
SSS sTOKERMATIC sells 
itself because it pays for itself. 
Fuel savings can pay for a STOKERMATIC in 
a few years. Customers get easy FHA terms 
... nothing down, 3 years to pay. Prospects 
will buy 300,000 stokers this year. Get 


your share of the business NOW with 


STOKERMATIC 


WRITE TODAY FOR FULL INFORMATION. ADDRESS: STOKERMATIC 
570 LEXINGTON AVENUE, NEW YORK 22, NEW YORK. 
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DEALER DOINGS 


MINNESOTA 


The Nyberg Electric Co., Braham, 
has been sold by owner Rober W. Ny- 
berg to Curtis Johnson, former em- 
ployee, who will continue the store’s 
policies and merchandise. 

The Rogers Electric Shop, Eveleth, 
has moved to larger quarters and will 
stock a full line of appliances when 
available. 


MISSISSIPPI 


The Southern Electric Co., Biloxi, 
celebrated the recent opening of its 
new home at 301 East Howard Ave. 
with a special sale of appliances, rec- 
ords, radios, and lighting fixtures 





The County Hardware Corp. is com- 
pleting a $50,000 modernization pro- 
ect on its newly acquired quarters in 
Mt. Vernon, according to Jack Klar- 
man, president. The new outlet in- 
cludes more than 10,000 square feet of 
display area and features the latest 
lighting, acoustics and display techni- 
ques. A full line of radios, records, 
appliances, housewares, mill supplies, 
and general hardware will be carried. 
Two complete model kitchens and 
demonstration department for ranges 
and laundry equipment are designed 
to serve householders. The firm has 
been at 65 Gramatan Ave for nearly 15 
years and moves to 161 Gramatan Ave. 
A. L. Levitt is general manager; Saul 
Hollander is in charge of appliances. 











MAGNAVOX executives and district sales managers climaxed a recent three-day 
meeting at the plant with attendance at a performance of the Fort Wayne Phil- 


harmonic. 


After the concert, the Magnavox representatives were photographed 


backstage as they congratulated Hans Schwieger, Philharmonic conductor, for his 


direction of Verdi's "Requiem." 





NEW JERSEY 


The Beller Electric Co. formally 
opened its new showrooms at 301-303 
Plane St., Newark, on May 9 and 10. 


NEW YORK 


New showrooms were opened by the 
Genuine Radio and Refrigerator Co., 
Inc., 203 Atlantic Ave., Brooklyn, early 
in May 

Frank J. Meyers, who has owned 
and operated an electric appliance 
store at 1041 Genesee Ave., Buffalo, 
for some time, has leased new space at 
1350 Main St. and will close the old 
outlet. New quarters for the firm con- 
tain about 10,000 square feet of floor 
space and has been modernized to carry 
appliances. Plans for the new home 
include an outdoor cooking school dur- 
ing the summer months. 

The greatest single day’s business in 
the history of Wilson’s Leading Jewel- 
ers, Syracuse, resulted from the firm’s 
opening of a new household appliance 
section recently More than 5,000 
persons were attracted by the $50,000 

orth of scarce refrigerators, radios, 
washers, and other items, 
president John D. Wilson reported 
The new department has a large front 
window of a single sheet of plate glass 
which affords an unbroken view of the 
entire interior 


JUNE 1, 


Denton, Cottier & Daniels, Inc., 
3uffalo retailer of radios and musical 
instruments, plans to complete during 
the summer months the modernization 
program commenced five years ago, ac- 
cording to secretary Charles H. Hein- 
ike. Latest department to be improved 
is the radio gallery on the second floor. 
The record section has been expanded 
to include 19 listening rooms. The 
firm has occupied its original property 
at 32-38 Court St. since 1908 


OHIO 


3en's Modern Appliance Shop, 
Youngstown, has announced plans for 
a $10,000 addition to its store at 2664 
Glenwood Ave. 

James W. Bain has been named sales 
manager of the Bain Roofing and Ap- 
pliance Co., 610 Phillips Ave., Toledo, 
according to an announcement by 
Peter Bain, firm head. 

\ Clintonville store which will 
feature electrical appliances has been 
opened at 2509-11 North High St., by 
William S. Moore, owner of the 
Moore’s Stores chain. The new unit 
is the fourth in a scheduled nine store 
expansion 


OKLAHOMA 


O'Neal's Jewelers, 322 Chickasha 
} 


St., Chickasha, has been completely re- 


1946—ELECTRICAL MERCHANDISING 





ae ENCE 








lep 
man 


Sa mon 

e of ¢ 
he ] 
tric 
ned i 
Fourtee 


~) 


manage: 
WU squi 


Navy 


expand 
adjoini 
Elec 
Ave., 
buildin 


The 
as Of 
shall § 
een i 
years. 
1-E, 
Sonor 
and w 

The 
latin a 
rary 
Depar 
tion 

The 
ance 
Carth 
Drak 
const! 
to the 


Se 
annot 
way | 
has a 
erato 
and 3 

Pa 
Co., 
noun 

i ne 
tric 
elect 
elect 


lrick 





Ec a ne 


d and a Westinghouse appli 
jepartment has been opened under 
management of owner Gordon R. 


OREGON 


Heacock Builders Supply and | 
Furnishings Store, Portland, has 
d new headquarters at Ist and 
Salmon Streets and added a complete 
f electrical appliances. 
[The Portland branch of the Sunset 
tric Co., Seattle, Wash., has 
ed in a new building at 1035 N. W. 
irteenth Ave. A. L. Shellworth, 
nager, said that space includes 42,- 
) square feet of floor area 
Navy returnee R. T. Ward has been 
med manager of Kelly’s Appliance 
ter, 4144 N. E. Sandy Boulevard, 


Portland. William H. Ardiss was ap 
pointed small appliance manager. 
PENNSYLVANIA 
Roberts Jewelry and Appliance 
Store, 33 East State St., Sharon, is 


panding its quarters to include the 
oining store at 31 East State St. 
Electric Products, Inc., 5928 Penn 
Pittsburgh, has leased a new 
ilding at 5923 Baum Boulevard. 
E. Steffan, president, announced 
t the new quarters would provide a 
rge first floor showroom and second 
offices and warehous Extensive 
ovation 1s contemplated 


TENNESSEE 


The Feltus Electric Co., Memphis, 
as opened new quarters at 573 Mar- 
shall St. R. E. Feltus, the owner, has 


25 


in the electrical business tor 
ears. Firm handles Westinghouse, 
Stromberg-Carlson, Lear, and 
Sonora products. A repair department 
nd wiring service are maintained. 
The Lacy-Pryor Electric Shop, Gal- 
atin appliance firm, is occupying temp- 
rary quarters in the Lacy and Grizzle 
Department Store pending the comple- 
tion of its new home at South Water 


~ 


ance Co., owned by Gid Hackett, 

Carthage, is temporarily situated in 

Drake’s Warehouse while awaiting 
struction of a new store adjacent 
the warehouse 


WASHINGTON 


Seattle Radio Supply Co., Inc., has 
announced that it will deal in Smith- 
way electric water heaters. The firm 
has also obtained franchises for Cool- 
erator refrigerators, Horton washers 
and ironers and Wesix water heaters. 

Pacific Coast Heating & Appliance 
Co., Seattle and Portland, has an- 
nounced the acquisition of a number 
i new lines, including Presteline elec- 
tric ranges. Olympic radios, Wittie 
lectric steam heaters, and Sidelhuber 
electric water heaters. Arcade Hen- 
lrick is manager of the Portland office. 


WISCONSIN 


The Reilly Radio Store, Wautoma, 
hich was inactive during the war, 
as been reopened by' owner Lyle 
Reilly with facilities for repairing and 
servicing radios and appliances 
The Mullen Appliance Co., Green 
iy, has opened a new store in tempo- 
ary quarters which will be maintained 
ntil a permanent home can be secured. 
he store is under the management vi 
‘y Pierquet. A. A. Mullen, the 
wner, operates another store in She- 
’ygan. 
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every house a _—_—— 


Make America’s first families your unofficial salesmen. 
Their houses are your ideal showroom. Their influence is your 


entering wedge to volume sales. Check their household equipment. . . 





you'll find the newest and the best. Check their purchasing power... 





you'll find that they buy more and replace more often. 
Check their influence... 
you'll find that they set the pace in their communities. 


Sell the customers who create new customers for you... through 


ouse & Garden 
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S ell ranges in pieces 4 No. we re 


not suggesting that 

Our illustration simply dramatizes 
the average woman's cooking habits. 

It's the top of the range that’s 
really important. Practically ever) 
housew ife cooks on top three times 
a day! 

You see. about 4 out of 10 women 
cook a roast once a week, Five out of 
10 bake once or twice a week. An- 
other 5 out of 10 use their broiler 
only “occasionally.” 

But surface heating units have a 
full-time job. It’s a job that calls for 
the rugged strength and long-lasting 


dependability which leading range 


THE INTERNATIONAL NICKEL COMPANY, 


manufacturers provide through use 


of INCONEL* Sheathing. 


Strong and tough and completely 
rustproof. INCONEL resists the cor- 
rosive attacks of spilled foods, and the 
ravages of high temperatures. It per- 
mits the design of a surface unit that 
heats rapidly and evenly. a unit that is 
easily controlled.and serves faithfully. 

Hundreds of thousands of IN.- 
CONEL Sheathed Heating Units are 
in use today. Untold numbers of them 
have served for 10 years and more. 

When you talk to prospects, play 
INCONEL 
Sheathed Units. You'll find it helps 


up the advantages of 


in clinching sales. *Reg. U.S. Pat. Of 


INC,, 67 WALL STREET, NEW YORK 5, N.Y. 





What is INCONEL? 
What does it do? 


INCONEL is a trade-mark name, regis- 
tered by The International Nickel Com- 
pany, Inc. 

INCONEL is an alloy which consists of 
80 per cent nickel, 14 per cent chromium 
and co small amount of iron. 


It is used by electric range manufactur- 
ers for protective sheathing of surface 
heating units. 


INCONEL Sheathed units are tough, 
strong and rustproof. They resist heat 
and corrosion. They won't warp, crack 
or scale. They are not damaged by spill- 


overs. 

















ON TOP 













IS TOPS! 
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WRECK SURVIVOR: One of the cas- 
ualties of a recent railroad wreck was 
this G-E refrigerator which emerged with 
its beauty a memory but its efficiency un- 
impaired. Company engineers examine 
the ice cubes which this model still was 
able to make—although somewhat mis- 
shapen. 





2 Million Jobs for 
Veterans, USES Plea 


A campaign to secure jobs for the 
nation’s 2,000,000 unemployed ex-serv- 
ice men and women has been launched 
by the United States Employment 
Service with a plea to the electrical 
industry to channel personnel orders 
through the agency and to assist vet- 
erans through trade associations. 

Expressing a fear that the ranks of 
unemployed may well swell to 3,000,- 
000 before the end of the year and 
result in a lowered morale through 
discouragement and disillusionment of 
millions of veterans, the USES has 
requested that standards be set up 
within the electrical industry to estab- 
lish bona fide on-the-job training pro- 
grams under which veterans learning 
a skill may have their wages supple- 
mented by federal payments during the 
learning period. The agency asserts 
that its veteran applicants—comprising 
over half of all discharged warriors— 
represent the best material for the 
inevitable expansion in the electrical 
field. The flood of unemployed is re- 
ducing the consumer market, USES 
claims, and readjustment allowances 
to unemployed veterans have already 
drained over $500,000,000 from the fed- 
eral treasury. 

The USES’ 1700 local offices pro- 
vide the largest and best qualified 
source of veteran workers and is a 
free service, the agency adds. The 
unemployment problem, it points out, 
must be solved and can only be solved 
if every employer lists all his jobs at a 
USES agency. 


Philco Radio Plants 
Re-opened Recently 


The Philadelphia radio assembly 
plants of the Philco Corp., which had 
been closed since April 22 because of 
the critical shortages of parts were 
scheduled to be reopened on May 6, 
according to a statement by John 
Ballantyne, president. He said that 
the long strike in the steel industry 
and the shortage of copper drastically 
reduced the supply of essential radio 
parts, making production impossible 
during the two-week period. 
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Majestic Means Business 
... and lots of it! 





nian of radio dealers recognize records as one of their most valuable 


sources of extra profit ... as one of their surest traffic builders. 


But important as records are today, it is in the months and years ahead that Majestic 
dealers will really cash in on the Majestic records they are selling now—and on the 


Majestic records they'll be selling then. 


Millions of Majestic records being bought today are building greater- 
than-ever familiarity with the Majestic name... helping to create greater-than-ever 
demand for Majestic radio-phonographs. It’s a demand that will be valuable as radio 
production begins to match the market. It’s a demand that will be invaluable as 


the normal buyer’s market returns. 


Of course, not all radio dealers have—or can have—the advantage of 
selling records that bear the same brand-name as the radios and radio-phonographs 
they handle. This is a particular advantage of the Majestic franchise. If you'd like 
to know more about it, and Majestic’s unique Controlled Distribution Plan which 
makes it possible for radio dealers to operate on a sounder, more profitable basis 
.. . get in touch with the Majestic distributor in your territory. Or write Majestic 


Radio & Television Corporation, St. Charles, Illinois. 


might? 
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Why Leading Dealers are Featuring 


The Fast, Modern Calouc 


In big time national advertising, outstanding women 
are reminding more than 17,000,000 other women 
every month that Caloric is the fast, modern gas 
range that has everything they've always wanted. 
Were telling women to look at all the ranges—and 
to be sure to see the new Caloric. 

If you sell fine ranges, you will want to know 
about the plans we have in operation right now to 
build greater volume and more profit for Caloric 
dealers in the years to come 

Today we are making a sincere effort to distribute 
our production equitably. Tomorrow, we believe 
our greatly increased plant capacity—many smart, 
modern features—and complete long range mer 
chandising program, will make Caloric the line of 

































































ranges you will want to sell. Write now for the 
Caloric story 
CALORIC GAS STOVE WORKS 
Widener Building, Philadelphia 7, Pa. 
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Caloric Gas Ranges are advertised in 


McCall's 
Woman's Home Companion 


American Home Good Housekeeping 


Better Homes & Gardens 

L.P. GAS RANGE ADVERTISING 
Successful Farming Pacific Northwest Farm Trio Progressive Farmer 
Pathfinder Pacific Rural Press & Calif. Farmer Farm & Ranch 
Pennsylvania Farmer New England Homestead Rural New Yorker 
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RECEPTION: The new General Electric self-charging portable radio gets as good 
a reception from G-E officials as it is reputed to give when in operation itself. Here 
A. A. Brandt, general sales manager for the electronics department points out features 
of the receiver to G-E Supply Corp. officials at St. Paul. Left to right are: Mr 
Brandt; L. G. Mample, GESCO district manager; L. B. Siebert, appliance sales 
manager; G. S. Peterson, G-E's Chicago district electronics manager; and A. L 


Topel, radio sales manager. 














ARIZONA 


Phoenix—The Double “A” Radio & 
\ppliance Co. has opened for busi- 
ness at 1644 E. McDowell Road. 
Henry and Eunice Ashcroft are the 
proprietors. 


CONNECTICUT 


Bristol—_L. L. Duquette, Jr., 96 
Jennings Road, and G. E. Cour- 
chaine, Red Stone Hill Road, Bris- 
tol, have established a partnership 
as the Louis & Grant Electric Co. at 
96 Jennings Road. 


New Connecticut appliance corpora- 
tions are: 


Hartford—A. & B. Appliance Co.., 
2255 Main St., by Frank Summer, 21 
Claredon St. and Richard Abare, 165 
New Britain Ave. 


Greenwich—Old Greenwich Electri- 
cal, by Cecil H. Harris, 17 Arcadia 
Rd 


GEORGIA 


Monroe—Harold Green has opened 
an electrical appliance and phono- 
graph repair shop in Monroe. 


Macon—Walter M. Wellman and 
Emmett F. Garret have opened 
Wellman Appliance Co. at 115 Na- 
pier Ave. 


Roberta—F. E. Bentley and J. B. 
Liles have opened an electrical ap- 
pliance store here 


Hawkinsville—A line of electrical 
appliances is included in the new 
Good Year Store, operated by F. N. 
Bragg and J. P. Stone, which re- 
ently opened here 


Glennville—K. & F. Appliance Co. 
has been opened by John V. Kick- 
lighter and James Faircloth in 
Glennville. 


Madison—Charles Cunningham has 
been named manager of an electric 
ippliance firm opened in Madison by 
Lowry Hunt and Chan Horne. 


Ellaville—Turner Williams of Ella 
ville has established an appliance 
and repair business to be known as 
Williams Electric Co. 


Waycross—L. B. Pickett, R. G. Fra- 
ley and F. G. Breeden have formed 
Ware Electric Co., Inc., as an appli 
ance and contracting firm. 


Americus—H. T. Crabb, Jr., is man- 
ager of the refrigeration and appli 
ance department of the newly-or- 
ganized Crabb Radio & Electric Co 
311 Cotton Ave. 


Cartersville—A new retail outlet for 
appliances in Cartersville is the 
Bruce Supply Co 


Dahlonega—Loflin Electrical Appli- 
ance Co., headed by Paul F. Loflir 
has opened for business here. 


Gainesville—Houser Electrical Co 
owned by E. F. Houser, has opened 
for business at 724 S. Main St. 


IDAHO 


Pocatello \ new retail outlet ir 
Pocatello is the Thomas Radio & 
Appliance Store at 444 N. Main St. 


Homedale—J. B. Green and son 
Thomas have opened Green’s Elec- 
tric Shop at Homedale. The new 
firm will feature appliances, etc. 


ILLINOIS 


Cowden—Frank M. Erwin has 
started the Tri-County Appliance 
Sales Co. on Main St. A complete 
appliance store, it will feature the 
entire Philco line and other nation- 
ally known brands. 


Earlville—An_ electrical appliance 
store is being opened here by Pierre 
Meagher when remodeling is com- 
pleted. Norge, Hamilton and 
Bendix products will be handled. 


Galena—Schmidt’s Appliance Store 
has been opened with a line of Frigi- 
laire appliance samples, with good 
stocks promised as soon as they ar 
available 


ri 
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| The BIGGEST PROFIT OPPORTUNITY 
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BACKED BY“THE 
BIGGEST PROFIT NAMES 
IN THE 
GAS RANGE BUSINESS 




















The “CP” program is the soundest selling idea you A-B ORIOLE 
can tie into. It is the sales plan that will move high 
grade, automatic gas ranges off your floor in volume to CALORIC QUALITY 
the 12,900,000 homes with gas ranges more than 8 years 
old. It is the profit building, easy selling plan that gives gat ci 7 
your customers the only industry wide, universally ESTATE HEATROLA =‘ TAPPAN 
pr thi guide of its kind to superior cooking CARL AND varvescal 
Back of this coast-to-coast sales builder are the multi- GLENWOOD WEDGEWOOD 
million dollar advertising campaigns of gas utilities and 
the 19 leading profit lines in the gas range business. GRAND WESTERN-HOLLY 
HARDWICK a 
| Write today for “A NEW KIND OF SALES CLARE BROS. 
; PLAN” to Gas Appliance Manufacturers MAGIC CHEF 


GURNEY 
O'KEEFE & MERRITT MOFFAT 


Association, 60 East 42nd Street, New York 17. 








GAS THE WONDER FLAME FOR AUTOMATIC COOKING 
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Insure future profits...Tie in with 


ARCTICAIRE continuous 


ALL-YEAR FAN PRODUCTION! 


For every ArcticAire fan produced today there are probably 
hundreds of buyers who need it immediately. And this condi- 
tion may last for another year or two. During this period of 
peak demand you'll want to profit by selling fans all year. 
You'll want to protect yourself from a complete lack of fans. 
You can do both by tying in with the ArcticAire program of 
all-year fan production. Accept deliveries of ArcticAire fans 
during the cooler months.** Keep them on display Fall and 
Winter. And place your orders for next year with your Arctic- 
ifre distributor this Fall. F. A. SMITH MANUFACTURING 
CO., INC., ROCHESTER 2, NEW YORK. 


“*Initial shipments of ArcticAire fans have been allocated 


among jobbers on a fair basis. 


ee 


35 jt New, 
c COMING at a 
wl cvistanding Arctic: 
7 | matic kitchen 
i ive sales 4 
poe —s them for vo 
yar © 
yreat postwa ae 
be vai y and remodeling 
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eals. Plan 
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Kewanee—H. A. Adams has leased 
the Dave Vlahos building under con- 
struction at 215 W. Second St. for 
an appliance store which will handle 
Admiral, Apex and Manning-Bow- 
man products. Charles Carlson will 
be manager. 


Mt. Carmel—City Appliance and 
Novelty Co., 518 Market St., opened 
for business recently under the man- 
agement of Robert and John Henne- 
berger and Clarence O. Turner. 


MICHIGAN 
Lansing—Don Hack has opene 
Hack’s Home Appliance Sho; 


which will carry nationally adver 
tised brands of appliances in all 
lines and will feature a service an 
repair department. 


MINNESOTA 


Duluth—Featuring a full line of 
household appliances, the Town & 
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DETROIT’S IN STYLE: Or more strictly speaking, Style's in Detroit. 


The Style 


Furniture Co. is opening this month in the Motor City, with appliances by no means 
taking a back seat — they'll be displayed prominently on the main floor of the two- 
story building. Letters on the illuminated sign range up to five feet in height. 








INDIANA 


Terre Haute—The Wabash Electric 
\ppliance Co. held a_ two-day 
tormal opening recently at 812 Wa- 
bash Ave. The store features a 
aricty of appliances. 


Tomlinson 
announced 
Midwest 


Franz E 


monva 


Terre Haute 
ind Steve Sol have 

their new 
Co. here. 


‘he cneuies al 
Radio & Appliance 
Fort Wayne—Articles of incorpor- 
ition have been filed for Radio 
Headquarters, Inc., 1414 S. Calhoun 
St Capital stock consists of 1,000 
shares n. p. v. The firm will sell 
radios and household appliances. In 
Ernest R. Arick, 
Joseph R. Harnishfeger, William P 


corporators ar¢ 


Harnishfeger and John W. Mullins 
Hartford City — Smith Electric 
Shop, of which Lowell Smith is 


proprietor, has ope ned here to 


handle electrical appliances. 


1OWA 


Waterloo—A new electrical appli 
ance store has been opened here by 


the James Black Dry Goods Co. 


KENTUCKY 


Louisville—G. W. Faust & Sons has 
been chartered with authorized cap- 
ital stock of $10,000 to deal in 
household appliances, air condition- 
ing, etc. C. W. Faust, F. W. Faust 
and ©. M. Faust were listed as the 
incorporators. 
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Country Mart is opening at 311 W 
First St. 


Gaylord—A new firm known as the 
S. & B. Electric Appliance Co., has 
been opened by Clarence Severin 
and = Lyle sethke, both discharged 
eterans 


MISSOURI 

St. Joseph St. Joseph Appliance 
»., 818 Francis St., has been in 
orporated to deal generally in all 
types of household appliances, etc.: 
100 shares p. v. $20 each have been 
uuthorized, commence with $2000; 
Branson, Er- 


ncorporators: W. V. 


in S. Branson, J. A. Strasser, all of 
St. Joseph 

NEBRASKA 
Omaha—Capitalized at $100,000 


Russell Harris, Inc., has been organ- 
ized to deal in electrical appliances 
‘tc. Russell Harris, Alice Harris 
ind W. C. Fraser, all of Omaha, 
vere listed as incorporators. 


NEW HAMPSHIRE 


Laconia—Warren H. Carr of Ply 
nouth and Laurence E. Sherman of 
Providence have opened the C & S 
Electric Co. on Elm St. They are 
loing wiring and repairs, with the 
intention of selling appliances event 
ually. 


Claremont—Home Supply Co. has 
pened its doors at 116 Main St 
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ith Robert G. Hildreth as manager. 
{r. Hildreth announced that he is 
ady to put service men on the road 
handle appliance repairs 


NEW YORK 


Dunkirk—Main Appliance Co. has 
een established at 77 Lincoln Ave. 
nder the management of Robert 
Smith. 


The following are new appliance 
incorporations in the state of New 
\ ork: 


New York City—E. & A. Electric 
Shop, Inc.; electrical appliances; 
$10,000 in $100 shares; incorpora- 
tors: Francis Brown, 142 W. 122nd 
St., Gustav Jensen, Ben Evans, 2202 
Seventh Ave. New York City. 


New York City—T. W. Blakey Co., 
Inc.; to deal in refrigerators and 
supplies; capital 200 shares n. p. v. 
stock; incorporators: Jacob J. 
Schulder, Clara Creditors, Evelyn 
Berman, 1450 Broadway, New York 
City. 


New York City—Rainbow House- 
hold Products, Inc.; capital 200 
shares n. p. v. stock; to deal in 
household and electrical appliances; 
incorporators: Stanley M. Estrow, 
Samuel R. Schneider, Muriel E. 
Fleisher, 527 Fifth Ave. 


NORTH CAROLINA 


Lincolnton — Hinson’s Appliances 
has been incorporated to operate an 
appliance store, with authorized cap- 
ital stock of $100,000; incorporators 
are Mrs. Hattie Hinson, P. M. Hin- 
son and Barbara Hinson Byers, all 
of Lincolnton. 


OHIO 


Cincinnati—B. & B. Electric Co. 
has been organized and incorporated 
with a capital of $100,000 to deal in 
electrical appliances and equipment. 
Principals are listed as Robert 
French, J. J. Bogdan and G. Jolly. 


Zanesville — Roberts Appliances, 
Inc., has been incorporated with 250 
shares n. p. v. common stock by 
Robert G. Schusterman, Sue A. 
Schusterman and Maurice Schuster- 
man 


OKLAHOMA 


Stillwater—George H. Ward, a 
former serviceman, has opened the 
new Ward Appliances at 910 Main 
St. and is featuring the Crosley line. 








$1,000 REWARD: Albert E. Hutt, engi- 
neer for Schick, Inc., receives a special 
$1,000 reward from Kenneth C. Gifford, 
president of the company, for his work in 
developing the Schick Shaverest, a new 
product just introduced. Presentation was 
a highlight of the firm's annual sales 
meeting, when the Shaverest was first an- 
nounced to sales representatives. 





THE Od OF 


THE CHIMNEY 


a ae 
, 


QUAKER dealers everywhere can ‘“‘give 
the air’’ to chimney troubles and be on the 
way to bigger profits with QUAKER- 
TROL—the new angel of the oil heater 
business. That’s because QUAKERTROL 
automatically delivers to faulty chimneys 
the right volume of air for the amount of 
oil being burned. Result? Profit-eating 
service calls drop off . . . customers stay 
pleased . . . prospects are easy to sell. 





latest achievement of 
QUAKER research 
—is the only device 
that GUARAN- 
TEES perfect com- 
bustion at all times. 





It automatically controls and synchronizes 
the flow of air with the flow of oil at every 
setting from low to high fire. Assures match- 
less performance regardless of chimney size 
or draft. Saves 25% and more in fuel costs 
over any natural draft heater. 





- sgest 
Cash in om the DISS faster - 
ERS +o * oe why YO". 
peat snd out R line- 
history hy the QU AKE 
mone 


QUAKER 


The FIRST xame ca oct heaters 
“The LAST WORD cx fice { 





ELECTRICAL MERCHANDISING—JUNE 1, 1946 






; pusine 
oil heater make ™ 








Pee fe et oe adn tm 


QUAKER ''2200” 


There’s a QUAKER for every size 
heating job. 


Quaker Mfg. Co. EM-6-6 
223 W. Erie St., Chicago 10, III. 


Gentlemen: I am interested in getting more information 
about the QUAKER line. 


ABGREEB.cccccesces 


GHEE ee vesvecervesvccccsvecoeses « STATE... wc cece ceccs 
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It won't be long now before you, too, will take 
pride in offering your customers America’s Custom 
Built Automatic Iron with its new “Cantilever Bal- 
ance” and other distinctive features. 


MacArthur Products, Inc., has left nothing to be 
desired in developing this new—scientifically bal- 
anced—easy to handle THERMAC electric iron. It 
will meet instant approval—of even the most dis- 
criminating buyer. 


Its trouble proof construction—its streamlined 
beauty—its ease of operation make it the deal of the 
year. 


It's Truly — Worth Waiting For! 


MACARTHUR 
PRODUCTS, Inc. 
Indian Orchard Mills, 
SPRINGFIELD, MASS 











SILEX SALES CONFERENCE: Shown at a recent four-day sales conference in 


Hartford, Conn., are these sales representatives of the Silex Co. One day each was 
devoted to policies, products, merchandising, and a tour of the plant, plus discus- 
sions with J. M. Moore, general sales manager. All Silex models were demonstrated, 


including the new Duolectric steam iron. 























Tulsa—W. F. Pitcock is president 
and W. C. Causey, Jr., is sales man- 
iger of the newly organized Pitcock 
Electric Co., which will handle a full 
line of appliances and fixtures in a 
temporary location at 1428 S. Evan- 
ston St. until a downtown store 
yuilding can be located. 


Oklahoma City—Nelson Appliance 
Co., a new outlet for Oklahoma City, 
has opened at 122 N. Bell St. The 
new firm handles Philco, McAllister, 
Estate and Maytag lines. 


PENNSYLVANIA 
Fredonia—A. McClure and P. Kel- 


ey have opened an electrical appli- 
ance and repair shop here. 


Johnstown Mattern’s Appliance 
Store has been opened between 


Crystal Beach and Kelso 


Pittsburgh—The Electric Shop has 
been opened by R. W. Burgess and 
3. E. Hamilton at 2546 Fifth Ave 
Service is featured now, but appli- 
ances will be sold as availabl 


Pittsburgh—Mr. and Mrs. Barnett 
Benjamin of 5820 Darlington Road 
are operating the Benjamin Elec- 
trical Appliance Co. at 1835 Murray 
Ave., with franchises for Easy, 
Stewart-Warner, Sonora, Temple, 
Fada, Zenith, Howard, DeWald, 
Clarion, Motorola and Kelvinator. 


SOUTH CAROLINA 


Fort Mill—Kimbrell’s Home Sup- 
plies has been incorporated here 
with capital stock of $12,000. Off- 
cers are: W. E. Kimbrell, president; 
James B. Murphy, vice-president; 
C. E. DeKrafft treasurer and secre- 
tary; W. Clarence Kimbrell, assist- 
ant secretary and treasurer. 


Rock Hill—The Easy Pay Store has 
been incorporated with authorized 
capital stock of $10,000 to deal in 
radio, home and automobile supplies. 
N. F. Yorke is president; W. H. 
Crook, vice-president; Frank D. 
Green, secretary-treasurer. 


SOUTH DAKOTA 


Lennox—M. W. Nelson, who pur- 
chased a new building in Lennox re- 
cently, will open an electrical appli- 
ance store after interior decorating 
has been finished. 


TENNESSEE 
Trenton—Fred H. Rauschenberger 


is the owner of the Electric Shop, a 
new firm on the square in Trenton. 
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TEXAS 
Houston—Southern Electric Supply 
Co. has been incorporated for mer- 
chandising appliances, etc with 


capital stock of $500,000. Incorpor- 
ators are J. P. Hamblen, Frank A. 
DeWalch and Gladys King De- 
Walch. 


Harris County—Coleman Appliance 
Co. has been incorporated to mer- 
chandise, capital stoc!: being $20,000. 
Salome Kirby, Leon Flurry and 
James J. Collins are the incorpor- 


ators 


San Antonio—Featuring electrical 
appliances, Highland Home & Auto 
Supply Store has opened for busi- 
ness at 1902 S. Hackberry St 


UTAH 


Smithfield—The Smithfield Locker 
and Appliance Co., Leigh Bair and 
Jack Allsop proprietors, has added 
appliances and is a _ full-fledged 
dealer. Lines to be handled are Gib- 
son, Apex, Farnsworth and Deep- 


1reez¢ 


VIRGINIA 


Ashland—W ith Rufus W. Atkinson 
as president, Ashland Electric Co. 
has been granted a charter to deal 
in electrical appliances. 


WASHINGTON 


Pullman—Pullman Appliance, Radio 
& Music has opened for business in 
the Emerson Building, Kamiaken 
St. Byron Henry is manager. 


WEST VIRGINIA 


Clarksburg—The Appliance Shop is 
a new store at 205 W. Pike St. 


Sistersville—The Union Electric 
Shop at 312 N. Wells St. is now 
open for business. 


Wheeling—An electrical shop has 
been opened by Earl W. Henry at 
Sixth and Marshall Sts. 


WISCONSIN 


Green Bay—Cy Pierquet is manager 
of the new Mullen Appliance Co., 
which recently opened in temporary 
quarters. A. A. Mullen, proprietor, 
intends to begin construction of its 
own building as soon as possible. 


Fond du Lac—J. & R. Motor Supply 
Co. is a new outlet for appliances, 
radios, etc.,in Fond du Lac. Edwin 
Klug is manager of the firm. 
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HERE ARE THE... 
“Rules and 
Regulations” 





ee in preventing a 
common cause of accidents in 
the home...” TRILMONT 


qualified because it either elimi- 























nates or minimizes the fire and 





shock hazard contributed to 














by conventional type elec- 














tric heaters. 











2. "Simplicity of use or applica- 
tion” TRILMONT qualified 
because... It operates safely 

nearest distributor. on AC or DC wall outlets. No 
; safety devices, switches or 
~ oOo thermal controls are required 

PRICE — ... Easily carried from room 


to room. 


Write for name of 


Including Excise Tax 


and complete cord set. . 


- a “*"Reasonable Price’... 
TRILMONT qualified because 
the best of everything goes into 


its manufacture, regardless of 


These features have won for Trilmont, not cost, to give the buyer a long- 
only the most coveted award in the appliance term investment in safety 
field, but the greatest number of sales as well! utility and beauty. 

r Ty 
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DUCTS COMPANY 
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MINITMASTER 
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E-10 Minitmaster. Supplied without 
plastic dial. Timing up to 60 minutes. 
Strong, continuous electric signal. 


Mm, 








low-cost Minitmasters 


C-48 Minitmaster and Clock. Large, 
protected clock dial. Timing up to 60 
minutes. Strong, continuous electric re- 
minder signal. 


C-44 Minitmaster and Clock. Large, 
protected clock dial. Timing up to 3'; 
hours. Strong, continuous electric re- 
minder signal. 





Surveys show that women demand reminder clocks on 
ranges. The low-cost Telechron Minitmaster combination 
electric clock and timer offers them this extra convenience. 

You can add new sales appeal to your own line of ranges 
by building in an accurate, dependable Minitmaster clock. 
And you can do it for little more than a spring-driven timer. 
There’s a model for any type of range—electric, gas or oil. 

A Telechron Minitmaster clock will give your ranges 
many salable advantages. /t never has to be wound—never 
runs down. The strong, continuous buzzer signal can be heard 
throughout the house and keeps up until turned off. 

Famous Telechron accuracy makes Minitmaster clocks 
thoroughly dependable. Precision manufacturing and an 
exclusive, sealed-in lubrication system assure long, trouble- 
free lite. Dials can be designed to match the styling of your 
ranges. Minitmasters are available in voltages up to 250 and 
all commercial frequencies. 

For full details on these low-cost electric timers, write or 
wire Industrial Sales Division, Dept. G. 


Telechyron 


REG. U.S. PAT. OFF 


TELECHRON INC. « ASHLAND, MASSACHUSETTS 
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STOKER ENGINEERING 









@ Your CUSTOMER wants a stoker that provides the greatest 
amount of comfort and convenience with the best economy. You want 
to sell a stoker that will deliver these factors for the most years with 
the least amount of service. Customer satisfaction creates sales... 
reduced service costs increase profits. 


GEHL sroxers 


In Gehl Stokers you get engineering that has met the test over a period 
of many years... stokers built to do a better job for more years, by 
1 79-year-old company. You get friendly, experienced co-operation 
based on a long-time knowledge of stoker merchandising. 





Among the many features that make Gehl Stokers outstanding are: 
Heavy, all-cast, rust-resisting chassis . . . Barometric automatic control 
of chimney draft...Unit air and coal feed tube that insures even dis- 
tribution of air in the fire bed... An auto-type transmission... A retort 
that assures efficient combustion. 











Domestic and 
industrial models 
now available. 





AGAIN “Stoker Sales 
are Blowing a Gehl.” 


WRITE today for literature and 
\ 7) details of the Gehl dealer program. 


‘S| (|. GEHL BROS. MFG. CO. 


mal ESTABLISHED 1867 
NX DEPT. BF-871 WEST BEND, WIS, 


A GEHL WINS FRIENDS WHEREVER IT GOES 
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THIRTEEN UNLUCKY? Not according to these 13 salesmen of the Cleveland Elec- 
tric Illuminating Co. who are taking the Edison Electric Institute Sales Training 
They have had from nine to 2! years with the company and their total 


Course. 


sales experience adds up to over 200 years. According to J. E. North, general sales 
manager, they are enthusiastia about the course and show their interest by diligence 


and consistency. 








LEAGUE ACTIVITIES 








Greenwa!t Discusses Retailing 
at Northwest Ass'n. Meeting 


The second regular meeting of the 
Northwest Appliance Retailers’ Asso- 
ciation held recently in Portland fea- 
tured a talk by A. L. Greenwalt, Ore- 
gon-Washington district manager for 
Dun & Bradstreet. Mr. Greenwalt 
spoke on retailing. Other speakers 
outlined progress of the association to 
assembled radiv and appliance dealers. 


Biddeford Group 
Elects Officers 


named at a _ recent 
Biddeford and Saco 
Electrical Association. 
Linnie was named Biddeford 
and William Duffus was 
named to similar position for Saco. 
Harry Chute was elected secretary- 
treasurer. The association is com- 
posed of the licensed electricians of the 
two cities, electrical wholesalers and 
retailers and utility members. 


Officers were 
mecting of the 
(Maine) 
George 
chairman 


Dayton League 
Elects Hollister 


R. R. Hollister of the Hollister 
Electric Co. was elected president of 
the Gas and Electric League of Day- 
ton, Ohio, in a recent meeting at the 
Biltmore Hotel, first election meeting 
since 1941, John Tehan, Rike-Kum- 
ler Co., was named dealer vice-presi- 
dent; J. W. Yonts, Jr., Yonts Radio 
and Appliance Co., was elected jobber 
vice-president. Leo J. Hunkeler, Elder 
and Johnson Co., was the retiring vice- 
president. The league is open to all 
appliance dealers and_ distributors 
located in Dayton. 


Saltilla Electrical 
Elects New Officers 


The Saltilla Rural Electrical Mem- 
bership Corp., Alma, Ga., recently 
elected the following new officers: J. E. 
Strickland, president; Julian Bennett, 
vice-president; C. F. Poppell, secre- 
tary; Valen Bennett, treasurer; Wil- 
fred Smith, superintendent ; and Konts 
Bennett, attorney. 


JUNE 1, 


Winegar New President 
of Appliance Bureau 


A. J. Winegar was elected president 
of the Knoxville (Tenn.) Major 
Appliance Bureau in a recent reorgan- 
ization meeting at the Hotel Andrew 
Johnson. Inactive during the war, the 
3urecau became famous originally for 
its Code of Ethics and plan for co- 
operation among appliance dealers. 
Other officers elected included FE. J. 
Sherwood, vice-president and Law- 
rence Wood, secretary-treasurer. 


Johnson President of 


Rhode Island League 


Pearce B. Johnson of Ballou, John- 
son and Nichols Co., Providence, was 
recently elected president of the Elec- 
trical League of Rhode Island. 
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TO JONES—THE GAVEL: With serious 
mien, Ray Jones, left, takes up his duties 
as new president of the Appliance Parts 


Jobbers Association. Ex-president Carl 
S. Ruegge of Omaha smiles, free from the 
burden of responsibility. Mr. Jones was 
elected at a recent meeting held in Des 
Moines, lowa, at which George H. Klinker 
became first vice-president, Wesley L. 
May was made second vice-president, 
and Wilfrid L. Cloutier took up the duties 
of secretary-treasurer. The association's 
fall meeting takes place in Cincinnati 
Oct. 24-26. 


MERCHANDISING 
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IT'S NOT EXACTLY a home appli- 
ance, but this new coffee grinder and 
roaster of the Silex Co. is going to get 
as much attention from housewives when 
H they see it grind and roast green coffee 
before their eyes. According to presi- 
Bdent Frank E. Wolcott, the new grinder 
H produces richer coffee flavor in aston- 

shingly short time. The picture shows 
S the inventor, August S. Torres, giving his 

brain child a workout. 








Rocky Mount League 
) Helps Home Planning 


Denver's Rocky Mountain Electrical 

eague is participating in the Home 
/Planning Course which has been 
indertaken for prospective home 
B builders by the Opportunity School of 
B Denver. Adequate wiring and light- 
Sing will be presented on one evening, 
while the subject of kitchen planning 
sand the selection of appliances will be 
taken up on another. These sessions 
Bare to be held in the Electric Insti- 
tute, the auditorium available in the 
basement of the utility building where 
club meetings are commonly held. An 
Beighteen session “school of lighting” 
is being offered in Denver under the 
Bauspices of the league with H. T. 
| Rankin of the Public Service Com- 
S pany of Colorado in charge 


. 


—— 


) Kansas City Housewares 


) Club Elects Officers 


4 § Harold O. Posey, merchandise 
}manager of Emery-Bird-Thayer Dry 
} Goods Co., was re-elected president of 
“4 }the Kansas City Housewares Club for 
' ) 1946 at a recent meeting of the year- 
) old organization. Other officers elected 
Sincluded: first vice-president, Jack 
¢ = Temple, Townley Metal and Hard- 
ware Co.; second vice-president, James 
\. Ekstrom, Glasco Electric Co.; sec- 
Fretary, James Perdue, Bert J. Clark 
sLo.; treasurer, J. Norman Cosney, 
; Katz Drug Co 


t 
| Elmira Electrical 
) Association Formed 


lhe Elmira Electrical Association 
| Was formed by the Elmira Association 
fof Commerce, Elmira, N. Y., late in 
1945 and has held thre 
PMectings since that time. 


successful 

Officers of 
Harold Hewitt, 
ern Furniture Co., president ; Charles 
BStcempfle, Stempfle Electric Co., vice- 
president; W. E. Ripley, Association 
Commerce, secretary-treasurer; and 
: Iter Cook, N. Y. State Electric & 
pas Corp., chairman of the board. 


t 


association are 
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FROM HEATER TO FAN IN 29 SECONDS 
--- SIMPLY REMOVE HEATER HOUSING 


A powerful fan when the 
weather’s hot . . . an efficient 
forced air heater when it’s 
chilly. Surf SEASON-AIR 
is either —at a moment’s no- 
tice. Here at last is a room- 
conditioning appliance with 
DOUBLE sales appeal that 
means steady profits rolling 
in all year ’round! 


Surf SEASON-AIR produc- 


tion still is being slowed by 
material shortages. But keep 
after your jobber (he’s not giv- 
ing us any rest) and make sure 
your store will be first in your 
neighborhood to feature this 
great new profit-maker when 
deliveries begin later this 
year. G-M Laboratories Inc., 
4292 N. Knox Ave., Chicago 
41, Illinois. 





BEAUTY... Handsome crackle fin- 
ish ... Chrome heater grill. . . 
Modern-design fan blades . . . 
Separate fan guard. 


STABILITY...Sturdy all-metal 
construction . . . 74-inch base 
... Finest materials and work- 
manship. 


UTILITY... For summer, powerful 
10-inch fan with air displace- 
ment ot 500 cu. ft. per minute 
; For winter, 1320-watt 
forced air heater. 


SILENCE... Incredibly quiet — 
nearest thing to noiseless 
you’ve ever seen in a motor- 
driven appliance. 

ECONOMY ..Heater and fan 
COMBINED for one low 


price. 
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ease. 


1000- WATT 

LIGHTWEIGHT 

AUTOMATIC 
IRON 


Thermostat accurately 
which iron is set, from high to low. 


Double burner plate of satin 
chrome finish has two 7-in., 
three-heat elements with 
six available heats. Recipro- 
cating switches with indi- 








3214 W. LAKE STREET 


Fast heating element steps up ironing speed. 


Light weight 1000-watt iron affords greater handling 


maintains temperatures for 


INSTANT HEAT 


HOT-PLATE 


cating switch plate shows watt- 
age at which element is oper- 
ating. Left, 1000 500-250; right, 
650-325-165. Cord and plug 
attached. 


DE LUXE GLASS COFFEE -VAC 


Universally preferred by 
housewives for beauty of de- 
sign and maximum conven- 
ience. Triple speed patented 
filter ‘dow positively elimi- 
nates any grounds or sedi- 
ment in the coffee. Wide or 
narrow neck models—eight 
cup size with platinum band- 
ing. Wide-neck models 
equipped with hinged de- 
canter cover, double purpose 
top cover and funnel holder 
... all of attractive, durable 
bakelite. 


FOR EFFICIENT DESIGN... THE WHITE CROSS LINE 


The trio of home appliances illustrated above repre- 
sents but a few of many proven performers in the 
extensive White Cross line. 
White Cross products are incorporated features of 
} design and convenience that minimize sales resist- 
ance. As more materials are released greater quan- 
tities of White Cross products will become available. 


Remember, in all 


Now in our 55th Year of Appliance Manufacturing 
NATIONAL STAMPING & ELECTRIC WORKS 


CHICAGO 24, ILLINOIS 


too few conven 
sence outiets for the 
od of electrice 
applences and lights 
it has to carry 

Plan the wiring of 
your new home with 
are 6° you can take 
advantage of the 
electrical wonders of 
the future Adequate 
wiring should cost 
at least 4% of the 
amount you plen to 


spend tor « home 














THATS true! Electric wiring 
can carry just so much electnc 
current When you attach three 
or four lamps and appliances 
to one convenience outlet 


you're inviting blown fuses 


Plan the wiring of your new pl 
home with care so you can 











You'll want plenty of convenience 
lets in your new for floor lamps 
and the many wonderful new electra! 
appliances your dealer 1s now show.og 

Using qne outlet for three or four st 
techments is an invitehon to blown fuses 
and inethcient operstion for electric 
wirng cam carry just so much currer 

So lay your wiring plans carefully 
geting the advice of your architec 
contractor. Prepore lor the future and 
you'll be able to ssy “An outlet? be 
there by your hand 


and inethcient operation +e 





Plenty oF 
COMVEMIERCE OUTLETS 
PLEMTY OF PeRmanEnT 











take advantage of the electrical conmemne eae GED 

wonders of the future FINTURES AMD SWITCHES 
—_ ¥ 
= - we 


HUMOR IN WIRING ADS—Taking advantage of the public's liking for cartoons, San 
Diego Gas & Electric has used a touch of humor in getting over the idea of adequate 


wiring. 


It is safe to say that a very high percentage of newspaper readers were attracted 


by the humorous dilemma of the characters portrayed—and read the script which went 


with the picture. 








30,000 Swarm 
Houston Home Show 


Priority books of Houston, Texas, 
electrical dealers swelled with the ad- 
dition of hundreds of waiting customers 
recently when over 30,000 local resi- 
dents swarmed through the Electrical 
Village of the Houston National Home 
Show and Exposition from May 5 to 
11. 

The Electrical Villag 
furnished by appliance dealers and 
distributors, featured displays of all 
modern appliances. Center of the dis- 


e, arranged and 


eevTrir 
a. 
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As the fresh, outside air passes 
through Filt-R-Fan it’s cleaned and 
purified. No dirt or grime gets past 
its spun-glass filters . . . even injurious 
pollen is reduced to a minimum. 


© Adjustable 





ALL THE HEALTHFUL BENEFITS OF 


sailtecd At 
th FALT-R- FAN © 


TRADE MARK REG. PAT. APP. FOR. 


¢ Easily Installed 
Write today for complete details. 


MEIER ELECTRIC & MACHINE CO. 
3523 East Washington Street - indianapolis 7, Iindiene 


play was given over to a model elec- 
trical home created by the Houstor 
Light and Power Co 

Exhibitors included the 
Haverty Furniture Co., Harris Camp 
bell, Suniland Furniture Co., Stower’s 
Readers, Straus-Frank, Coastal Equip 
ment, United Appliance, Jefferson Dis 
tributing, Nicoletti’s, Edison G-E, Tit 
bitts- Morris, Landsdowne and Moody 
Fred Air Circulator Mfg. Co., Con 
tractor Supply, The House of Lamps 
Suniland Lamp Center, Edmonson’s 
Inc., Maytag Houston Co., Royal Dis- 
tributing, McCardell’s, Inc., Foley 
Bros., Novelty Lamp Shop, and Air 
pla 


following 


Quietly fills the room with 
cool, healthful filtered oir — 
free from much injurious pollen 
and other irritating impurities. 


Yes, Filt-R-Fan is more than a window 
fan—it's an air filter—designed for 
healthful comfort. Modern in design 
and finished in white enamel —it 
harmonizes with the finest furnishings. 


e Simple + Safe 
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Big Demand, Increased 
Production in Canada 


Canadian production of electric re- 
rators jumped from 3,295 units in 
uary to 4,199 units in March, ac- 
ng to figures recently released by 
Dominion Bureau of Statistics. 
time, it was reported by 
Association of Radio and 
ince Dealers, which recently con- 


At the same 
intario 

ted a two-day convention in To- 
700,000 Canadian 


that women 
iid buy electric refrigerators imme- 
ly if they were peaat vg Another 


quoted as 
400,000 are 
and 12 per- 


(0) housewives were 
ing washing machines 
ior electric stoves 
elec- 


ill households want new 


Electrification Program 


sident of the 
told members at 
that the Manitoba 
Hydro Power Company has embarked 


R. Cavers, pre 
assoc iation, 


()nt 10 


annual meeting 


ification 
“included in 


‘ intensive rural elect: 
me the 


ywner 


has this 
selling of appliances to the 
at cost 
ts indicate that discounts up to 30 
nt are 


Recent develop 


usually being offered and 


ire able to deliver some merch 


which most dealers are finding 
ird to get | 

Washing production for 

bruary showed a rise to 9,515 units, 

with 8,942 units 


Statistics 


machine 


iring favorably 
January, the | 
vealed 


tri 


sureau of 


8.129 of the washers were 


Plan 1947 Lighting 
Exposition in Chicago 


9,000 electrical wholesalers, 
contractors, utility personnel, and other 
participants in the electrical industry 
attended the Ist International Lighting 
Exposition held in Chicago 
far exceeding anticipated attendance, 
E. C. Huerkamp, exposition chairman, 
has announced that the second 
exposition will be held in Chicago from 
Nov 3-7, 1947. 

Said R. W. Staud, 
program, “The 


Bec ause 


recently, 


such 


chairman of the 
aim of this exposition 
and conference 
hibition of 


was to provide an ex- 
lighting equipment and a 
onference program of real interest and 
to the man or 
specification, 


value woman engaged 
manufacture, sale, 
installation and use of lighting equip- 
ment. It is gratifying to the committee 
that the official attendance statistics 
indicate that this objective was accom 

shed.” 

Mr. Huerkamp stated that the suc 
ess of the 1946 exposition was so con 
lusive “tl 


MW the 


at plans are already under 
the 2nd International Li ighting 
and ( 


Vay tor 


Exposition onference. 


Coa! Shortage Halts 
Stoker Convention 


The two-week 
sition scheduled to 
May 6, in the 


assembly hall, 


Stoker ex 
start Monday, 
Commonwealth Edison 
140 South Dearborn St., 
vas indefinitely postponed last month 
because of the coal emergency. Offi- 
cials of the Midwest Stoker Associa- 
tion and the Chicago Coal Merchants 
\ssociation, co-sponsors of the show, 
said that a new opening date would be 
made public at the close of the emer- 
gency. 


Chicago 
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A MESSAGE TO THE ELECTRICAL INDUSTRY 





iN 


AVAILABILITY 
MATERIALS 


FF RAW 


ADEQUATE SOURCES OF POWER 


OPPORTUNITY FOR DECEN.- 
TRALIZATION 
NON-RESTRICTIVE LEGISLATION 
LARGELY NATIVE-BORN LABOR 
AVAILABLE 


©oodo 


* Union Pacific—the Strategic Middle Route—unites the East with the 


6eoo090 


Big ADVANTAGES 
OFFERED INDUSTRY 


rye UNION PACIFIC WEST 


HEALTHY LIVING CONDITIONS 


GOOD SCHOOLS 


GROWING CONSUMER MARKETS 


INCREASING 
DEVELOPMENT 


FAVORABLE DISTRIBUTION 


FACILITIES* 


Mid-West, Intermountain and Pacific Coast States. 


It has facilities and equipment designed to meet industry's heaviest 


demands. 


to all shippers. 


For information regarding 


HULSIZER, General Manager of Properties, Department 101, Union 


western 


Pacific Railroad, Omaha 2, Nebraska. 





The Progressive 





1, 1946 


industrial 


Trained traffic men offer a helpful, cooperative service 


sites, write W. 


be Specific - 


say Union Pacific 


UNION PACIFIC RAILROAD 
The Strategic Middle Leute 








INDUSTRIAL 
















































KitchenAid is in production now with a line of 
mixer models, attachments, and two electric coffee 
mills for freshly ground coffee at home. Deliveries 
are still slow, of course. But the best is worth wait- 
ing for, and your customers know it! See your 
distributor, or write. 














HOBART 


PRODUCT 


KitchenAid 


The Hobart Manufacturing Co., KitchenAid Division, Troy, Ohio 
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Cine-Television 


Unveils Merchandiser 





Day-long product demonstrations 
will soon confront department store 
customers through a medium unveiled 
to the press by Cine-Television Stu- 
dios, Inc., at a special demonstration 
in New York’s Grand Central Termi- 
nal Building on May 10. 

Titled In-Store Films, the 
chandise in action” service consists of 
sponsored motion pictures in the form 
of eight to ten minute editions shown 
onsole type automatic film pro- 


“mel 


Via a ¢ 
jector 


locations in 


operating continuously in fixed 
the upstairs house furnish- 
ings, appliance and housewares depart 
ments of the 30 or more participating 
department stores 

Each film ¢ 


mer 


mtains about six com- 
products and ap- 
f editorial 


radio 


ials for various 
proximately four minutes 


shorts supplied by magazines 


networks or simul: 





media 


t overage 
lion 4 tual benefit of the retailer and 
national manufacture “9 He 
ed the service as offering sele 
erag it the point of 
i impa at the n ent of buy 
| S10 


The In-Store Film editions employ 
1 : ive sound, music, 
Kodachrome color film or its equiva 
Fidler stated that stores with 
able to 


system 


ra-store television would be 


utilize the films over that 


First films, due to reach the public 
November 1, will be in the form 
Edition” and will 
f 30 to 45 stores 
depending upon equipment availability 
Up to six consoles will be 
each store 


about 
of a “Homemakers’ 


% shown in a group 
~perated in 


One manufacturer whose product was 
included in the sample film shown at 
the press demonstration was the Easy 
Washing Machine Co. In the brief 
space of time allotted, the film told the 
simple but effective story of Mrs. X 
who had no Easy—and thereby suf- 
fered exhaustion and mental turmoil- 
and Mrs. Y, whose Easy washer made 
work light and fun. That’s an old ad- 
vertising story, but seeing it made it 


inore realistic. 


Kellogg Buys 
Select-O-Phone 


James H. Kellogg, President of Kel- 


logg Switchboard and Supply Com- 
pany, Chicago, has announced the pur- 
chase of the assets and business of the 


Select-O-Phone 
dence, R. I., mar 


Company of Provi- 


ufacturers of private, 


commercial and industrial automatic 
telephone systems The Select-O 
Phone Company is one of the pioneer 
firms in the manufacture of dial type 
intercommunicating systems, using 
both standard type telephones and loud 
speaker equipment It has been lo- 
cated in Providence for the past 30 


years 
According to the an 


ture production of Sel« 


louncement, fu- 
t-O-Phone will 
me transfe rre 1 irom 


Swite iboar | an 





JUNE. 1, 


Providence to 
1 Supply Co. 


water 


of automatic 
Savings up to 50%. 




































“TOUCH BUTTON” Zontro~ fo 
GAS WATER HEATERS 


THE PRODUCT: 


push button control for 


Sav-U-time provide 


side arm xg 


heaters, from bathroom, kit« he 


or laundry 


THE ADVANTAGES: Hot water at the 
touch of a button..No stair climbing 

match lighting. Heater only in use whe 
hot water 1s needed 


All the convenience 


hot water heat 


THE MARKET: Tw: 





untouched market 


ple, inexpensive, Sav 
U-time. 








o- 
0 
0 


THE PRICE: You sell Sav-U-time for 
$39.50 plus a small installation 
charge—with 100 profit for you. It's 
a price that every home can afford. 


IMMEDIATE DELIVERY: Here is a 


wanted item that you sell, deliver, and 
collect vour profit now. 


DEALERSHIPS AVAILABLE: ¢ ux 


yourself inonthis profitable business 
Take a tip from dealers in St 
Detron, Philadelphia—who are clean- 
ing up with Sav-U-time. Many terri- 
tories sull open. National advertising, 
dealer helps back you up. Write or 
wire for details NOW 


l Ouls, 


SAV-U-TIME 


SALES COMPANY 





62 Manhattan St., Rochester 2,-N. Y. 
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with gas 


out of every three 

= homes in your com- 
y munity have side arn 
gas water heaters 


Here is a practically 


all eager for the sim- 
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Yale & Towne 


The Yale & Towne Manuiacturing 
Co., long established lock and hardware 
concern, has entered a new field, the 
production of home electric appliances. 

Announced as the first step in the 
company’s program of post-war ex- 
pansion, president W. Gibson Carey, 
I said that the broadening of the 
firm's activities was a continuation of 

iid policy diversification. 

First appliance to be brought out 
he fall will be a patented Tip-Toe 
1, an electric, automatic iron with 
jual sole plate permitting the user 
employ the toe section for ironing 


a 


hard-to-get-at places. 

Yale & Towne appliances will be 
made at a recently acquired plant in 
Buffalo, N. Y. and their sale will be 
directed by Anthony B. Cassedy, for 





A. B. CASSEDY 


the past three years assistant to the 
president for marketing and largely 
responsible for developing Yale’s new 
consumer products marketing program 
Mr. Carey announced that Mr. Cas- 
sedy is establishing a national sales 
eadquarters in the Empire State 
Building, N. Y., and will open a few 
test territories in the early fall. 
Yale & Towne originated the famous 
pin tumbler cylinder lock 78 years ago 
1 its Stamford division and has since 
expanded into the manufacture of 
builders’ hardware, door closers, hand 
chain and electric hoists, handlift and 
electric material handling trucks, 
pumps, precision scales, and other in- 
dustrial products. These are produced 
the firm’s seven divisions in the 
United States, Canada and England 


Reynolds Announces 
New Material 


The Reynolds Metals Co. has come 

ip with a new development called 
Reynalite, a lightweight aluminum 
uuilding material which combines two 
sheets of aluminum bonded with a 
plastic adhesive to a cellulosic core. 
The company claims that the new 
rroduct can be used successfully for 
retrigerator linings and electrical cab- 
nets as well as for the construction 
! walls, ceilings, roofs, doors, radiator 
overs, busses, trucks, and numerous 
ther items. 

Any design specification can be met 
with Reynalite, the firm maintains, 
because a wood veneer surface can be 
bonded to either or both of the metal 
surfaces. 

“Tests have shown,” said W. G. 
Reynolds, vice-president, “that Reynal- 
ite has all the long-life qualities of 
seasoned lumber plus advantages which 
ome only in a combination aluminum 

re of this type.” 
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The PLAN Behind The PRODUCT! 
































TRADE MAE AEG. 


the NAME WOMEN KNOW! 


Liven housewares sales with VACULATOR — the 
consumer-accepted “best-seller”! FAIR-TRADED 
for FULL profits; backed by POTENT ADVERTIS- 
ING in leading magazines to millions of home- 
makers; BEAUTIFULLY DESIGNED for eye- 
appeal; made with PYREX brand glass; and 
equipped with the new DUTCH clothless coffee 
filter. For the best in coffee makers, feature VACU- 
LATOR—Coffee Maker specialists exclusively! 


Aggressive PROMOTION! 
Distinguished DESIGN! 


TRADE MARK REG. 





IN A CLASS BY ITSELF!? 


pweak” 


The biggest “LITTLE” thing in coffee 
makers! No cloth or paper; can’t pop-up 
or fall-out. Made of sparkling china — 
virtually unbreakable. Fits ALL standard 
makes. It’s R-E-D HOT! 


VACULATOR 








1, 1946 


CHICAGO 4G, 










Free! 


DISPLAY 
DISPENSER 
STOPS the pros- 
pect; TELLS the 
story; MAKES 
the sale! 
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QUICFREZ Model No. 1245 12.5 Cu. Ft. with 
Divided 


Separate Freezing Compartment and 
Storage 


SINCE 1939. . 


With a long experience background in the building 
of Farm Locker Plants (Farm and Home Freezers), 
SANITARY 's specialized skill and know-how in this field 


insure utmost customer satisfaction. 


SANITARY REFRIGERATOR CO. 


Fond du Lac, Wis. 


Refrigerator Manufacturers for Over 40 Years 
Sarn Locker Plants Since 1939 


Another LUMINITE Product 


to bring MORE 


Always — 
Easy to find 
Easy to plug into 


o Sofety Nite-lite 


VYewl... Leé f/f 
CONVENIENCE OUTLET‘'PLATE 


Enthusiastic public response to the LumiNite Automatic Switch Light inspired 
this amazing new LumiNite duplex convenience outlet plate. Lighting the 
way to hidden, hard-to-find outlets, the soft-glow of its sealed-in electric 
light makes outlets easy to locate and plug into accurately, day or night. 
Also serves as a permanent safety light . . 


. ends fumbling and stumbling 
in the dark 


Beautifully molded of ivory or blown plastic, it matches the 
LumiNite Switch Light — affording a completely matched LumiNite line! 
Operates for less than 2c per year, lasts for years without a burn-out, 
and is backed by an unconditional renewal guarantee. You'll realize 
immediate profits from this popular, fast-selling, modern electrical con- 
venience — it's ready NOW! Write for details on the complete LumiNite 
line and the extensive merchandising helps furnished FREE 7 
a 


ASSOCIATED PROJECTS COMPANY y 
8O €E LONG ST COLUMBUS 15, OHIO 


By Makers of the Popular 
LUMI, ITE a ee. ea 
PLL) SWITCH LIGHT 
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OPA Ups Laundry 
Ceilings 6.8% 


Prices which consumers will pay for 
washing and ironing machines have 
been increased an average of 1.5 per- 
cent as the result of an increase of 6.8 
percent recently allowed in manufac- 
turers’ ceilings, the OPA announced 
recently. The increases, effective 
April 30, reflect higher wage rates and 
material costs incurred by manufac- 
turers. 

The amount of the increase consum- 
ers will be required to pay will vary 
from zero to around three percent de- 
pending on the model machine. The 
higher-priced models will be increased 
little or not at all, while the lower 
priced models will be increased in 
many cases by the full dollar amount of 
the increase at the manufacturing level. 
Thus distributor and dealer dollar 
margins on low-priced models, on 
which margins are relatively low, will 
not be reduced as a result of the action. 
At the same time, the action was said 
to streamline OPA’s procedure for set- 
ting retail ceiling prices on new model 
washers and ironers. 


FCC Warns on Use of 
Surplus Transmitters 


The Federal Communications Com- 
mission has warned that the unau- 
thorized use of Army surplus walkie- 
talkies and other radio transmitting 
equipment now being offered for sale 
by many appliance dealers is illegal and 
may subject the user to a $10,000 fine 
or imprisonment or both. Under the 
Communications Act no person may 
operate a radio transmitter without 
first obtaining a license from the FCC. 

Furthermore, the FCC has stated 
that no licenses will be issued until 
the Citizens Radiocommunication Serv- 
ice, designed to govern the use of such 
equipment, is put into effect. The Com- 
mission also pointed out that none of 
the Army surplus walkie-talkie equip- 
ment which has come to its attention is 
built to operate in the 460-470 mega- 
cycle band allocated for the Citizens 
Radiocommunication Service. 

Retailers planning to sell Army sur- 
plus equipment or any other transmit- 
ters are urged by the Commission to 
assist in the enforcement of the Com- 
munications Act by attaching to each 
transmitter a tag explaining the penal- 
ties involved in unauthorized operation. 
The tags may be obtained without 
charge by writing to the Secretary, 
FCC, Washington 25, D. C. 








OA? _alneng2 


| “STARTIN' UP THAT COOLIN’ CONTRIVANCE 


MORE TROUBLE THAN IT'S WORTH." 


JUNE 1, 


RED JACKET 
Centri-Jet “RC” 


Pumps and 
Water Systems 


CAN SATISFY 80% ) 


OF THE ESTIMATED 
500,000 WATER SYSTEMS 
DEMANDED IN 1946 


Think of it! The mew Red 
Jacket Centri-Jet RC” 
Deep Well Pump and its 
companion — the popular 
Centri-Jet ‘‘RC’’ Shallow 
Well Pump announced 
last spring—now make it 
possible for YOU TO 
SELL 8 OUT OF EVERY 
10 PROSPECTS with 
these pumps alose. Other 
Red Jacket equipment for 
the deeper wells 
Both the mew Red Jacket 
Centri-Jec “RC Deep 
Well and its teammate— 
the ““RC’’ Shallow Well 
Pumps and Water Sys- 
tems are chock-full of 
time and labor saving ad- 
vantages. Once properly 
installed, there is no need 
for extra calls that eae eat away 
your initial sales profit. 
Announcement of this new line of water 
systems will be made to over 2,000,000 
consumers. Be the first in your locality 
to sell and install one of the finest, 
profit-packed water systems ever built. 


HERE'S WHY “RC” PUMPS SELL 


1 More Water — Greater capacities 

pump for pump than older types. 

2 Hook Up Anywhere — At the well! or 

in the house. 

3 Easy To Install — Everything furnished, 

except the piping from pump to well. 

4 Sefe — No belts or pulleys to catch 

clothes or fingers, Only one moving part 

—fully enclosed. 

5 Clean — No messy water or o!! on the 

floor. New mechanical water sea! replaces 

old style stuffing box. No oiling needed. 

6 Added Features — Improved foot 

valve, automatic pressure contro! valve, 

interchangeable standard motors, a wide 

range of pump capacities. 
Ask your jobber 
about the mew Red 
Jacket “'RC’’ Sbal- 
low and Deep 
Well Pumps and 
Water Systems. 


Red Jacket Mfg. Co. 


DAVENPORT, IOWA 


Specialists in pump manufacturing 
for over 68 years 
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“SINGLE | Se | BAR-BROOK | 
WX ont (@)\\ kas | | ATTIC FANS | 


... can blow 
a lot of profit 
your way! 


BAR-BROOK Attic Fans offer 
everything: Attractive ap- 
pearance; economy; effi- 
ciency; silence; overload pro- 
REST FOR A RAZOR: The new Schick | tection; aerodynamically cor- 
Soon gobs postant best wth Gm |*0C? OFien Cesign; complete 
counter demonstrator which is available | capacity range from 5500 
to dealers. CFM to 21,000 CFM, certi- 
fied under standard ASHVE = Midwestern Representative: 


a . ° ‘ Earl Goetze Co. 
| test code; simple installation; Merchandise Mart, Kansas City, Mo. 


NEW LITERATURE | trouble-free operation se ee Southeastern Representative: 
AND SALES HELPS | (2°22 neet profit for the aii ttckie st, Atlanta, Ga. 


dealer! 























Southwestern Representative: 


Geo. E. Anderson Co. 
Santa Fe Blidg., Dallas, Texas. 


Stewart-Warner Corp. SHIELDS 


Se 1 Ron SHREVEPORT 


Radio Today,” has just been issued aa FROM 


by the Stewart-Warner Corp., Chi- ; SUMMER ENGINEERING EO. 


cago, Ill. All models are pictured in ¥ HEAT 

beautifully colored settings, and com- 1553 Texas Ave. Shreveport, La. 
plete specifications are given. Copies 
may be obtained from the Stewart- 
Warner Corp., Chicago 14, Il. 








Gerrard Sales Corp. F 0 R p 6 | IS 
A new brochure heralds the return 


ot Gerrard \utomatic Record 


Changers to the domestic scene. It [ N T a EF G R 0 W N G 
contains photograph, description, spe- 


cifications and prices of the various 


models. This Bulletin No. 45 is avail- ny ~ on [ 0 N D T 0 N N G 
able from Gerrard Sales Corp., 401 


Broadway, New York 13, N. Y. 





General Electric Co. 


A new “back-in-business” electric 
clock display is now being made avail- 
able to GE retailers, Ro O Fickes, 
manager of the Company’s Clock Divi- 
sion, Bridgeport, Conn. Valued at 
$4.50, it is being sold through GE 
distributors for $2.25, and an assort- 


@” 
ment of six electric alarm clocks must _ » ell 
be bought at the same time. Five é APO ATIVE 
clock models are offered and retailers REV, 
may purchase any combination of hey el 
these models. The display is 22+ | COOLERS  —_— 
inches high, occupies a space 18 by 
55% inches and is painted two shades : 
ey a ie ok Coolers with the features customers demand. . . made and 
ot ore Division _- perfected in the air conditioning test ground: the Arizona 
Genera ‘lectric Company’s Elec- ; ; : 
tronics Department has prepared a desert. A fast-selling, profitable line of coolers — all types 
mew S-page Sookict, Electonics for and sizes — backed by over 30 years of manufacturing ex- 
Education”. It describes the ways in 


which electronics can be used in edu perience. Illustrated is horizontal blast blower type 
cation, is illustrated with charts, pic- 


— tures of electronic equipment and Present supply lim- 
actual scenes of the use of electronics ited 
for educational purposes, and includes Get your order in (/ 
a complete bibliography of publications now for summer 
available to educators. Copies of profits. 
Ebr-28 are available Iree on request Free catalog on re- ow, Manufacturing Corp 
MANUFACTURING COMPANY to the Publicity Section, G-E Elec- quest. 

ne ANSAS CITY MISSOUR tronics Department, Thompson Road Phoenix, Arizona 

Plant, Syracuse, N. Y. 


ELECTRICAL MERCHANDISING—JUNE I, 1946 






























IMPROVE FAN 
PERFORMANCE 


WITH 













Quiet PROPS 


The manner of performance is 





















what interests you in propeller 
blades. Quiet performance... 
first-rate air delivery with only 
Meier 


blades are insulated 


a whisper of sound. 
Nu - Air 
from the spider and hub 
finish 


the spider is cadmium plated 


near mirror aluminum 

all propellers are static 
balanced and guaranteed to 
be accurate. These are only a 


few of the qualities that help The 





Produced under license from 
Torrington Manufacturing Co. 


Meier Nu-Air Props are available 
to 34. 


make Quiet Props mean quiet performance. 


in sizes from 10" to 54" and pitch from I1 For further details, write for 


Bulletin No. 2100. 


ELECTRIC & MACHINE CO. 


3525 E. WASHINGTON STREET 
INDIANAPOLIS, INDIANA 


Meier 











NEW LITERATURE 
AND SALES HELPS 











Polaroid Corp. 


Polaroid Corp. announces two new 
products for use in salesmen’s pre- 
sentations—Selectographs and Three- 
Dimensional Vectographs—which em- 
ploy the unique properties of polarized 
light to create dramatic sales presenta- 
tions for a wide variety of industrial 
and consumer products. Selectographs 
introduce an improved technique for 
presenting “before and after” pictures. 
Chree-Dimensional Vectographs are 
a new kind of three-dimensional pic- 
tures which are viewed through simple 
polarizing Further infor- 
mation may be had by writing the 
Polaroid Corp. Cambridge 39, Mass. 


spectacles 











A SMASH HIT] 


DIRECT READING 


ELECTRIC CLOCK 





















ONE YEAR 
GUARANTEE 


es to accuracy and me- 





chanical perfection. 


Powered by se/f-starting, synchronous type, 60 cycle- 
110 volt motor. Operates on AC current. 


Tastefully designed modern case is of molded 
Catalin, size 8" x 5"’ x 244’. Comes in ivory, walnut, 
tortoise shell and antiqued green. Half-inch, easily- 
read, black numerals on silver background are 
framed in nickel chrome opening. Motor is sealed 
against tampering, dust and moisture. 


1250 


ust Paice omen admire the Winslow's beauty. Men like 


its clear, accurate time-keeping. It’s as modern and 
new throughout as the minutes registered on its face. 


WINSLOW MANUFACTURING COMPANY 


Makers of precision timing devices 
vane STAMFORD, CONN. 








DEALERS! You can make 
friends and make money 
with the Winslow. Write us 
for full information. 


















BUGABOOS: This complete selling pack- 


age of insect repellent lamps is offered 


by Verd-A-Ray Corp., Toledo. The as- 
sortment consists of 72 bulbs in 60 and 
100 watt sizes. The flasher socket insures 
attention for the blue and yellow dis- 
penser. Along with the 13 by 13 inch 
container the company sends a two-color 
window banner, 50 envelope stuffers, and 
two newspaper mats. 


Kohn, Bald & Laddon, 















Concord Radio Corp. 


Radio 
ind Atlanta has just brought out a 
new 112 page post-war catalog, offer- 
ng its new line of radio receiving sets 
ind radio-phonograph combinations. 

Iso listed are all nationally-known 
standard lines and a large selection of 


parts, 


Concord Corp. of Chicago 


equipment, supplies and acces 
radio and electroni 
need—tubes, meters, condensers, trans- 
resistors, 


sories for every 


controls, switches, 
microphones, test 
equipment tools and amateur kits and 
supplies. 


formers, 
relays, generators, 
\ free copy may be obtained 
writing Concord Radio Corp., 901 
\\ Jackson Blvd... Chicago y Ill. 


Warwick Mfg. Co. 


\ five piece display set featuring the 
Hunter, 


character, 1s 


Clarion Radio's 
trademark being dis 
tributed to dealers of the firm 
throughout the nation. The cards are 
printed in crimson, blue, yellow, and 
black, and are designed for dealer iden 
tification and as a national advertising 
tie-in. Each of the cards carries a 
advertising message. 


(rimson 


separate 


JUNE 





% Molded of new. improved luminous 
plastic that emits blue-white glow 
thru hours of darkness. 

% Glows 7 to 8 hours with only min. 
utes of exposure to light. 

% Absorbs both artificial and daylight. 

% Practical, unbreakable and wash. 
able. 

% Quick turnover—full profits. 

% Colorful sales display—tfree to each 
dealer. 

% Retails 25c single gang: 42c double 
gang. Aittractively packaged (in- 
dividually) with quality screws. 


Order from your jobber 


4656 West Huron Street, Chicago 44, Illinois 


Manufacturers of the famous Gits Knives 
Gomes, Savings Banks, Protecto-o-shields, 
Switchplates, etc. 

Canadian Distributors: 

Ltd., 

Toronto 


ELECTRIC 
TRIMMER 


Reasonably priced 
. - complete cata- 
log and prices upon 
request. 


Exclusive HEDGE- 
MASTE 


R double 
action provides un- 
equaled perform- 


ance and long serv- 
ice. Nothing te ob- 
struct shrubbery 
from entering the 
cutting blades nor 
to timit the size of 
stalk to becut. Duo- 
position cutting 
head may be locked 
in two different 
positions ... 10'2” 
cut and well-bal- 
anced design . . 
equipped with 14” 
Reach-Ezy insulat- 
ed handle. . . pqw- 
ered by Universal 
motor for use on 
AC or DC current 
. . weight approxi- 
& mately 5 Ibs... . 
7' 2” blade for heavy 
duty trimming may 
be supplied. 
















69 York St., 
























KAUFMAN MFG.CO. 


MANITOWOC, WISCONSIN 


1946—ELECTRICAL MERCHANDISING 





















ous 
low 


min- 


ght. 
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Sells on Sight! 


gem 
dandy 


ELELT RIL 
CHURN 


It Relieves 
Farm Drudgery! 


ach 





uble 
(in- 





[Hinois 
ves 
ids 





gg 


Rapid increase in number of elec- 
trified farms creates big and grov7- 
ing market for Gem Dandy Ele-- 
tric churns. Gem Dandy hcs 
strong popular appeal, features 
that farmers want—relieves drud- 
gery of farm home. Slow speed. 








long-life motor. Sanitary alumi- 
num base, shaft and dasher. Nec- 
prene covered supports and ele-- 
ced | Ff tric cord. Easy to operate, easy i> 
pon clean, produces 15% more butter 
ce. | — ‘im 15 minutes. Fits any crock or 
‘un jar up to 5 gal. size. Operating 
ory costs approximately 10 cents per 
ary month. In use throughout U. S. 
oa since 1937. Nationally advertised 
ine in farm papers. 
rent 
ba Retail Prices 
(if STANDARD DELUXE 
nw MODEL MODEL 
cat $14.32 $17.32 
vei For Immediate Delivery 
a ASK YOUR JOBBER 





Or Write to 


7 Alabama Manufacturing Co. 
1801 First Ave. N. 
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Admiral Corp. 


The annual report of the Admiral 
Corp., issued over the signature ot 
president Ross D. Siragusa, revealed 
that the company was running ahead 
of schedule in its radio manufacturing 


division 
Net earnings for 1945 were shown 
as $711,310.15, equal to 79 cents a 


on the 900,000 outstanding shares 


This net is slightly 
er 


share 
of common stock. 
1944's earnings of $723, 
lecline in sales from $40 
59,803.80 for 1944 to $30,533,756.46 in 
1945 is due, the to can 
cellation of 


peacetime 


, 
lower than 


9OR.50 \ 


report said, 
war contracts. Reconver- 
sion tor manutacturing 1s 
practically ompleted and represents 
the expenditure ot $1,000,000 in plant 
expansion and new tools 
1944, the 
$2,685,000 


the end of 


and property 


and dies In December, 
ompany s net worth was 
to $4,126,000 by 


December, 1945 


and rose 


General Electric Co. 


Orders received by the General Elec- 
tric Co. during the first quarter of 


1946 amounted to $111,775,000 com- 


pared with $395,.466,000 for the cor- 
responding period of 1945, a decrease 
ot 72 ercent. president Charles E. 


Wilson announced recently. Mr. Wil 


son attributed much of the reduction 


to the nine week strike which closed 
ill of the company’s principal plants 
“This meant,’ e said, “that a sub- 
stantial volume of business in those 
rroducts which normally can be shin 
ped immediately could neither be re 


delivered to our 
customers in the first three months o! 


corded as orders nor 


this year.” 


Stewart-Warner Corp. 


Net sales for 1945 of $78,430,384, 
third highest in the company’s history, 
reported by Stewart-Warner 
Corp. in the firm's 40th annual report 
Net profit after income tax provision 
was reported as $1,634,202, or $1.28 
per share. This cents per 


were 


was 26 
share less than was carried to earned 
surplus in 1944, when sales totaled 
$107,661,295, and $1,000,000 was re 
served for postwar plant rehabilitation 
The profit carried to surplus in 1944 
was $1,965,218. Two regular and two 
extra dividends of 25 cents each in 
1945, as in 1944, amounted to $1 per 
share on the outstanding 1,272,920 
shares of capital stock. 


Stromberg-Carlson Co. 


Net sales of the Stromberg-Carlso 
Co. tor the fiscal year ending Decen 
1945, $33,144,003, 1 
profit before income tax amounted t» 
$2,556,533 and after income tax 
1 to $708,962. The 


ber 31, totaled 


amountec compan 


paid taxes totaling $2,345,840 andl 
common stock dividends of 32.51 per 
share. In 1944 the company’s sal 


amounted to $55,101,940 and profit be 
amounted to $5,J31 
951. Profit after income tax in 1944 
totaled $843,007. The earned surplus 
I taled $3,819,433 
4°76 for 194: 


lore income ta» 


¢ 


at the end 1945 1 


mparin Wii 
] . 
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YOU'LL BRING THEM TO THEIR PRETTY KNEES 


IF YOU'lL DISPLAY A Polar-Freez 


Housewives—farmers — 


commercial users are clamoring for these high-quality, eco- 


nomical food freezing and cold-storage cabinets. Because the Schelm Polar-Freez 


actually sells itself, it's a real profit-maker for dealers. Write, wire or ‘phone us 





today for complete details 





‘*‘BUILDING BETTER PRODUCTS FOR 40 YEARS" 


















MODEL 12 Di “DEBONAIR” 


MODEL 12 RI 
“ROOMETTE" 


DIVISION OF 


WICHITA, KANSAS 


(VAR—NAY—DOE) 


O. A. SUTTON CORP. 


Gives seven times more circulation—33°/, 
longer range of effective cooling—more 
effective than three ordinary ‘fans. Noth- 
ing like it on the American market. A mar- 
velous demonstrator — flip the switch and 
amaze your customers! 


Greatest advancement in air circulation 
history! Its vortex action creates superb 
summer cooling. Millions of overheated cus- 
tomers seek relief from summer heat—show 
them the thrilling VORNADOFAN! 


15 


GREAT MODELS FROM 
WHICH TO CHOOSE 


PAGE 























NO BUZZ: NO BLAST-NO BOTHER 


169 














GENUINE 























Create a Modern 
AP 


























































Modern Post Treatment features 
small appliances. Trock Appliance 
Store, Chicago. Harry Meyers, 
Display Mgr. 


sve 





STRUCTURAL 


REGISTERED TRADE MARK 


WRITE FOR FREE CATALOG + PLAN YOUR NEEDS + PLACE ORDER NOW 


Designed and Distributed Exclusively by 


W. L. STENSGAARD AND ASSOCIATES, INC. 


312 NORTH JUSTINE STREET + CHICAGO 7, ILLINOIS 


ORIGINAL 


PLIANCE STORE 


Made of strong tempered Mason- 
ite presdwood, Structural Bends 
are a practical, inexpensive ma- 
terial for creating streamlined, 
dramatic merchandise settings. 
Whole departments can be mod- 
ernized new window back- 
grounds installed . . . outstanding 
effects created at little cost. There 
are seventeen basic shapes avail- 
able in 8’ and 12’ lengths. Flexi- 


ble... easy to cut...comstruct... 
finish and install... durable... 
modern... practical to 


hundreds of differ- 










ent treatments. 


In stock. 


Structural 
Bend Design 
1-24.21” wide 


















































































— 8’ long | 
Only $2.90 




















SIGNAL ELECTRIC MFG. CO. 








MENOMINEE, 











MICHIGAN 
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Sylvania Electric Products, Inc. 


Sylvania Electric Products, Inc., in 
its annual report recently distributed 
to stockholders, revealed that total 
sales in 1945 reached a new record high 
of $126,792,723. This compared with 
$100,398,043 in 1944. The report points 
out that 1945 was the first year during 
which sales and net income for the en- 
tire 12 months were included for the 
wholly subsidiary, Colonial 
Radio 

Consolidated 
after 


owned 


net income for 1945, 
for renegotiation of 
1945 war business, all charges for state 
and federal taxes, and after provision 
for post-war adjustments and other 
contingencies, totaled $2,136,279, equiv- 
alent to $2.05 per share on 1,005,000 
shares of common stock outstanding, 
ifter preferred dividends. This com- 
pared with $2,053,235 or $2.04 a share 
in 1944 when there was no preferred 
stock outstanding 


provision 


Philco Corp. 


Sales of the Philco Corp. in 1945 de- 
clined to $119,129,378 as compared 
with $152,933,250 in 1944, according 
to the company’s 1945 report to stock- 
holders by John Ballantyne, president, 
and Larry E. Gubb, chairman of the 
board. 

Net income in 1945 was $2,377,239 
or $1.73 per share of common stock, 
after all federal and state income and 
excess profits taxes and adjustments 
of reserves, as against revised net in- 
come of $3,913,494 or $2.85 per share 
in 1944. The reduced volume of war 
work in 1945 and the heavy costs of 
reconversion were the chief causes of 
the decline in earnings. 


Electronic Laboratories 


The annual report of Electronic Lab- 
oratories, Inc., issued by William W. 
Gerstang, president, indicate a net 
profit for the year ending December 
31, 1945, of $98,455.67 after $250,000 
was deducted from total earnings of 
$348,455.67 for federal taxes. At the 
end of the year the firm had an order 
backlog of $3,586,554.41. Assets listed 
totaled $4,914,891.04. 


Evans Products Co. 


The annual report of the Evans 
Products Co., issued for the year 1945, 
showed net sales to be $17,960,840.32 
as compared to 1944 sales of $15,827,- 
059.29. Net profits from 1945 opera- 
tions, after all charges including in- 
come taxes, were $446,402.82 compared 
with $420,197.23 in the preceding 12 
months. The 1945 net income totaled 
$761,908.34 but this figure includes 
$295,505.52 which represents proceeds 
from insurance on life of deceased offi- 
cer in excess of cash surrender value. 
All taxes for 1945 totaled $981,482.16 
as against $1,358,551.53 in the previous 
year. Current showed an in- 
crease of $1,061,408.20 over the close 
of the previous year, while current lia- 
bilities decreased $250,072.03. - 


assets 
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FARM FENCE CONTROLLERS 


It doesn't take long for good news to 
get cround. Customer demand for Elec- 
tro-Line Controllers is greater than ever 
before. Electro-Line Controllers are hon- 
estly and capably built — THEY DELIVER 
and they deliver RELIABLY. 

Electro-Line offers your customers five 
models—each model has its definite place 
and use. Moderately priced, modernly 
styled—Electro-Line has customer appeal. 

See your Jobber. 
ELECTRO-LINE PRODUCTS CORP. 

120 N. Broadway © Milwaukee 2, Wis. 


Battery 
Compartment 

















Victory did not end the paper 
shortage. Need for waste paper is 


as great as ever. 


Why? 
still be shipped in paper to our 


Because supplies must 


occupation forces and liberated 
countries. For the Pacific area 
take double 
wrapping to withstand long sea 


these and triple 


voyages and tropical climates. 


Meanwhile, demand for domes- 
tic packaging paper comes from 
scores of reconverted industries. 
Jobs and shipments of new goods 
depend on paper, the essential pro- 
tection of almost everything made 


in our factories. 


That’s why you should designate 
one place as your Salvage Corner. 
Collect all your waste paper there 
before you bundle and turn it in. 
If you’re in doubt about how to 
get it packed up, call your local 
newspaper or Salvage Committee. 
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WHERE 


To Buy 


Parts, Services & Accessories 


UNDISPLAYED RATE: 


$1.25 per line per insertion. Minimum charge $5.00. (First line in small black face 
type.) Fractions of a line count as line. 
in advance for 4 consecutive insertions of undisplayed ads. 


Discount of 10% if full payment is made 


DISPLAYED RATE 


$14.00 per inch per insertion 
measured vertically %” on on 


Contract rate on request 
e column. There are 4 columns—48 inches to a page ) 


(An advertising incb is 

















IRONER PADS AND COVERS 


All Sizes for All Makes 


Special Three 26” Sets—$7.10 
(Pad, Cover and Draw String Cover) 


OHIO WASHER COMPANY 


1223 Superior Ave. Cleveland 14, Ohio 











SPECIALTIES 


matte Mangle Koll Pads and Covers 

m Cleaner Bags, Ironing Board — 
l “rs, Washing and ironer covers Oh 
tile Specialty Co., W 54th Cleve ‘land, O 


N ANADA, The “Ons 
ply for washing mac hime 


Stop” source of sup- 
parts ig Waugh & 


cKewn Limited, warehouses located n 
+ ion, Ontario and Montreal, P.Q 
POWER MOWERS Sensation Cuts and 
trims grass-wee is rat pend Prompt 
pment Literature Free Farm Products, 
TP 3023, Excelsior Springs, Mo 
ELECTRIC CLOCK repairing for the trade 
Fast and reliable serv on General Elec 
Telechron Hamm ond Seth Thomas 
Sessions, Westclox. (No. other makes) Work 
jarantes ed. We specialize in mail order work 
Aeme Clock Re pair S rvice 4611 Clinton St 
Los ines les 4, Cali 





Prompt ANSWERS 


to business problems 


Fl perrerwrern business problems 
are daily being solved quickly and 
easily by the use of the Searchlight 
(classified advertising) Section of this 
and other McGraw-Hill publications. 


When you want additional employees, 
want to buy or sell used or surplus new 
equipment, want additional products to 
manufacture, seek additional capital, or 
have other business wants — advertise 
the Searchlight Section for 
quick, profitable results! 


them in 


Air Transport 
American Machinist 
Aviation 

Aviation News 
Business Week 

Bus Transportation 
Chem. & Met. Eng. 
Coal Age 
Construction Methods 
Electrical Contracting 
Electrical Merch. 
Electric World 
Electronics 

Eng. & Min. Jour. 
Eng. News-Record 

E. & M. J. Markets 
Factory Mtg. & Main. 
Food Industries 
Power 

Product Engineering 
Textile World 
Welding Engineer 


Classified Advertising Division 


McGraw-Hill Publishing Co. 


330 W. 42nd St., New York C. 18, N. Y. 





ARMATURES REBUILT 


For vacuum cleaner, tool, and drill 


motors. 


RUBBER BELTS 


For all sweepers. NO SYNTHETICS. 


Write for free parts catalog today 


PENN APPLIANCE DISTRIBUTORS 


126 S. 2nd. Harrisburg, Pa. 








WASHING MACHINE PARTS 


"For ony and all makes” 
Most compiete stock in N. W. 
Prompt Service 


Minnesota Appliance Parts Co, 


191 W. 7th St. St. Paul 2, Minn. 











REPAIR YOUR ELECTRIC APPLIANCES 


WITH NEW NICHROCITE 


AMAZING 
CEH ttectric Heating Ele- 





mor ments Repaired in- 
stantly ... 
TORT, «= Simply overlap 
ends, apply 


Nichrocite 
Handy fer Home or 
industrial Use 

- perfect 
weld results. Used by big utility companies and 
. Just the thing for that broken or 
ane out ——- element in your electric iron, 
r heater. Does the A in @ fifty. 
Trial order, i: "6 ms. $2.50: 1 1 lb. $8.00. 


Armstrong Electric Ce., Box 861-EM, ‘Minneapolis 











WASHING MACHINE PARTS 


“Any Part For Any Washer” 


Distributor for All 
Leading Manufacturers 


Write In 
For Complete Catalog 


WASHER SALES & SERVICE CO. 


10 Federal Street 


PITTSBURGH 12 PENNA, 














CHANITE SELF-WELDING FLUX REPAIRS 
ALL ELECTRIC HEATING ING, ELEMENT $s. 
simple anyene can mak your Broken 
or burnt-out electrical pb AP 

ers, stoves & ete. Guaranteed nothing like" it. 


From our mines to your appliances. $1.00 per 
ouname. $7.50 per doz. Stick form 25c. $2.00 
per doz 


CHANITE SALES COMPANY 


914 South Main Fort Worth 4, Texas 





_ WASHING MACHINE REPLACEMENT PARTS & SUPPLIES 


BOSS + LAUNDRY QUEEN » WOODROW 
plus THIRTY-THREE OTHER MAKES! 


J 





Agitators 


V -Belts 


W ood Bearings 


“AKRON” Wringer Rolls 


Fibre Grease 


Transmission Oils 


HIGH POST CHANGE OVER 
FOR EASY AND G. E. WASHERS 





WE HAVE 92 PARTS JOBBERS—A NATIONWIDE SERVICE 


ADDRESS ON REQUEST 


3650 


Frantz 


Refrigerator 


and Appliance 


TRUCK 


HANDEE All Steel 

Trucks, extra wide 

nose, 13 ft. web 
strap. 


$19.95 


Rubber Tires; 600 Ib. 
Cap.; Height 44”; 
5x2” wheels; 1” tube 
steel frame: Roller 
Bearings: Easy roll- 
ing. For medium size 
appliances and refrig- 
erators and general 
purposes. Not padded. 
Shipped same day or- 
der received. Return 
express collect if not 
highly useful to you. 
1% 10 days. Order 
from 


HANDEES CO., 
Dept. R22, 
Bloomington, Illinois 

Order Monday—Get it Friday 























SAF 
Your 


UARD 
rofits! 


Use ORANGEVILLE 
TRUCKS for han- 
dling refrigerators, ranges, 
nets, etc. 
ratchet nose. Completely rubber upholstered 
throughout. Several convenient sizes. Descriptive 
circular and prices on request. 


ORANGEVILLE MFG. CO. 
Manufacturers complete line of Floor Trucks 
Orangeville (Col. Co.) Penna. 





radios, kitchen cabi- 
Only truck with patented quick change 


MANUFACTURING CO. 


EAST 
SiLeveta ee 


<i | 
3, 


STR 
Ou 





7 





pee 
1 Oo 











OIL BURNER PARTS 


We specialize in a complete line of parts 
for all makes of space oil heaters. 


Send for our price list featuring 
safety float valves, fittings, etc. 


SARN-OIL BURNER SUPPLY CO. 
2877 S. ARCHER AVE. CHICAGO, 8, ILL. 














Resistance wire. Heating Units. 
Switches for Standards and all 
makes of Electric Ranges. 
F. N. CUTHBERT CO. 
Distributor and Manufacturer's Agent 
Toledo 2, Ohio 








NOW AVAILABLE 


Vacuum Cleaner Bags 
All Heavy Material 


Any Quantity 
65c each 


Mid-West Vacuum Part Supply Co. 
4060 W. Fort Street, 
Detroit 9, Mich. 





THE GROVE 


Combination Milling Machine 
designed for duplicating wringer 
rolls and general repair shafts 
in washing machine service 


e CUTS OFF SHAFTS 
e TANGS SHAFTS 
SQUARES SHAFTS 
e CUTS KEYWAYS 

e CHAMFERS ENDS 


For 


R. & S. 


2120 N. 12th St., Milwaukee, 5, 





immediate delivery at 
Goodyear wringer roll jobber 
or write for illustrated folder to 


PARTS COMPANY 


National Distributor 


your 


Wis. 














Washing Machine & Vacuum Cleaner Parts. 
Save money by ordering all your supplies 


from one d 


(Quality, Service, Low Prices 


MIDWEST APPLIANCE PARTS CO. 
Chicago 22, Ili. 


2720-22 W. 


Our 132-page 
Catalogef 


ependable source. 


Division St. 


FREE 
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Correction 


LETTERS | 





leaner, we ran 


pictures 
whose photos are 
reproduced her Ea and Claren ro the Edito 
Krantz of Apex Che name Clar | ental 
: = it reference to the artic 
May issue 
Glen 1 
feel that 
should be published 


slake of 


1 am one ot the new dea 
is Mr. Blake puts it, “are 
’ n the appliance business. 

Mr. Blake 


1 
stuck it out 





Savs, 
luring the war 
ced the manutacturer’s 
turer, should he 
put tor his territory 


not en ugh nie rchandise 


4: 


Cc. G. FRANTZ 





the demand” 


That was very noble of 
ut that while 


‘Samaritans” 


they 
they were 


money, and the new 


ing sweat ind 
and that other ne 
vere working 


enterprise, 


industries, 


ward saving democracy, \ 


lines “maintaining goodwill 


manutacturers”’, 





has obligations to the 
E. L. FRANTZ 


le i 


lers 
trvil 


and 


given the entire 


to 


the 


Disagrees With Mr. Blake 


1 the 


of this magazine by Mr. 
Richfield, Utah, | 


an opinion contrary t 


» his 


that, 


lg to 


ish in on the early part of the gravy” 


“Those dealers who 


SCTYV 


appliances, 
aintaining goodwill for the manufac 


out 


as long as there 


meet 


old 


dealers, but Mr. Blake forgets to point 
were being 


earning 


dealers were on 
ill the battle fronts of the world, mix- 
blood to protect 


free 


w dealers 


long hours in de 


vhile 


for 


public, 
lorgets to mention that free competi- 


fense 


contributing their part to- 


th 


Samaritans were enlarging their waist 


r the 


Mr. Blake mentions that the dealer 


but 


tion will insure the fulfillment of that 


right picture, but just below it he bligation 


that 


Mr. 


was identified as Ed Frantz; and In conclusion, I believe 

n the other picture, the real Ed Blake's opinion was motivated by greed 
Frantz got his brother’s initials ind selfishness, and he is guilty of the 
[he switch in captions occurred very things that he 


while the 
Herewith the photos and 

iptions, together ipolo- 
vie 794A Lor 
Clevelane 


issue Was in production dealers will do 
orrect 


with our 
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Louis Enzo, Manager, 
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Range Future By L. E. Moffatt 


How One Utility Met the L. P. Challenge By Lansdell Anderson 
Rochester Gas & Electric Corp. resumes intensive selling against 
bottled gas competition. 

Neill's Have It 
How R. H. Neill, Jackson, Miss. solved the problem of scarce mer- 
chandise in his territory. 

Texas Appliance Show 


Fort Worth is host to national appliance manufacturers. 


The Precipitron A New Appliance By Tom F. Blackburn 
How the Precipitron worked in test applications in Pittsburgh's air 
heated homes. 

Laundering Rayon At Home 


Second in a series on “New Fabrics and the Home Laundry.” 


By Laurence Wray 


Moving Day 
Automatic Equipment Co., Peoria, has a new store for post-war 
business. 

No Ceiling on Sales Volume 
M. Reina, Kingston, N. Y., forecasts $400,000 annually with a smaller 
sales force when appliances become available. 

Appliance Super Market 
Wallace Johnston, Memphis, says big display and service center is 
answer for future. 

The Display's The Thin- By A. B. Windham 


Trick ideas to show off appliances and expert showmanship in demon- 
og ring the bell for American Radio Appliance Co., Birming- 
am, Ala. 


Special Offer Attracts Radio Repair Trade 


How Reliable Radio, Erie, Pa., brought in new customers by offering 
to fix any radio regardless of condition. 


Speedy Auto Radio Service 


A drive-in plan used by Don La Gesse, Garden City, Kansas, has 
worked well in planning a combination record-radio drive-in business. 


Home Lighting Trends Described 
Final Round Table Session devoted to home lighting 


News 


Electrical Appliance News 
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July Markets in Chicago 


ttract Appliance-Hungry Buyers 


Merchandise and Furniture Marts Ask Buyers to Come Second 
Week of July 8-20 Show. Complete List of Exhibitors on Page 2 


A long time ago fellows like Art 
Steves of Oshkosh, Lou Gordon oi 
Albert Lea and Fred Cornelier of the 
Schuster Department Stores, Milwau 
kee, discovered there was do-re-me in 
getting out and snooping around for 
odd lots of merchandise 

Men with the instinct for ferreting 
out items will find it worthwhile to 
ruise Chicago waters during the July 
8-20 summer show at the American 
Furniture Mart and the Merchandise 
Mart. 

As Bill Steinmetz, former world 
champion ice skater, now with Stein 
metz & Kelly, puts it: 

“Most electrical appliances are on 
an allocation basis and there is not 


too much new stuff to be picked w 
in this field in Chicago. However, 
since most appliance dealers are carry 

- ( lectrical household 
ing a lot ot non-celectrica 1ousehok 
items, a dealer can run into some very 
nice merchandise like brushes, tabl 
mats and the like, in Chicago.” 


Allied Lines Available 


Ted Swartzbaugh, whos« headquat 
ters are in the Merchandise Mart, says 
that aluminum ware, 
and the like are going to be available, 
and they can be sold by electrical 


pressure Coc ykers 


dealers. He points out that one buyer 
found a lot of metal tables which were 
being shipped out arload lots and 
btained enough to make his trip 
worthwhile. In fact, said Ted, very 
few dealers are going to get enough 
lectrical stuff in 1946, and they will 
have to take allied lines which will be 
available. Even Landers, Frary and 
Clark, whose district manager, H. H. 
Kimball, is‘one of the officials in the 
14th floor club in the Mart, has some 
non-electrical stuff such as pressure 
cookers, cutlery, vacuum bottles, and 
lunch kits. 

You can’t tell what you are going 
to run into. For example, it was re- 
ported recently that six carloads of 
aluminum boats, retailing at $275 each, 
were sold recently to one buyer. And 
who is making them? The Pure Oil 
Company. 





The ideas one picks up will be worth 
the trip, say publicity men for the 
American Furniture Mart. There are 
always a few new manufacturers 
present, and some merchandise to be 
had. A talk with regular sources o 
supply will help one to get an idea « 
how to plan one’s business, how to 
merchandise it, and how to display it 

Westinghouse Electric has one of 
the neatest and most modern displays 
over at the Furniture Mart, and any 


dealer with the slightest idea of re- 
modeling can get ideas for his premises, 
aided and abetted by Westinghouse 
officials. 

In the Merchandise Mart anywhere 
from $10,000 to $50,000 has been spent 
on dolling up space for proper display 
of items. Libbey Glass, for example, 
is said to have invested $35,000 on 600 
sq. ft. of floor space. 

With more than 115 appliance ex- 
hibits on the 15th and 17th floors of the 
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Furniture Mart, not mention 900 
other displays, declares Clark B. Kel- 
sey, it is hard to see how any alert 
appliance merchant can afford to miss 
the summer showing in 1946 


Plan Your Day 


Remember, those who get the most 
out of the markets, now and always, 
plan their day. They try to see their 
old sources early, to ti up ex lusive 


(Contiiucd on next page) 
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THE EAST 
By Lansdell Anderson 





x the northeastern section of the 
country the wartime seller's mar- 


t definitely has broken on some few 


s and shows unmistakable signs of 
ikening on others. A distributor in 
pstate New York, for ex imple, re- 


rts deliveries about equal to demand 
cords as well as on some seasonal 


fic appliance 


Confirming this ew, a New Jersey 
tributor agrees there now are avail- 
le plenty of records in the catalog 
and t the only buying pressure 
market today is for late fast 

ving pops. At the same time this 


irce reports that table model radios 
ished into the market by fringe and 
t manufacturers now are not moving 
dealers’ shelves, and that the pub- 
is waiting for the leading-brand 


table sets to make their appearance 
Seller's Market Evaporating 


As these men see the picture, the 
seller’s market in many appliances will 
evaporate, item by item, as suddenly 
as the late seller’s cigarette market dis- 
appeared overnight. On major appli- 
ances, however, they do not expect 
such a swing until after the next sea- 
sonal peak-demand has passed. For 
refrigerators, therefore, they foresee a 
seller’s market until after July, 1947. 

But by that time many of them feel 
that merchandising of smaller appli- 
ances, especially in the traffic classifica- 
tion, will be close to normal. Month 
by month, since the first of the year, 
deliveries of appliances have steadily 
fallen. Closely allied lines such as 
paints and housewares—but not china, 
gifts, and other lines which do not tie 
in so closely—have been a boon to the 
average dealer. Some independent re- 
tailers thus point to as high a gross for 
May as ever before registered 

Service, however, is down in many 
cases, aS against their wartime opera- 
tion, because of a considerable spread- 
ing out in this field, chiefly through the 
opening of many small new service out- 
lets by returning veterans and the 
release of other mechanics by utilities 
which have gone out of direct mer- 
chandising. Service, nevertheless, still 
pays, as a general rule. 

The opening of new retail outlets 
definitely has tapered off. The curve 
on this situation now is level. Sim- 
ilarly, the curve on closings has also 
leveled off. An eastern banker, for 
instance, advises that approximately 
200 new dealers in his state folded 
during the first four months of the 
year, but that those now still in busi- 
ness assert they can weather the long 
drag between promises of deliveries 
and the actual deliveries themselves. 


Repair Parts Picture 


The repair parts situation in this 
section remains critical. Rents con- 
tinue to rise—some store owners in- 
sisting the new tenant put in, and pay 
for, a new front as a part of a high 
lease. Along the dealer front there is 
no disposition to give discounts away— 

(CONTINUED ON NEXT PAGE) 


Reports of Business From 


ELECTRICAL MERCHANDISING'S Regional Editors 





THE MIDWEST 
By Tom F. Blackburn 





A PPLIANCE deliveries in Chicago are 
not much beyond the sampling 
stage in the opinion of dealers and dis- 
tributors called on last week. Some 
I going through but by 
and large the situation is still at a 
standstill. 

Nevertheless, the number of deal- 
ers has jumped from 900 in 1941 to 
around 1,500 in the estimation of E. 
M. Ball, of the Electric Association 
Local experts do not believe that the 
town will carry this number of deal- 
ers, and the waiting period is going to 
fry out anywhere from 10 to 25 per- 
cent of them. Naturally service is 
still paying expenses along with lines 
such as paint, housewares, gifts and 
furniture. Practically unknown is the 
straight appliance dealer in the Windy 
City. 


refrigerators are 


Hit Margin Squeeze 


A steady gripe of distributors and 
dealers alike is the absorption margin 
squeeze. C. F. Woods of General Elec- 
tric Supply Company estimates that 
the average major appliance markup 
of Chicago dealers runs around 28 





THE SOUTH 
By A. B. Windham 





6 ye Southeast, bursting at its 
economic seams, obviously is one 
of the best sections of the nation, if 
not the best for the sale of new ap- 
sliances 

Along the Atlantic seaboard from 
Virginia to Key West, the story is the 
same as in the Tennessee Valley and 
the Mississippi Delta. The South to- 
day is wealthier than it has ever been, 


and the demand is at peak. 


Delivery Bottleneck 


The greatest single problem for 
wholesalers and retailers is the de- 
livery bottleneck. Highly uncertain 
since the war’s end, strikes and tie- 
ups have added greatly to the dilemma 
and the major question down here 
today is: “When are we going to get 
something to sell?” 

Florida appears to be better off than 
the other 10 states of the deep South 
where service business and allied 
household lines have kept many a 
dealer in business. Most of these 
dealers intend to keep such allied lines 
on their shelves—at least until the de- 
livery picture brightens. 


(CONTINUED ON NEXT PAGE) 
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FAR WEST 
By Clotilde Grunsky 























“AREN'T YOU EXPECTING TOO MUCH OF THAT GARBAGE DISPOSAL GADGET?" 
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A! rHOUGH occasional dealers 
4 throughout the West have been 
blaming appliance shortages on the 
coal strike, actually Pacific Coast de- 
liveries were comparable with those of 
othe sections and June deliveries 


seemed assured until the railroad tieup. 
Transportation Watched 


\ll factors affecting the West's life- 


line of transportation are being 
watched with great apprehension. 
Dealers from all major centers report 
May deliveries of major appliances 
ibout the same—very slow. Small ap- 
pliances were good earlier but have 


lropped. Radio is fair or up. One 
Portland dealer, however, reports radio 
lifficult. Repair part deliveries are 
fair, with exceptions. Westinghouse 
wholesale repair supplies were good in 
January, but dealers from Southwest 
Say they are now difficult to obtain. 
Certain types of radio tubes are short. 
Most dealers are keeping allied lines 
of merchandise because of better deliv- 
eries and higher margins and continue 
to emphasize repair work, which most 
report still profitable. With labor costs 
up one third and margins low, how- 
ever, many are having trouble making 
ends meet. 


Margin Loss 


Salt Lake dealers report from 5 to 
10 percent loss in net profit compared 
to 1944 due to margin squeeze. Rents 
everywhere double or triple pre-war. 
Fortunately some had long pre-war 
leases, a few foresaw the difficulty and 
were able to purchase, but most must 
accept higher costs. While some deal- 
ers have relinquished locations, Los 
Angeles firms say no advantage in 
moving. Nevertheless present number 
of dealers is double or triple pre-war 
and some still opening, mostly those 
with plans already under way. Most 
new firms are well financed and deal- 
ers report none have folded as yet, 
but wholesalers indicate some non- 
electrical outlets such as jewelry and 
drug stores are giving up before they 
start. One California wholesaler is re- 
ported to have had 23 prospective 
ironer franchises canceled. 


Few Salesmen Added 


Very few dealers have added sales- 
men as yet and practically none con- 
template immediate outside selling. 
Salesmen are hard to get and Arizona 
reports some raiding between dealers. 
Customers, originally eager, are turn- 
ing choosy. Orders without down pay- 
ment prove only one third valid. Re- 
funds on down payments are about one 
in five, says Tucson dealer. San 
Diego and Portland surveys indicate 
about 80 percent plan to wait for im- 
provements or brand merchandise. 
Most dealers maintain priority lists 
on large appliances, though some allot 
half or more to open shelf selling. 
Some sell even samples if franchise 
terms permit. 

All dealers report greatest problem 

(CONTINUED ON NEXT PAGE) 
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THE EAST 





( Nie 1) 
rather, there is an almost universal 
squawk against OPA rulings and the 
squeeze on mat in s field, 





particularly as many dealers contend 
they rendered a public service through 
repairs during the war at very little 





profit to themselves financially, and 
now deserve a better break 
Many oldtime dealers are discour- 


age 1 because of the di position ot dis- 





tributors in their area to sell, and 
deliver, to new merchants. Reading 
governmental broadcasts of production, 
they can’t understand why their own 
deliveries are down. The general opin- 
ion seems to be that “the other fellow 


got it” and not to believe the distribu- 





tor who says he himself has been cut 
and therefore must allocate less mate 
ria This leads to friction throughout 
t} 1d 
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Terms on heavy appliances to retail- 
ers today are cash in five days. And 
less than 5 percent of their consumers 


mention time payments 

Expansion within outlets continues 
heavy—with many of them breaking 
into their basements, second floors, or 
adjoining buildings The rub is: 
where to put the wartime allied lines 
which proved lifesavers, now that 
bulky appliances are due to flow in 
volume and need display space in their 


stores 
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percent > e it costs the average 
lealer at least 28 recent to do bus 
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salesmen who have been hired and have 
had to be let go, or who have starved 
wut. Nearly 
people who want merchandise, but the 
canny ones are not taking any down 
vayments. Oddly enough, quite a siz- 
able number of these prospects will not 
accept appliances when they become 
ivailable. Still, these are the backbone 
vf most deliveries that are being made 
at the present moment. Some tie-in 
sales are being made, particularly in 
furniture houses that will often quite 
ethically find that they can deliver a 
washer to a family that has just bought 
$500 worth of furnitur 


every dealer has a list of 


Merchandise Snapped Up 


Even veteran dealers, who have 





weathered the st n, are caught 
short by the present situation, which 
can be compared to the secondary price 
drop in stock that took place in 1932 
One Chicago dealer who is opened up 
three places of business finds himself 
without merchandise to stock his 
stores, while the st goes merrily on 
just the same 

While customers prefer known 


brands of merchandise, in case of des- 
peration it is a matter of any port ir 
a storm. Most off brand table radios 
which seem to prevail, are snapped up 
as fast as they are put on the table 

On the other hand, one Milwaukee 


listributor finds the public becoming 





clares, are getting more igey and 
ceasing to snap up anything that is 
peddled to them. Hot competition will 
develop the minute deliveries start roll- 
ing, he declares, and there will be a 
high mortality among the dealers, re 
ducing the number that traffic can 
carry. This will not mean the knock- 
ing out of many businesses, but will 
cause many established firms to drop 
their appliance departments. At the 
moment there is no sales training tak- 
ing place or any hiring of men. 
Quality of the merchandise coming 
through is not up to pre-war standards, 
as the workmen of many manufactur- 
ing plants have lost the “know how” 
they had in their finger tips before the 
war. This is noticeable even in radio, 
where factory help worked on the same 
types of equipment during hostilities. 
This situation is being rapidly squared 
around, however, and when the public 
gets the brands it has been waiting for, 
they will find things as they used to 
be. In this instance the period of 
waiting for merchandise has been a 
good one as it gives the factory a 


ch 


ance to re-train its help. 
A check of South Bend reveals that 


virtually all dealers have been sam- 





ple 1 by most brands at the present 
writing. A few have gotten two deliv- 
e 
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to them. People come in and take up 








the time with demonstrations and 
discussion, and they cannot make deliv- 
eries. St operators say they would 


rather spend their time selling paint 
and the like. 

Virtually all sales of appliances are 
on a priority basis with a number of 
veteran dealers taking cash down de- 
posits to tie up the customer. In this 
way they are avoiding the disappoint- 
ment found elsewhere where only a 
customer’s name is on record and he 
fails to accept delivery when the mer- 
chandise arrives. 

Repair service continues profitable 
and is expected to hold a volume even 
after merchandise comes on the mar- 
ket in quantity. New dealers are hav- 
ing difficulty in getting repair parts 
but older ones report no trouble. 

No help is being hired, and there is 
no sales training going on. The biggest 
beef you meet in going in any store 
is that too many dealers have been 
given franchises in South Bend for the 
volume it will stand 


St. Louis Slant 


Deliveries are not improving in St 
Louis. The absorption margin squeeze 
is clipping dealers for about 10 percent 
and they find sétvice business is not 
What stock 
there is coming in is being displayed 
openly and sold to first comers. Vir- 


tually all of them pay cash. 


enough to pay expenses 


Still new retail outlets continue t 
St. Louis. Some of them alsc 
are folding. With the present situatior 

tomers are taking any kind of ap- 
liances they can get in St. Louis, deal 
a an 


rt 


Under-Counter Selling 


When you can’t get merchandise 
you sell what you have to the best 
h means under the 
counter selling. That appears to be 
prevalent in Omaha, with deliveries 
not improving, and the absorption 
margin squeeze giving net profits a 
terrific kick in the pants. 

If it weren't for service business pay- 
ing expenses, the appliance business 
would be on the ropes, one distributor 
said. Repair parts deliveries are worse 
than they used to be, and rents are 
going up, he says. 

Morning glory dealers have taken 
alarm at the situation and stopped in- 
vesting their money in new stores. 
Some of these are due to fold soon 
In such a situation there is no hiring 
nor training of new retail help. 


advantage, whic 








THE NATIONAL APPLIANCE PICTURE 


mistic. The older dealers are planning 


expansions and additions, and tl 


newer ones are eyeing the potentialitic 
of adding road salesmen and increasing 
house sales staffs. The number of re 


turned veterans among these new 


comers is high. 


From the Carolinas to the Mississip 


pi, retail dealers seem to be about 90 
per cent in agreement on the matter of 
down payments. Many who formerly 
accepted cash deposits have returned 
them and now few dealers accept dow: 
payments, although almost all of them 


maintain a priority list. Should a 
customer refuse the appliance when 
it is ready for delivery, it usually goes 
to the next name on the list. Most 
customers stand ready to pay “cash 


on the barrel head” on delivery, and 


there is no evidence of price-cutting 
now or indicated for the future. 

The majority of dealers seem to 
realize the value of a salesman train- 
ing program and have vague ideas in 
the back of their heads about institut 
ing such a program sometime in the 
future, but at present business is so 
brisk, few of them have gotten around 
to it 


Deliveries Still Slow 


Deliveries of parts have shown n 
improvement, being as scarce as oO! 
scarcer than the appliance itself. The 
southern dealer with a good, or ever 
fair stock of parts is rare. Customers 
who normally demand known brands of 
appliances are taking whatever is avail 
able, even though frankly warned by 
the dealer that such products may not 
live up to the highest standards. 

The heaviest demand in the South 
is for washing machines, with refriger 
ators ranking second. Attic fans, elec 
tric water pumps and frozen food units 
also enjoy a high demand. The sale of 
radios and record-players is brisk. 

Published reports show a high de- 
gree of black market activities in many 
commodities ranging from lumber to 
used automobiles, but this section of 
the country shows little if any evidence 
of such activities in the electric ap- 
pliance line. 





THE FAR WEST 


(Continued ) 











THE SOUTH 
(Continued) 





Dealers in New Orleans, Memphis, 
Birmingham and Atlanta are groaning 
idly about OPA and short operating 
mark-ups, though in most cases willing 


to give full 


credit to that agency for 
Its wartime anti-inflation program 
New Outlets Mushroom 


New businesses are mushrooming 
everywhere with even filling stations 
and drug stores adding electric appli- 
Despite the muddled de- 
livery situation, few if any of these 
new outlets are folding up and future 


ance lines 


ans are 
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for the most part, opti- 


is the great increase in the number of 
wholesalers and dealers and the tend- 
ency even of older manufacturers to 
add new firms, with the result that 
the older franchise holders are not 
protected. One Albuquerque dealer 
protests what he calls “fear and sus- 
picion” existing among manufactur- 
ers, wholesalers and retailers which 
prompts distributors to add more retail 
outlets and dealers to handle more 
than one brand. He cites the instance 
of a formerly exclusive vacuum cleaner 
which has now been made a “traffic 
item”, available to all, with the result 
that eight firms besides the original 
holder of the franchise now stock the 
make, and none can profit. 

Dealers handling established lines 
complain that strikes in major plants 
have resulted in better deliveries for 
new lines, substantially injuring their 
market. 
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(it rgia Power 
over a two-day conference of home 
service personnel on May 14-15 at the 


Home Service Stressed at 
Southeastern Conference 


Training in Proper 
Appliance Use Urged 


ie American homemaker is just 


about the best customer in the world 
and the retail dealer has innumerable 
opportunities to prove it. 
best of these 


One of the 
opportunities is home 


service 


With the above as a theme, Miss 
Fern Snider, human dynamo in charge 
§ the Home Service Division of the 
Company, presided 


Atlanta Biltmore Hotel 
Sponsored by the Southeastern Elec- 


tric Exchange, the meeting drew more 


than 200 representatives of utilities, 
wholesale and retail firms and manu- 
facturers. Topics ranging from _ the 
gentle art of belping a housewife make 
up her mind, to the banishment of dis! 
washing drudgery were featured 

At the first session of the conference 


J. S. (Scotty) Sutherland, manager 
Residential and Commercial Division 


\labama Power, discussed the obliga 
yf the dealer to the buying pub! 
‘Unless the customer receives ind 
al instruction and_ training,” 
said, “home service has failed in it 


primary function. There is no subst 


tute for individual equipment training 
It 


s not hard to sell, but so man 
sales crack on the rock of insufficient 
truction in use.” 


Train the Customer 


\fter a prospect has read the ads 
and decided to buy an appliance, “the 
dealer salesman does his stuff and the 
customer owns a new gadget,” Mr. 
Sutherland declared “It can now 
become an asset or a liability unless 
the customer is trained in its use 
Unless a demonstration is given, there 
will be slackening enthusiasm and 
eventually the appliance will be uti- 


lized at a low load factor or not at 
all.” 

In a brief talk titled “How To Help 
A Lady To Make Up Her Mind”, 
Miss Elizabeth Woody, director, Gen- 
eral Electric Consumers Institute, de- 
clared that “time is the essence of liv- 
ing and timesaving is part of the 
very core of electrical living.” 

Instead of using vague phrases such 
as “You can cut your food shopping 
time in half,” or “It gives you hours 
of leisure” or “It makes dishwashing 
a matter of minutes”, Miss Woody 
asserted that it would be better to 
translate such phrases specifically into 
something like “when you buy your 
(appliance), you're buying time to 
read, to write letters, to go for a 
ride in the car, to take in a movie, to 
garden, to sew for yourself and the 
children to do all the things 
that add satisfaction to life.” 


The Modern Homemaker 


A realistic picture of the homemaker 
as a customer was painted by Miss 
Elizabeth Sweeney, home equipment 
editor of McCalls Magazine 

“She is the mother of two children 
and the feeding, clothing and housing 
of these youngsters and her husband is 
pretty much the chief interest in her 
life,” Miss Sweeney said. “She does 
some baking, but it’s a great deal less 
than her mother did About one 
fourth make pie and cake once a week, 
cookies and biscuits twice a month 
and one in ten bakes a batch of bread 
every month. She has a roast of meat 
mce a week—when she can get it! 
. She does all or a large part of 
the family laundry She hates 
dishwashing above all household tasks. 

Her declared wants indicate her 
family will spend around $400 in the 
next five years for major household 
appliances. 

“But the new crop of homemakers 
who have married during or since the 
war conforms less to the blueprint,” 
Miss Sweeney warns. “Millions of 


CONFEREES: Photographed at the re- 
cent conference of home service person- 
nel in Atlanta sponsored by Southeastern 
Electric Exchange were, left to right: 
John W. Talley, executive secretary of the 
Exchange; Mrs. Virginia Moore, home 
service supervisor of the Birmingham 
Electric Co.: and H. E. Cox, also from 
Birmingham Electric. 





DEMONSTRATION: Miss Margaret Da- 
vison, director of home economics for 
Edison G-E, suits the action to the wort 
as she tells how to get rid of dishwashing 
drudgery. Her listeners are Sara Kelly 
South Carolina Power Co.; Mrs. Leo 
Howard, Savannah Electric Co.; and 
Ellen Fletcher, Louisiana Power and 


Light Co. 





these girls never had any real train- 
ing for homemaking. Where would 
they get it? ... Less than 20 per cent 
of the girls in our high schools enroll 
in home economics classes, 
half of them will be married within 
three years of graduation.” 


though 


Dishwashing No Drudgery 


The banishment of dishwashing 
drudgery was the topic of Miss Mar- 
garet Davidson, director, Edison Gen 
eral Electric Appliance Co. 

“The average homemaker in_ her 
lifetime washes 72 stacks of dishes 
as high as the Empire State Building,” 
she said. “In the normal household the 
weight of the dishes washed is more 
than that of the coal shoveled into the 
furnace. In 30 years, 340 tons of 
dishes are washed by the average 
homemaker.” 

The remedy, according to Miss 
Davidson, is made possible by the 
development of completely automatic 
dishwashers, which at last have taken 
the drudgery out of the dishwashing. 


Four degrees of electrical living 


were outlined by Irving W. Clark, 
manager of Westinghouse Electric 
Corporation Better Hor Depart- 


ment Mr. Clark classified these as 
“Thrift”, “Budget”, “Ideal” and “De- 
luxe” and each showed a_ varying 
degree of build up 

Phe backbone electrica living 
is wiring,” Mr. Clark said “Un- 
fortunately, it has long bee: badly 
neglected As a result, 95 per cent of 
the homes in this country today do 
not have adequate wiring facilities.” 


Miss Karen Fladoes, home eco- 
nomics director of Kelvinator, told 
her hearers about “Women In Our 
Lives.” How homemakers in search 
of better living equipment had influ- 
enced the manufacturer in his designs 
and products, was brought out by the 
speaker. 


The Romance of Selling 


The story of selling yesterday, today 
and tomorrow was told by Miss Ada 
Bessie Swann, of the advertising de- 












Some 


Conferees and Principals at Southeastern Electric Exchange Meeting 





QUINTET: Happy at the Southeastern Electric Exchange conference were Miss 
Leonora O'Neal, Gulf States Utilities Co., Beaumont, Texas; Mrs. Kathryn M. Holy, 
Florida Power Corp.; Miss Fern Snider, Georgia Power Co.; Mrs. Ruth Neill, Kingsport 


presided over the two-day conference. 


Utilities, Inc., Tenn.; and Miss Edith Hitchcock, Alabama Power Co. 


Miss Snider 
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INTERMISSION: Resting between lectures at the home service conference are Miss 
Louise Anderson, home service director of the Charles S. Martin Distributing Co., 
Atlanta; Miss Ada Bessie Swann, Woman's Home Companion; Miss Clara Zillessen, 
Philadelphia Electric Co.; George Durbin, Frigidaire; and Miss Edwina Nolan, director 


of the Bendix Home Laundry Institute. 
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GOING TO WASTE: When Russell W. 
Camfield, president of the Camfield Mfg. 
Co., demonstrated different ways to save 
bread before members of the Famine 
Emergency Committee, pretty Marianne 
Ryan assisted by proving the edibility of 
toasted dry bread 


French toast made 
from bread heels, and toasted croutons. 
Mr. Camfield, who also demonstrated the 
efficiency of his toaster, asserted that 
28 percent of the nation's housewives 
throw away their bread heels, thus wast- 


ing 7 million bushels of wheat every year. 
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Other Speokers 
\ ‘ amcl dice la 
n by Miss Mar 
B ell, home economics di- 
t D ze Division Motor 
Product Corp.; Miss Marguerite 
Reinhart, of Landers, Frary & Clark; 
Mr | I 1e, home economics 
department manager, Westinghouse 
Electric Corp; C. L. Osterberger, 
general sales manager, Louisiana Light 
& Power Co.; Mrs. Victoria Smith, 


Birmingham Electric Company home 
economics department, and A. D. 
Schrader, president of Schrader Mini- 
Craft Company 

[he entire conference was success- 
ully “stage managed” by John W. 
Talley, secretary of the Southeastern 
Assisting Miss 
Snider in presiding over the various 
sessions were Mrs. Kathryn M. Holy 
of the Florida Power Corp.; Mrs. 
Virginia More of the Birmingham 
Electric Co.; Miss Edith Hitchcock of 
the Alabama Power Co.; Mrs. Ruth 
Neill, of Kingsport Utilities, Inc., and 
Miss Leonora O’Neal of the Gulf 
States Utilities Co. 


Electric Exchange. 
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In view of the irrent shortages 
erchandise and with a sincere de 
sire to encourage all electrical dealers 


their territory who wish to build 
sales organizations, the Washington 








Water Power Company, serving east- 
Washington and nothern Idaho, 
unnounced that it will suspend 

temporarily all thought of direct mer- 
i g. The company had for some 

vefore the war been circumscrib- 
ng ules activities wi a ew to 
enco x the flow f appliance sales 

t 19 lealer channels. As dealers 

creas¢ 1 er and 

siness t their territory, the 
tilit luced its own sales efforts and 
t more time ler promotion 





, a total of 2,200 
Id in the Inland 
Washington 
Water Power Company sold 1,424 
and dealers 776. In 1939 the Inland 
Empire Electrical Equipment Asso- 
ciation was formed and coordinated 
sales efforts were instituted, with the 
power company giving full support 
The result was that in the last year 


electri ranges wa S 


Empire, of which the 


before the war 5,352 electric ranges 
were sold, with dealers accounting for 
t t 


4.786 of the sales or 90 percent of the 


i 


Booklet Outlines Plan 


In a recently issued booklet entitled 
Let’s Go,” addressed to dealers, the 
ir market is analvzed The 

itility figures that of the 74,835 homes 
served: 45,880 homes have no electric 
rang 50 320 homes have no electric 
water heater, 19,980 homes have no 
lectric refrigerator, 66,600 homes hav: 
» electri ironer 25.900 homes have 
electric vasher and 65.300 homes 

tric stoker or oil burner 

In the years before the war, some 
450 deal rved t territory and 
is embe f the Inland I my] ire Flec- 
1 Fe ent \ ation coop- 

ited 1 prot t ] t ties Sea 

il impaigns vere < irried out in 
vhich both dealers and power com- 
pany took part New applian es were 
iwged by the power: ympany from 
the reneral “use” angle wl ile indi- 
vidual dealers stressed the advantages 


of individual products. Educational 
mpaigns addressed to potential con- 
ners received support from all, with 
the result that sales forged steadily 
ahead 

During 1941, power company sales 
representatives followed the policy of 
calling upon customers to stimulate in- 
terest in electrical equipment and then 
turning over to dealers the names of 


sible prospects 





Plans for Future 


Plans for the future are based upon 
a survey of dealer desires gathered 
from a polling of retail merchants. 
They include the following services 
and promotional aids which the utility 
offers to cooperating dealers: 

1. Advertising that sells the use of 
electrical equipment. Advertising ap- 
propriations for 1946 have been defi- 
nitely increased and the emphasis is to 
be on increased use of electric service. 
The advantages of new and improved 
postwar appliances will be stressed 
with the aim of creating a demand for 
electrical appliances in general, leaving 
the emphasis on brand names to the 






Washington Water Power Quits 
Direct Appliance Merchandising 


work to stimulate dealer sales. No} 
only will they help to create a genera 
interest in electrical appliances, by: 
they will pick up sales leads which wi 
be turned over to dealers on a fair a 
equitable basis. 
5. Water heating advisory service 
dudes Dinas wit ta thee al The utility will have available sales 
representatives who will be able t 
vise dealers or customers on the proper 
specifications, installation and use 
electric water heaters. This appliance 
must be carefully selected as to siz 
and type and must be installed properly 
if it is to give satisfaction. To aid 
those dealers who have not had pre- 
planning of vious experience in this field and t 
” whose former experience has taught 
, them the value of expert advice, the 
power company is offering an advisor 
service on specifications—tank siz« 
cation, pipe size, installation, thern 
stat control and other details, with full 
information on the company’s special 


To Promote Sales Through 
450 Inland Empire Dealers 


s advertising program well in ad- 
vance so that they may tie in and ads 
| be prepared to back sales and edu- 
ational campaigns, as 
plans for them are worked out. To 
btain most effective copy and timing, 
he utility promises that dealers “will 
be invited to sit in with the company 


cooperative 


mm time to time on the 


Training Salespeople 
2. Special courses and advice on the 
sales people. 


he power company, recognizing the 


selection and training 


irrent need for training new sales low rates for water heating service 
personnel and for refresh uurses for 6. Low rates which boost sales are 
ler staff. plans to make available to be publicized to aid dealers in 
to dealers suitable sales training mate- | the | 


vincing the customer of the low operat- 


rials and will cooperate with dealer ne expense equipment sold. | 

gal ns in the development of this connection the booklet gives a tab 
yeneral sales training urses, The of average hours use per month and 
emphasis of the utility will be on gen- cost at Washington Water Power 
eral sales methods and principles, leav- rates followed by a table which indi- 


for definite products 


ing sales training cates the kw.-hr. used on the average 


wholesale f 


+ 1 fae 
. lor cooking and Tor 


the manutactu and vater heating in 
distributors families of various sizes, which can 
3. Hlome service assistance and dem | } f 
J. vice a ca em readily be turned into the amount of 
the bill by referen 


nstration The home service depart- 


to the company’s 
a is, tn the cont thas red . 
ent, which in the past has rendered domestic rates 


a service greatly appreciated by mos 


ers, 18 to be expan as tast as 


Appliance Sales Reports 


mditions will permit. Trained home 





economists and lighting experts will 7. Reports appliance sales are 
vork actively in the field to develop to be collected regularly from dealers 
accept ¢ d em ge the efficient and totals sent out to dealers so that 
ise of electric equipment. Part of they may check their own records 
their efforts will be directed to the against those of their own communi- 
blic and part will be direct assist- ties and of the territory as a whole 
t ealers 8. An advisory service on lighting 
4 a eads for dealers. Home and on commercial cooking and special 
ervice workers, demonstrators and heating is also available to advise with 
ther utility ‘ tatives who make dealers and their customers as needed 
vlc s istomers’ homes, will to promote sale 











CONLON'’S QUARTERS: The layout for the new washer. and ironer salesroom of 
the Conlon Corp. at the American Furniture Mart in Chicago is submitted for fina! 
approval to |. N. Merritt, vice-president and general manager, seated; Winston Jones, 
assistant sales manager; A. T. Blakemore, executive assistant; and Roy Andree, genera! 
sales manager. Isabelle Kerr, the company's stylist, points out the features. 


JUNE 
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Food Editors Learn Proper Use 
of Freezers, Ranges, Kitchens 


Western Conference Speakers Include G-E, 
Westinghouse, and P. G. & E. Home Economists 


rty eight editors of home-makers’ 
rom leading newspapers of the 
western states attended the re 
onference of Western Food 
Editors held in San Francisco. This 
the first meeting of its kind held 

of the Rockies. 
Most of the sessions were devoted 
foods, but one day was given over 
e electrical industry The pro- 
started with a luncheon at which 
General Flectric Co. was host to 
visiting editors and concluded with 
dinner given by the Westinghouse 
ric Corp. During the afternoon 
iried program sponsored by General 
ectric, Pacific Gas and Electric Co 
and Westinghouse covered important 
aspects of food preservation and 
eparation in which electricity plays 


nart 
Home Freezer Hints 

Miss Elizabeth W ody direc tor of 

e G.E. Consumer Institute, pre 


sented the subject of the preservation 
foods in home freezérs, warning 
hat it was not advisable to promise 
too much in regard to the possibilities 
pened up by the ise of this new 

ipment in the home Products 
ist he of high quality and of correct 


ies at the time thev are frozen, 


ey must be properly 


riet 
14 


packaged and 
stored and they must be prepared 
operly for the table if they are to 
¥ satisfac tion The storage of com 
ercial frozen foods can be controlled 
to the time it gets into the cus- 


proper home 


mer’s hands—after that 
torage must be available if it is to 
ive satisfactior Home frozen foods 
equire knowledg« um the part of the 
beginning to the 

| of the procedure. At the present 

ne, the 20,000,000 conventional elec- 

c refrigerators in use in the United 
States offer temporary storage for a 
small quantity of frozen foods in the 
freezing compartment. There are 
signs that the now standard 5- or 6-cu. 
ft. refrigerator will give way before 
long to a 7- or 8-cu. ft. box in the 
average home. This in turn will mean 
more space in the freezing compart- 
ment, which will offer the temptation 
of storing a larger quantity of frozen 
foods in this area and the danger that 
they may be kept too long, with con- 
sequent deterioration of quality. A 
two-temperature refrigerator will be 
the ultimate answer to this problem. 
Frozen foods should be stored at a 
0-10 deg. Fahrenheit temperature if 
they are to be kept for any length of 
time. The two-door arrangement of 
these two compartments will do away 
with the loss of cold from constant 
opening of the door (the average 
housewife opens her door about 35 
times during the day), and will also 
obviate loss from defrosting. 


uusewife from tl 


Home Freezer the Answer 


The home freezer is the answer for 
those who wish to freeze their own 
products, or to store any quantity of 
food in their home. This equipment 
will be especially popular among those 
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who have a frozen food locker but 
wish to make frequent trips to this 
storage space unnecessary. A combi- 
nation of the two makes it possible 
to do the initial freezing at home, 
transferring to the locker at conveni- 
ence for long term storage, and on 
the other hand bringing a stock of 
food from time to time from the locker 
to the home for more convenient use 

Miss Woody covered briefly the 
preparation of foods for the home 
freezer and the freedom from spoilage 
even in the case of accidental current 
interruptions. 

Miss Woody believes there is a 
danger that food editors may use mate- 
rial in connection with the attractive 
subject of frozen foods which promises 
too much or is out of step with con- 
sumer thinking and thus may set back 
the acceptance of a sound product. 
It is important to stress the importance 
of wise selection of the initial product 
to be frozen, proper preparation for 
storage and really sound equipment 
for caring for the food after it is 
frozen. A superficial adaptation of 
an old refrigerator, or a suggestion 
that food can be simply thrown into 
the freezer for keeping will not give 
satisfactory results. But present 
equipment available will make it pos- 
sible for the housewife to prepare a 
menu in advance, freezing it and stor- 
ing it until the day needed. 


Electric Range Story 


“Don’t Blame It On Your Range” 
vas the story of the importance of the 
proper use of cooking utensils, as told 
by Miss Marguerite Fenner, home 
service director of the Pacific Gas & 
Electric Co., assisted by Miss Molly 


Sylvester. The demonstration took the 
form of a dramatized skit portraying 
a home service call in which the new 
purchaser of an electric range tells 
her troubles and learns that they are 
attributable not to her excellent new 
equipment, but to the fact that she is 
using the old pots and pans which 
vere all right for the uninsulated oven 
of her old fashioned stove, but result 
in burned cakes and underdone pies 
in her better insulated oven. 

The meeting concluded with a talk 
from Mrs. Julia W. Kiene, manager of 
the Westinghouse Home Economics 
Institute, who first gave a showing of 
the Walt Disney cartoon film, “The 
Dawn of Better Living”, followed by 
a talk which emphasized the impor- 
tance of adequate wiring if the food 
preparation and storage equipment 
which is to be purchased in the future 
is to give satisfactory use 


"Best Kitchen" 


Mrs. Kiene also reported on the 
experiments which have been under 
way at the Westinghouse headquarters 
in which various model kitchens have 
been tested to determine their actual 
convenience under use. Many of the 
so-called “model” layouts have been 
shown by these tests to waste steps or 
otherwise have defects which made 
them undesirable. The final “best 
kitchen” as determined in practice was 
of the “U-shape” design, with the three 
working centers of food preparation, 
clean-up, and cooking, each with 
plenty of cabinet space and work sur- 
face adjacent. The preparation center 
it was found should have a_ 5-ft. 
counter (less is too little, more not 
necessary). The cleau-up area about 





WHEREOF SHE SPEAKS: Miss Eliza- 
beth Woody, guest speaker at the West- 
ern Food Editors Conference in San 
Francisco, checks over the new G-E home 
freezer with Bert Reynolds, left, GESCO 
appliance sales manager; Marguerite Fen- 
ner, home economics director of the Pa- 
cific Gas and Electric Co., also a guest 
speaker; and R. J. Henning, GESCO 


sales promotion manager. 











EXPERTS ALL: These three home economists were the featured speakers at the recent 
Western Food Editors Conference in San Francisco. Left to right: Marguerite Fen- 
ner, Pacific Gas and Electric Co.; Julia Kiene, manager of the Westinghouse Home 
Economics Institute; and Elizabeth Woody, director of General Electric's Consumer 
Institute. 
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the sink with its dishwasher and dis- 
poser unit should have a 2-ft. to 3-ft 
space on either side, with cabinets on 
either side for dishes. The range has 
a 2-ft. to 3-ft. counter, which, com- 
bined with that at the sink, gives a 
5-ft. surface again. A pull-out storage 
space alongside the range for the dry- 
ing of dish towels or storage of trays 
is one of the conveniences suggested 
It was found that cabinets above the 
range should be a little shorter than 
those above work counters for more 
clearance; otherwise there was danger 
of blistering when surface units on 
the range were in use for too long a 
time. It was found that about 4-ft 
of clearance in floor space was desir- 
able for the most effective kitchen— 
otherwise two or more people at work 
would get in each other’s way. 

The day concluded with a dinner at 
which Westinghouse was host and at 
which John Charles Thomas put in a 
personal appearance, singing favorite 
songs at request. 


N.E.M.A. Chronicles 
Electrical History 


“A Chronological History of Elec- 
trical Development” ($2, National 
Electrical Manufacturers Association, 
155 E. 44th St., New York, N.Y.) is 
a story, by dates, of electricity and 
the vast assortment of devices and 
equipment created by the electrical 
manufacturing industry to utilize it; 
of a long line of great men of science, 
their initiative, theories, research, ex- 
periments and discoveries—and their 
contributions to the present age of 
electricity, electronics and atomic 
cnergy. 

Designed as a reference work for 
editors, writers, commentators, libra- 
ries and schools, as well as for indus- 
try, the chronology begins with the 
discovery of electricity in 600 B. C. 
and parades in 106 pages an extensive 
collection of background materials, 
facts and “firsts.” 

While the book touches on such 
modern electrical applications as tele- 
vision, fluorescent and _ ultra-violet 
light, the giant turbo-generator and 
the electron microanalyzer for atomic 
research, its accent is on the early-day 
men of science and industry. 
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DOMESTIC 
CUSTOMERS 


1940 


3,237,707 


1945 
5 YEAR GAIN 


734,432 


ee ee 


TOTAL 


3,972,139 





Pa 


WI! 

Fre 

ger 

The information here presented covers the factors which affect the appliance market The meter increase during the same period has been from 3,237,707 to 3,972,139 or Ga 
n the eleven western states. People make markets. What has happened in the West 750,000 new domestic customers for 2!/2 million increase in population. Each of a1 
s that the population has grown in the past five years from 13,824,395 in 1940 to these new meters represents a home which will require a stove on which to cook, a illu 
16,384,989 in 1945. This increase of 2'/2 million is due in part to the influx of war refrigerator and small appliances. This means the sale of appliances not present Mz 


workers and in part to returning veterans. If this increased population can get jobs 
and earn salaries, it will represent an attractive market, which the western utilities 
intend to turn to their advantage 








Despite the wartime shortage of appliances, the kilowatt-usage per home has in- 
creased almost 50 per cent in the last five years. On the lines of the Pacific Gas 
and Electric Company the kw. hr. consumption per domestic customer has risen from 
1,168 in 1940 to 1,680 in 1945. The present average is |,700 per residential customer. 
The low for the West is 750 kw.-hr., the high is 4,000 kw.-hr. 






2S 


+ 105.000.000 


WORTH OF EQUIPMENT BECAME OBSOLETE 
DURING THE LAST FOUR YEARS. 


The obsolescence of appliances from the war years alone will increase normal sales 
by about $105,000,000 in the West. A field survey of northern California showed 


that 53 per cent of all electrical appliances in use are more than nine years old. 


before the war. A survey of new and old customers made by the Pacific Gas and 
Electric Company shows that 12 out of the 18 first choices of those with buying 
intentions are appliances. 





The 1945 appliance sales were less than one tenth the normal volume as represented 
by 1940. The investment per customer in new electrical equipment dropped from 
$40 in 1940 to $3.39 in 1945. No one doubts that with appliances back on the floor 
for dealers to sell, the 1940 average of $40 per customer can readily be equalled 
or exceeded in the near future. 


UNSATISFIED | 
NEW CUSTOME 
DEMAND «# 


? - Yom A 


$70,000,00 





The 750,000 new customers who have been added since 1940 should, in addition to 
this, represent an unsatisfied demand of about $70,000,000 in sales—a sizable total, 
one worth shooting for. 


up 
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Let’s Face It! 


Here Is the Merchandising Picture We Face Today 
As Seen by O. R. Doerr of Pacific Gas & Electric Co. 


At the recent meeting of the 
Pacific Division, National Electrical 
Wholesalers Association, held at 
Fresno, California, O. R. Doerr, 
general sales manager of the Pacific 
Gas and Electric Company, led off 
a symposium of speakers with an 
illustrated talk on “The Appliance 
Market”. The figures are based 
upon data collected by ELectricaL 


MERCHANDISING and ELECTRICAL 
West and upon a survey of its own 
customers made by the Pacific Gas 
and Electric Company. The car- 
toons, drawn by R. D. Moore of 
the utility staff and here reproduced 
in black and white, were presented 
in the form of Kodachrome slides 
which Doerr accompanied by run- 
ning comments. 





RETAIL OUTLETS 
1946 





A retail outlet survey for the eleven western states just completed shows almost a 
100 per cent increase in the number of dealers in existence at the beginning of 1946 
as compared with those reported in 1940. And the number is still going up. 














VOLUME _(PROFIT 
SUTLETS *MARGINS-OPERATING COSTS -{ — 
EXAMPLE I: 
*330,090,000 = #33,000x35%=*1 |,550-10,824 - $726 
OR 2.2% PROFIT 
EXAMPLE II: 





$330,000,000 _+ 4 =" 592) 
1C.000.090 433,000 x 31% -410,230-+10,824 


OR 1.8% Loss 


f 
What this means to the average dealer is indicated by a simple equation in arithme- 
tic. The 2.2 per cent profit is that actually reported in dealer studies made before 


the war. What used to be volume enough for a profit may now bring a loss. 
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| 
IMMEDIATE MARKET- OVER 


300 MILLION DOLLARS. 


NEW DEVICES 
oe (PLUS BUSINESS) 


UNSATISFIED NEW 
CUSTOMER DEMAND 


_ 7OMILLION 
a " 





REPLACEMENT- 
OBSOLETE APPLIANCES 


105 MILLION 





PREWAR 
» ANNUAL SALES 


125 
MILLION 


Add all the demands together, you get a $300,000,000 market for 
the eleven western states. 








COMPARISON OF 
RETAILERS GROSS PROFIT MARGINS 
APPLIANCE 1941 1946 
RANGE 35 10 40% 31 10 381% 
WATER HEATER. 35 16 40% 31.710 38.5% 
REFRIGERATOR 30 10 37% 285 135.8% 
AIR HEATER 33 1040% 33 10402 


TRAFFIC APPL. 35 10o40% XI ro 35% 


At the same time dealer's margins have gone down, Cuts in some instances are as 
deep as 8 per cent. A great many factors will enter into evening up this discrepancy. 
Time will tell the story on this. 












Fintan ut 


c 
NET P 


LET'S 
FACE IT/ 






ine OF 
ROFITS 


GOVT REGULATIONS @ cme 


——— 


The track which stretches ahead to the goal is beset by all these obstacles which 
must be hurdled. "Let's face it as we have faced other hurdles in the past, which 
we found we could take in stride," Mr. Doerr concluded. 
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TRIPLE-PURPOSE 


ER LINE-UP 


oe NUL ERATOR 


FREEZ 


For FARMS, HOMES and Retail Stores 








FOR FARMS AND LARGE FAMILIES: Big 15'/2 cu 


freezing . . . The ideal unit for farms and large families 
Another dependable Coolerator product—trouble-free, precision construction, plus her- 
metically-sealed refrigerating units. Ask your Coglerator distributor for further details 


on this profit-potential today 


The Coolerator* Freezer line really ‘“‘cov- 
ers the freezer field’ —offers you the wid- 
est possible sales potential from 3 basic 
models. Gives you access to every pos 
sible major freezer potential market. Tie 
up with Coolerator for the right name 
and the right models for the fastest mov 
ing freezer business you’ve ever seen 


See your Coolerator distributor today. 








FOR STORES: Big new 15%, cu. ft. 
Coolerator freezer increases frozen 
food sales 100% by actual tests! A 
fact that makes every food-selling store 
in your community an excellent pros- 
pect. Be the first to reap these profits. 


eeeeeeeeeeeeeeeeeeee 


STURDILy LUTE 


ft. freezer for bulk storage and 


hospitals, restaurants, etc. 


The Coolerator Company, Duluth 1, Minnesota 


Manufacturers of Ice and Electric Refrigerators . . . 
Home and Farm Freezers 


JUNE 
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[ Zenith Radio Corp. 


H resident E. F. McDonald of the 
th Radio Corp. recently announced 
appointment of H. C. Bonfig to 
position of vice-president and di- 
tor of sales. Mr. Bonfig joined the 
th organization in March, 1944, 





H. C. BONFIG 


vice-president in charge of hous« 
ld radios. He has been identifi 
ith radio in all of its phases sin 
1921. Mr. Bonfig’ was Zenith’s Kansas 

‘ distributor during the vears 1924 
to 1927. 

Mr. McDonald also announced the 
appointment of J. E. Anderson as gen- 


ral purchasing agent. Mr. Andersor 


has held an executive position in that 
lepartment since he entered the m- 
pany in 1942. 


Director of Research 


Dr. Alexander Ellett, former head 
of Division Four of the National 





DR. A. ELLETT 


Defense Research Committee, has 
joined Zenith Radio Corp. as director 
of research, it was announced recently 
by E. F. MeDonald, Jr., president. 
Dr. Ellett, a onetime professor of 
physics at the University of Lowa, 
directed development of the famous 
V-T proximity fuse. During the first 
world war he served two years in 
the air service. 


Radio Corp. of America 


Julius Haber has been named ad- 
vertising and sales promotion manager 
of the tube department, RCA Victor 
Division, Radio Corp. of America, ac- 
cording to an announcement by L. W 
Teegarden, vice-president in charge of 
tube activities. Prior to this assign- 
ment, Mr. Haber was engaged in 
special advertising and promotion 
assignments in the public relations de- 
partment. He joined RCA in 1923 
and rose to be director of publicity for 
the RCA Victor Division. For two 
years starting in 1930 he was on the 
staff of the Lord and Thomas Adver- 





tising Agency where he organized a 
publicity department. 
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NEW POSITIONS 





The appointment of Marshall R. 
Stoecker as manager of the replace- 
ment parts section of the RCA Victor 
Division, Radio Corp. of America, has 
been announced by J. A. Milling, gen- 
eral manager of the company’s newly 


created parts department. The appoint- 


ment is part of a broad program to 
develop sales and merchandising ac- 
tivities applicable to the replacement 
parts, plastics, and component parts 
business. Mr. Stoecker recently spent 

rs with the Navy. Prior to 
service he was manager of the radio 


three vears 





M. E. STOECKER 


department of the Chevrolet Division 
of General Motors. 

Arthur Brewster Tuttle was elected 
treasurer of the corporation at a re- 
cent meeting of the board of directors. 
He succeeds George S. DeSousa, who 
continues as a vice-president. Mr. Tut- 
tle has been with RCA for 25 years. 


Bendix Aviation Corp. 


Malcolm P. Ferguson was recently 
elected president of Bendix Aviation 
Corp. to succeed Ernest R. Breech, 
who has resigned, effective June 30, to 
become executive vice 


Ford Motor Co. 


president of the 


Premier Vacuum Cleaner Division, 
General Electric Co. 


The appointment of Paul W. Con- 


rad as sales manager of the Premier 





PAUL W. CONRAD 


Vacuum Cleaner Division of the 
General Electric Co. was announced 
recently by J. B. Buckley, Premier 
manager. Mr. Conrad, regional sales 
manager for the division since 1940, 
succeeds C. A. Thompson, resigned 
He joined the firm in 1923 as a sales 
man, 





Edison General Electric (Hotpoint) Appliance Co. 


Stanley E. Wolkenheim, former 
Navy lieutenant, has been appointed 
sales manager of the water heater 
sales division of Edison General Elec- 
tric (Hotpoint) Appliance Co. Prior 
to entering the service in 1941 he was 
employed in the company’s treasury 
department and as manager of the 
Buffalo, N. Y., branch. 

The appointments of four district 
managers and two sales promotion 
managers have recently been an- 
nounced by the Edison General Elec- 
tric (Hotpoint) Appliance Co. Man- 
aging the Dallas, Texas area is H. L. 
Cushing of Newark, Ohio. His oppo- 


| 


Basin tiiii| 


¥ 


~*~ 


S. E. WOLKENHEIN 


1946 


H. L, CUSHING 


site number in the Buffalo district is 
W. A. Summers. In the Boston dis- 
trict W. R. Hall takes control, while 
the Charlotte, N. C., district is under 
the supervision of D. H. Risher. 

L. O. Braun, recently of the U. S 
Marine Corps, has returned to the 
eastern sales region as sales promotion 
manager. W. W. Gibbs, for the past 
three and one-half years in the com- 
pany’s Chicago organization, has been 
named sales promotion manager in the 
southern sales region. 

New product service specialist in the 
Dallas district is F. W. Edwards, re- 
cently of the AAF. 





W. A. SUMMERS 


Sylvania Electric Products, Inc. 


A former Hearst newspaper and 
Advertising Almanac employee, B. K. 
Wickstrum has been appointed gen- 
eral sales manager of lighting prod- 
ucts for Sylvania Electric Products, 
Inc., according to an announcement by 





B. K. WICKSTRUM 


Robert H. Bist »p, director of sales 
Mr. Wickstrum, who joined the firm 
in 1939, has served as west coast and 
mid-west sales manager and adver- 
tising and sales promotion manager of 


the lighting division 


Philco Corp. 


William Balderston, vice-president 
in charge of operations for the past 
two years, has been elected executive 
vice-president of the Philco Corp., it 





W. BALDERSTON 


was revealed recently by John Bal- 
lantyne, president. All other officers 
f the corporation were re-elected to 
serve for the ensuing year. Mr. Balder- 
ston became affiliated with Philco in 
1930. In 1941 he was elected a director 
and vice-president to take charge of 
war work for the Army and Navy. 
From 1919 to 1930 he was vice-pres- 
ident and factory manager of the Ray- 
O-Vac Co. 


Federal Telephone and 
Radio Corp. 


The appointment of S. K. Wolf as 
manager of the new consumer prod- 
ucts division of the Federal Telephone 
and Radio Corp., domestic manufac- 
turing affiliate of the International 
Telephone and Telegraph Corp., was 
recently announced. Mr. Wolf served 
as technical adviser during the war 
to General George C. Kenney, head of 
the Far East Air Forces. Prior to 
joining the Army, where he reached 
the rank of colonel, Mr. Wolf served 
on the War Production Board. Previ- 
ously he was president of his own con- 
cern, Acoustic Consultants, Inc. 
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KITCHEN 
CABINETS 


















EEL 
TCHEN CABINET 
” INSTITUTE 


















a packaged line ... built to 
quality standards that assure 


Satisfaction AAU Ablong the Line 


® The copyrighted Seal of Approval of the Steel Kitchen 
Cabinet Institute on any kitchen cabinet is your assurance 
that this cabinet conforms to definite known standards of 
strength, finish and performance in service ... standards 
based on nineteen exhaustive tests covering design, con- 
struction and finish. 

Lyon Steel Kitchen Cabinets exceed all of the Institute's 
minimum standards — providing that plus value which 
assures lasting satisfaction to users and builds good will for 
specifiers and dealers. 

With all manufacturing facilities now set for full operation, 
sizable production of Lyon's packaged line of steel kitchen 
cabinets await only adequate supplies of raw materials. 


LYO e%< METAL PRODUCTS, INCORPORATED 


General Offices: 621 Madison Street, Aurora, Illinois 
Branches and Dealers in All Principal Cities 





PAGE 12 





| NEW POSITIONS 





General Electric Co. 


| Charles E. Wilson, president of Gen- 
| eral Electric Co., recently announced 
the appointment of J. J. Nance as a 
{member of his staff. For the last five 
years Mr. Nance has served as vice- 





J. J. NANCE 


president of Zenith Radio Corp., Chi- 
cago. Previously he was for many 
years connected with General Motors 
Corp 

The appointment of Jack Dreyfuss 
as acting manager of the Los Angeles 
Appliance Service Center of the com- 
pany has been announced by T. J. Kil- 
leen, manager of warehousing and dis- 
tribution for the Product Service Divi- 
| sion. Mr. Dreyfuss succeeds R. K. 
| Peters, former manager, who died on 
| May 4. He began his association with 
the company as an inspection and test 
jman in 1942. In 1945 he became dis- 
| trict service supervisor and a desig 
and development engineer. 

H. E. Rice has been named manag: 
of the White Plains works of the el 
tric sink and cabinet division. a 
cording to C. J. Enderle, division man 
ager. With G-E since 1935, Mr. Rice 
was placed in charge of radio produc- 
tion at the Kossuth St. plant in 
Bridgeport in 1941 He served late: 
at the plant in York, Pa., in a super- 
visory capacity and in 1944 was as 
signed to special duties in works man 
agement. He was appointed general 
foreman at White Plains in 1945 

New manager of the Scranton 
works, electric sink and cabinet divi- 
sion, appliance and merchandise de- 
partment of the General Electric Co.. 
is F. C. Ralph, whose appointment 
was recently announced by C. J 
Enderle, division manager. 

Mr. Ralph joined G-E in 1912. In 
1929 he was named assistant super- 
intendent of wiring supplies and be- 
came a specialist in accessory equip- 
ment sales three years later. In 1945 
he was chosen superintendent of the 
sink and cabinet division 


Western District 


According to Walter M. Boland, 
G-E western district manager of the 
Electronics Dept., expansion of that 
division of the company has included 
the appointment of three representa- 
tives. Walter J. Fitzpatrick has been 
named tube and specialty representa- 
tive in Los Angeles. He was former 
| assistant to the manager of the re- 





placement tubes section. Noel L 
Keefer has been promoted to trat 
mitter service representative at the 
Los Angeles office. Until his presen: 
appointment he was radar service and 
installation engineer of the servic: 
engineering division. Byren S. Wells 
receiver representative for Salt Lake 
City before the war, has been appointed 
to a similar position for Washingtor 
and Oregon. 


Portable Products Corp. 


New vice-president in charge of 
manufacturing operations for all di 
visions of the Portable Products Corp 
is Jasper Van Opynen, Jr., according 
to an announcement by F. R. Marlier 
president. Mr. Van Opynen came t 
America from Holland in 1937 to sel! 
some of his own patents in connectior 
with mechanics, hydraulics and jet 
propulsion. In 1941 he organized the 
Vanco Machine and Engineering Co 
Holland Manufacturing Co. and others 
in Detroit. In his new capacity he will 
be responsible for all engineering and 
production in the American Pad and 
Textile Co., the Coldwell-Philadelphia 
Lawn Mower, the General Television 
and Radio, the Paul and Beekman 
the Portable Products, the Portable 
Safety, and the C. J. Tagliabue divi- 
sions of the corporation. 


Refrigeration Corp. of America 


Two important appointments have 
been announced by John Bess, presi 
dent of the Refrigeration Corp. o' 
\merica, a wholly-owned subsidiary 
* Noma Electric Corp. David T 
l.ewis, for the past four years assistant 
to the president of the T. J. Bake: 
Chemical Corp., has been made a vice 
president of Refrigeration Corp. and 
will be in charge of the company plam 
in Perth Amboy, N. J., which makes 
‘Frigid Freeze” quick freezing units 

New national commercial sales man 
ager of the company is Paul A 
Hunker, formerly general sales man 





D. T. LEWIS 


ager of Nathan Straus-Duparquet, 
Inc. Prior to 1939 he was with Rex 


Cole, Inc., General Electric Co., and, 


R. Cooper, Jr. in commercial sales 
capacities. In his new position he will 
supervise national sales of commercial 
freezing units. 
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_ SOR AMERICAN HOME READERS! 

























@ In Akron, Ohio, the average residential electric power 


consumption is 1666 KWH annually. 


@ Among the Akron subscribers to The American Home the 


average yearly consumption is 2004 KWH!* 


More power means more appliances—more business—for 





everything electrical advertised in this big home-going 
magazine. And as it’s true in Akron. it’s true in every 
prosperous community in the country. Consider these facts, 
revealed by the American Home Reader Consumer Panel: 


2,350,000 home-loving circulation, read by 
3,043,000 women and 1,497,000 men 





67.5% own their own homes, located in 
and around big city, easily-accessible trad- 
ing centers 


64.5% have incomes over $3,000—and 3 
out of 5 families have children under 18 


*Source: Actual check of American Home readers’ 
power consumption by local utility company. 
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a 72 product and | 7 | 
oe . | Y 
a LAG franchise A. E. Rittenhouse Co. 


The A. E. Rittenhouse Co., Inc Westi 








Honeoye Falls, N. Y., has announced > 
| the appointment of Lee Arter as as how 
di 
| 
| 
LEE ARTER 
tant advertising and sales manager 
was recently released from the AAI ippol 
after 26 months of service. positic 
manag 
ghor 
Tract 
a ‘ . . . , . Manu 
First deliveries of the new Pacific room-size air condi- Rheem Manufacturing Co. se f 
tioner are being made. Buyers are waiting for them. a a ey wndl 
Additional dealer franchises are open NOW in important pointed sales promotion manager 
markets. Do you want one of them? Rheem Manufacturing Co’s. home 
ee , . | heating equipment division with head 
I acific is an electric appliance, not a plumbing job. In quarters in Chicago. Prior to joining ; 
stallation is extremely simple, service nil. It refrigerates, Rheem in 1945 he was program head Maje 
dehumidifies, filters and ventilates the air. It is designed for Training Within Industry projects Telev 
for use in bedrooms, private offices, hospital and hotel in five states and had been sales pr The 
° oti anage r, > Jtal owe 
rooms, beauty parlors, wherever a small window-type motion manager for the Utah Pow Radia 
“tery eer d ¢ and Light Co. for 17 years. Guy I 
unit is desired. Norman E. Thompson has bee suy 
Pacific Manufacturing Corporation is a well-financed made production . WE for al ty the 
company, organized in 1945, to manufacture air condi- plants, according to W. E. Curran, porati 
ee ¢ : Silt Bin oer ner director and vice-president in charge of : 
tioning equipment exclusively. Its principals are expe- cuentas ing t 
rienced in the production and sale of home equipment Me 
‘ LT, 
through dealers. Products are based on the work of a , 
: . presic 
well-staffed research laboratory maintained by the com- Prior 
pany in California. Roberts & Mander Corp. ment 
| \ . 
a , . see ‘ | — oe York 
Distribution of the Pacific is to be through electrical The western Pennsylvania district of 
appliance dealers, department stores and utilities, signed the Roberts & Mander Corp. has a 
on selective territorial franchises. If you are interested in mew manager in Pau! J. France, ap 
. ‘ : pointed by R. S. Agee, vice-president 
an immediate proposal, write us at ohce. Or use the L 
ew 
coupon below. Address Y 
Che 
jamin 
electr 
vas be 
| = 
merly 
Corp. 
PACIFIC MANUFACTURING CORP. | rer 
5308 BLANCHE AVENUE e« CLEVELAND 4, OHIO | Corp. 
" on on = — a ae ae my 
CRS” 
Write Pacific Mfg. Corp., 5308 Blanche Ave., Cleveland 4, Ohio | 
Gentlemen: We are interested in selling your new Pacific Air Conditioner. 
FOR DETAILS OR Send full details re: franchise. 
ee PAUL J. FRANCE 
ee eee ee ee ee eee eee ee ee eereeeeeeses ate eee eee esee | 
ase this Pee cenécbuvakamenedes (oc eeenean eens er eee héstheasiesiaweas | . 
| who stated that Mr. France had been 
Firm eevee CEOS ES EOSE SEES OEE EE SESE SESS Coeooseeseoeseseoecesoesorceceees | engaged in appliance merchandising 
Pcctcarasinwcewaskccsbokecwss Kkbeiaeksan esas ‘i | since 1936. The new district manager 
: | will direct the promotion and sale of 
Go cob deceseecesvenedonesnreeesecesesessseeccs 





se eeeeeeececcce Quality appliances and train utility and 


dealer salesmen 
= é 
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NEW POSITIONS 





Westinghouse Electric Supply Co. 


E. Lovdal, manager of the West- 
house Electric Supply Co’s. north- 
district office, has announced the 





GLEN P. BURNS 


appointment of Glen P. Burns to the 
sition of appliance sales promotion 

manager. Mr. Burns comes to West- 

inghouse after five years with the 
fractor Division of Allis-Chalmers 

Manufacturing Co. where he was edi- 

tor of two industrial publications and 
indled dealer publicity. 


Majestic Radio and 
Television Corp. 


The board of directors of Majestic 
Radio and Television Corp. has elected 
Guy Lemmon, formerly war bond man- 
ager of the War Advertising Council, 
to the office of treasurer of the cor- 
poration and its subsidiaries accord- 
ing to an announcement by E. A. 
Tracey, president. 

Mr. Lemmon was, before the war, 
resident of Hecker Products Corp. 
Prior to that he aided in the develop- 
ment of Benton and Bowles, the New 
York advertising agency. 


Lewyt Corp. 


The appointment of James I. Ben 
jamin as manager of the radio and 
electronic division of the Lewyt Corp. 
as been announced by Alex M. Lewyt, 
resident. Mr. Benjamin was for- 
merly general manager of Pilot Radio 
Corp. and earlier was secretary-treas- 
irer of the Pilot Radio and Tube 


Corp. 


National Electric Products Corp. 


R. W. Biggs has been named works 
manager of the Ambridge, Pa., plant 
of National Electric Products Corp., 
according to a recent announcement by 
W. C. Robinson, president. Mr. Biggs, 
former production manager of the 
Jones and Laughlin McKeesport 
works, succeeds Neil C. Lamont, who 
has reached retirement age. Mr. 
Biggs’ first production responsibility 
was with the National Tube Co. and 
for the past five months he has been 
in the Pittsburgh General offices of 
National Products in an administrative 
capacity. 


Consolidated Edison Co. of 
New York, Inc. 


The appliance promotion bureau of 
the Consolidated Edison Co. of New 
York, Inc., has a new head in Edward 
A. Holmberg, recently announced bv 
Ephraim F. Jeffe, vice-president in 


charge of sales. Mr. Holmberg suc 
ceeds Dennis S. Melvin, transferred 
to the purchasing department. He has 


been with the firm for 37 years and 
immediately prior to his promotion was 
assistant manager of the bureau. 

Harrv A. Sammond, formerly asso- 
ciate district sales manager, has been 
named assistant manager of the appli- 
ance promotion bureau to replace Mr. 
Holmberg 

Thomas J. Collins has heen made 


1 


manager of the showroom division of 


the appliance promotion bureau in 
harge of showroom activities in 26 
company  locatior throughout — the 


service area 
Edward D. McOwan has joined the 


sales department as assistant manager 
of the dealer division of the appliance 
promotion bureau 

Marion Seitz. formerly secretary to 
the chairman of the executive commit- 
tee, has been appointed assistant man- 
ager of the home service division of 


1 
the bureau 


Lighting Products, Inc. 
Ex-Navy lieutenant Dan E. Dunne 


has been named as sales manager of 
Lighting Products, Inc., Highland 
Park, Ill. Prior to the war, Mr. 
Dunne represented Chase Brass and 
Copper Co. and Edwin F. Guth Co. 
in the Chicago territory He was 


previously a lighting specialist for a 


midwestern wholesaler. 





J. 1. BENJAMIN 


DAN DUNNE 
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FIRE-GUARD 


Offers you more in PROFITS and self-selling 
features . . . offers more to the prospective 
owner in comfort, convenience and economy. 


Fire-Guard is Tops in styling, lustrious beauty, 
sturdy construction, dependability and econom- 
ical trouble-free operation. 


Mass demand is here — everyone wants auto- 
matic heating. With the Fire-Guard you havé 
the opportunity to sell fully automatic heating 
at an amazingly attractive profit. ... 





Not just another Stoker . . . Fire-Guard is Tops 
in quality and Distributor opportunity. 


Fire-Guard offers the year’s biggest merchan- 
dising opportunity — a few territories are still 
open. Write today for full details on the New 
Peerless Merchandising Plan. 














MANUFACTURING CORPORATION 


tnconrenatece 


LOUISVILLE, KENTUCKY 
SINCE 1884 
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How to increase store traffic and build chime sales 
with these completely wired, ready-to-use 


NUTONE DISPLAYS! 


if : 
NU-700 ... the 7-Chime Wall Display NUTONE 


that Pays for Itself Right from the Start! 



























lo sell more chimes, place this new store-tested display on 
a wall where customers can quickly see it, where they can 
easily reach the push buttons... and they'll sell themselves. 
\ working display is always a business builder and this one 
will work overtime for you. At no extra charge, you get two 
NuTone Door Chimes listing at $6.95 each with every 
NU-700 Display. Shipping weight complete, approx. 30 Ibs. 


Packed in individual carton. 








Two NuTone 2-Door Chimes ($6.95 list each cos 
You get to offset cost of board 


all this for One 3 x 4 ft. green Masonite boord with M 
white lettering and gold-toned decoration 
$14.00 One B-10A Transformer and Plug-in Cord Se 


° Fourteen Push Buttons 

with the} . 

Complete wiring for Seven Chimes (you fur- 
NU-700 nish chimes from your stock 


Price-identification Card for each of Seven 


“DEAL” Chimes illustrated 











Order NU-700 and NU-400 Displays from NU-400 oe ws the 4-Chime Table, Counter, or 


your wholesaler. He also has literature on 
other boards for displaying the entire Nu- 


Teas lina. Call bien totiay Window Display that Repays You Immediately ! 


Small enough for table or counter... big enough to do a 
- real selling job! A traffic-builder, too, when used as a win- 

NUTONE ~~ dow display. Without extra charge, you get one NuTone E 
cao Wi waee ine ¢ Door Chime listing at $6.95 with every NU-400 Display. 

THE GREATEST NAME IN DOOR CHIME Shipping weight complete, approx. 13 lbs. Packed in in- 


dividual carton. 





One NuTone 2-Door Chime ($6.95 list) to off- 
You get | ( set cost of board 

° } One 24 x 24 in. easel-backed green Masonite 

all this for } board with white lettering and gold-toned 

$7.00 decoration 
. One B-10A Transformer and Plug-in Cord 

with the Eight Push Buttons 

Complete wiring for Four Chimes (you furnish 

NU-400 pea from a stock) , 

“DEAL”’ Price-identification Card for each of Four 

Chimes illustrated 















NUTONE, INCORPORATED 
Merchandise Mart, Chicago 54 
200 Fifth Ave., New York 10 


931 E. 41st St., Los Angeles 11 





Terminal Sales Bldg., Seattle 1 











© ; WORLD'S LARGEST MAKER 
NuTone Chimes and Transformers are 
fair-traded in all fair-trade states. OF DOOR CHIMES 
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PRESTELINE Range 


Pressed Steel Car Co., Inc., Domestic 
Appliance Div., Chicago, Ill. 


Model: DeLuxe model with choice of 2 
top arrangements. 

Selling Features: Available with su: 
face cooking units arranged two on 
each side, or with all 4 units grouped 
at right side; surface units have 7 
heats—2 are 6 in. diam and 1-8 in 
6 qt. deep-well cooker; 2 baking 
ovens—a large 17x17x20 in.; and a 
medium sized oven; both ovens have 
automatic pre-heat; waist-high 
broiler; oven thermostats maintain 
accurate temperatures ; switch knobs 
located on back panel with special 
signal lights to show when units are 
on; 2-appliance outlets; Telechron 
clock and automatic timer with 
selector switch control oven, deep- 
well cooker and one appliance outlet; 
one storage drawer and one warm- 
ing compartment drawer; interval 
timer; 15-watt fluorescent illumi- 
nates cooking surface; 40 in. wide 
cabinet, porcelain enameled inside 
and out. 

Electrical Merchandising, Tune 15. 1946 
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PROCTOR Iron 


Proctor Electric Co., Third St. & 
Hunting Park Ave., Philadelphia, Pa. 


Model No. 961 Proctor Never-Lift 


Iron. 


Selling Features: Equipped with pat- 
ented “Never-lift” stand; a push on 
red button releases its recessed 
“legs”, and a press on back of handle 
puts it into ironing position; fabric 
dial to select ironing temperature 
for rayon, silk, wool, cotton and 
linen with temperatures listed in F. 
degs. on each fabric listing; 1,000 
watts; a. c. only; permanently at- 
tached cord; air-cooled Bakelite 


handle. 
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GENERAL MILLS Iron 


General Mills Home Inc., Appliance Dept 
Minneapollis, Minn. 

Model: GM 1A True-Heat iron 

Selling Features: Tru-Heat control 
harnesses expansion and contraction 
of soleplate, makes possible accurate 
temperature regulation and keeps 
iron within a few degs. of desired 
heat; Safety Side Rest makes it pos- 
sible to rest iron on either side whe 

































































not in use, also eliminates need for 
square heel; taper-rounded back 
saves ironing strokes and provides 
full-vue 4-way ironing surface— 
irons into ruffles, tucks, pleats, etc. 
with either end; Tru-Heat fabric 
selector dial positioned high at front 
of handle is easily adjustable with 
thumb or finger and is calibrated 
for fabric and temperature settings; 
permanent cord. 

Electrical Merchandising, June 15, 1946 
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RHEEM Oil Burning Water 
Heater 


Rheem Mtg. Co., 570 Lexington Ave., 
New York City 

Device: Oil storage water heater. 

Selling Features: Completely auto 
matic unit regulated by the standard 
float-type control, heater operates by 
gravity feed and requires no elec- 
trical connections; sizes 30 and 50 
gal. sizes; new Rheem-developed 
low-draft pot-type burner will oper- 
ate under difficult flue condi- 
tions with drafts as low as 0.03 
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in. water pressure; low-flame pilot 
burns only fraction of oil normally 
consumed by such heaters; full 1 
in. insulation possible because of 
extra-small pilot flame which creates 
so little heat when main burner is 
extinguished; draft regulator protec 
tively enclosed in heater jacket. 
Electrical Merchandising, June 15, 1946 
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COOLERATOR Refrigerator 






















The Coolerator Co., Duluth, Minn. 


\lodel: DR-85 84 cu. ft. Coolerator. 
yelling Features: Frozen food storage 


compartment across top has 1.48 cu. 
it. storage capacity; regular food 
compartment has 7 cu. ft. storage 
apacity; 4 h.p. hermetically-sealed 
compressor, internally spring- 
mounted, equipped with safety disc 
and relay, natural draft fin conden- 
ser; 10-position control; synthetic 
enamel finish; outside dimensions in- 
cluding hardware 314 in. wide, 253 
in. deep, 602 in. high. crisper capac- 
ity, 24 qts. each. 


Hlectrical Merchandising, June 15, 1946 
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RITTENHOUSE Door Chimes 


The A. E. Rittenhouse Co., Inc., 
Honeoye Falls, N. Y. 


Vodels 3everly and Sheffield. 
Selling Features 


Beverly, designed 
to play a 3 or 4-note chime sequence 
as desired and an additional single 
note for rear door use; adjustable 
volume control; shut-off switch: 
patented Rittenhouse “Rhythm Mas 

ter” timing mechanism; floating pet 

cussion unit eliminates chime “static” 
aused by jammed or sticking plung- 
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Selling Features: Capacities f 
















ers; ivory plastic housing; brushed 
brass tubes. 

Sheffield, 4-tube hall chime, sounds 
a 4-note Westminster chime se- 
quence for front door and single-note 
for rear door; features include ad 
justable volume control; shut-off 
switch; “Rhythm Master” and float 
ing percussion unit; Ivory or Bur- 
gundy housing with brushed brass 
tubes; approximately 9} in. wide x 
554 in. high. 















SAMSON Safe-Flex Fan 
Samson Unite@ Corp., Rochester, N. Y. 


Model; No. 1042N Samson Safe-Flex. 
Selling Features: 10 in. oscillating ; 


equipped with Samson’s patented 
rubber blades; for 110-120 volts, 
50-60 cycles; a.c. only; 45 watts; 
1500 rpm; 700 cfm; light tan baked 
enamel base with matching mottled 
tan rubber blades. 


Electrical Merchandising, June 15, 1946 

















BAR-BROOK Attic Fans 


Shreveport Engineering Co., 
Shreveport, La. 


Models: B-36, B-42, B-48 and B-54 


attic fans. 

om 
7,500 for B-36 model to 21,000 cim 
tor B-54 model; motors range trom 
it to } h.p.; V-flat drive fan pulley 
eliminates usual belt wear and noise; 


motor mounting prevents possibility 
of misalignment; Graphite impreg- 
nated Bronzoil bearings yuilt-in 
thermal overload protection and 
radio interference eliminators ; 


wooden moulding around = die- 
stamped steel frame is manently 


attached to simplify installation. 


Electrical Merchandising, lune 15, 1946 
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2-SPEED 
CONTROL 


High for re- 
moving deeply 
embedded dirt 
Low for clean- 
ing delicate 
fabrics 


IS JUST 
ONE OF 
TOMORROWS 


FEATURES 
AVAILABLE 
TODAY WITH 


CADILLAC 


SOLD Only THroucH 
RELIABLE DISTRIBUTORS 
AND DEALERS WHO, TOO, 
WILL BE READY TO MEET TO- 
-MORROW’S EVEN GREATER 
OPPORTUNITIES sath 





Lines will continue to 
form—yes, even longer 
lines—but more and more 
tomorrow's consumers 
will be influenced by 
preference—not just 
necessity. As shortages 
are being overcome, 
more and more are saying 
“We want nothing less 


than Cadillac performance.” 





WRITE TODAY FOR NAME OF NEAREST-TO-YOU DISTRIBUTOR 


CLEMENTS MFG. CO. + 6666 S. NARRAGANSETT AVE. + CHICAGO 38, ILL. 


Manufacturer of Cylinder and WMoetor-driven Grush Models 
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NEW PRODUCTS 

















MANNING-BOWMAN Iron 


Mannina, Bowman & Co., Meriden, Conn. 

Model “Iron—That-Wags-Its-Tail” 
No. 2494. 

Selling Features: Lightweight-auto- 
matic with patented “swivel action” 
cord; new temperature dial is at 
thumb tip; beveled edge, irons 
around buttons, pleats and seams; 
black Bakelite handle: 1000 watt. 
fast heating cement-embedded ele- 
ment; weighs only 4 lbs.; chromium 
finish, a.c. only. 

Electrical Merchandising, June 15, 1946 


Me Oe ee 
Vaneaaa 





STEADI-GLO Heater 


Appliance Industries of America, 

1830 N. Winchester, Chicago, Ill. 
Device: Model D-2 Steadi-Glo. 
Selling Features: Compact radiating 
type heater; Nichrome coils within 
lual element provide 
radiation; Curvilineatr 


greater heat 
stainless steel 
back directs flow of warm air; no 
moving parts; 1320 watts; 110-120 
volts, a.c.-d.c.; “hammered 


baked enamel finish 


Electrical Merchandising, lune 15. 1946 


silver” 





SAMSON Stove 
Samson United Corp., Rochester, N. Y. 


VU odel 3401-N 2-unit and 3403-N 
single unit table stoves. 

Selling Features: “Tempo-Flex” grad- 
uated heat control dial; thermostatic 
control actuated by grid tempera- 
tures turns current on and off auto- 
matically and maintains temperatures 
constantly from 200 to 600 degs; No. 
3401-N, 2-unit model has a high 
speed grid on right, 1000 watts; 
medium speed grid on left, 650 
watts; No. 3403-N single unit has 
1000 watt element. Both models 
finished in white baked enamel. 


Electrical Merchandising, June 15, 1946 
JUNE 15, 


INGRAHAM Clock 
The E. Ingraham Co., Bristol, Conn. 


Model: Lyric, SA-14 alarm first m« 
in the new Sentinel line. 

Selling Features; A 1-2-3 alarm w! 
rings one, two and three soft-toned 
bell sequences until shut off; 44 u 
‘igh with die-cast silver plated cas 
and silver finished dial with legibl 
black numerals; self-starting motor 
completely sealed in oil. 

Electrical Merchandising, June 15, 14 





KENT Coffeemaker Set 


Kent Products Co., 222 W. Monroe St., 
Chicago, Ili. 


Kent 
maker set. 


Device: Presentation Coffee- 
Selling Features: 7-piece, 16-cup— 
cut-glass set with floral design cut by 
hand in iridescent band in red, blu 
green or white frost with gold 
stripes; has matching cut-glass cof- 
fee serving bottle of heat-proof glass, 





toed 


>» 


‘& 


















sugar bowl and creamer and mir- 
rored tray with aluminum back 
framed in ivory plastic; also includes 
Kent automatic timer-filter of glazed 
porcelain china, and the Kent elec 
tric stove with chrome finish and 
plastic base. 

Electrical Merchandising, June 15, 1946 
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KORD Stove 
Kord Elect Mfg. Co., Mt. Vernon, N. Y. 


Model: No. 50 table stove. 

Selling Features: 2-burners with 3 
switches for high, low and medium 
cooking; 1650 watts, 115 volts; 
“spill-over” tray slides out of base; 
easy to clean. 

Electrical Merchandising, June 15, 1946 
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\nother 


sed 


kyclusive... 


ANYHEET THERMOSTATIC TEMPERATURE CONTROL 


Standard on some models of Silex Glass 
St., Coffee Makers ... available on all 





“LL 
LESEAL 
ELC Lhe! 
LAE CLL 








@ In tempo with Silex Leadership . . . this exclusive Silex item ... the Anyheet 


Temperature Control. Permits you to select the desired degree of temperature... 





luke warm to boiling or a hundred heats between... ‘dial’ the way you 


yack 
ides 
zed 


want it and it stays that way till you turn it off. As simple as that .. . 
with no temperature variations due to voltage changes. 

@ Just another reason for the word exclusive becoming synonymous 
with leadership . . . with Silex . . . a fact of which distributors 


and retailers are quick to take advantage. 





5 2 
; 
lum 
: ILEX 
Se; 
: THE tS & COMPANY 

HARTFORD 2, CONN. ST. JOHNS, P. Q., CANADA 

—— 
THE FINEST APPLIANCES IN THE WORLD 
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A COMPLETE HEATING PLANT 


NEW PRODUCTS 











and bristle brush attachment tor 
electrically massaging and cleaning 
teeth. 


Dual Registers (one each side 
the partition wall) provide a 
nae caer oat Selling Features: Operates on ordi 
nachna Gnatlen. , ../ nary household current; rubber unit 

for gum massaging and a bristle 
brush for cleaning teeth, both inte: 
changeable; extra massage and 
brush units—1 for each member o! 
the family—are available in choice 
of different colors to make identifica 
tion easy 





First floor installation — no 
basement needed. Size of en- 
tire unit, exclusive of registers, 
is only 2234’ ‘x 403%" x 45%” 
for the “big” model. Weight 
of unit supporte , - 2 
Slecking tthe ot flour love Rieewiec = Mevcleeadicing 


except the registers STEAM-O-MATIC Iron _ 


Waverly Tool Co., v 
Equipped with the oil burner 115 Frelinghuysen Ave., Newark, N. J. 
no competition can touch. The a . 
only vaporizing oil burner levice: B-200 Steam-O-Matic auto 
WITH ELECTRIC IGNITION matic steam iron 
ever offered in ANY oil floor Selling Features: Concentrated steam 
furnace. After almost 20 years, vents in toe of iron distribute stream 
never successfully imitated evenly through fibres of material; 
heat and steam delivery are auto- 
matically balanced supplying correct 
amount of moisture for synthetic 


lt, aX A fabrics requiring low heat ; tailor 
CLANTY REGISTER presses woolens on right side without 


press cloth; fabric dial; operates 























both as steam and dry iron; all-alu- 
OlL BURNING FLooR FURNACE | minum; weighs 44 Ibs; 1000 watts MANNING-BOWMAN 


ain - @ »* detachable c 
120 volts, a. c. only ; letac hable cord Waffle Baker 
| Electrical Merchandising, June 15 


/ 
S IDEAL FOR SMAILI HOMES | 194¢ Manning, Bowman & Co., Meriden, Conn. 


bd Model No 1663 “Sub-Deb”  auto- 
matic waffle baker. 











: Aafia: : Selling Features: Indicator shows 
It's easy to sell this unit because it is a complete when baker reaches baking tempera- 

‘ ‘ , ; > : ture; signal light winks out when 
oil burning va oe furnace that as factory waffle is baked; arrangement of ele- 
assembled in one compact, readily installed package. ment gives quick even heat to 7 in. 
aluminum grids; concealed overtlow 
batter rim prevents mixture from 


- + - > 
at * wp a eal ic . flowing over sides; expanding hinge; 
t b non-tarnishing chromium finish with 


———y— 9 black handles and non-scratch Bake- 
. 4i'i | wl lite feet; 800 watts, 110-120 volts, 
. a.c. only. 
PETIPOINT Iron 


3 : Waverly Tool Co., 
As the diagram shows, the intake of cool air and the discharge 115 Frelinghuysen Ave., Newark, N. J. 


ir creates a gentle circulati Ww in- , 
of heated i ae 8 ee Oe lation of warmth, —— Device: Model W-410 Petipoint with 
taining relatively uniform temperatures from floor to ceiling, dual soleplate—full sized for regular 
in both the front and rear of the house at the same time. ironing and small for ironing ruffles, 
tucks and other hard-to-get-at places. 
; ; ; - Selling Features: Small soleplate set 
It’s easy to sell this unit because the H. C. Little vaporizing at angle from large soleplate; air 
oil burner operates on an entirely different principle, which ooled—has 4 horizontal fins that 
gives clean, smokeless combustion on low cost #3 furnace oil. dissipate unused heat sideways lower 
fin projects beyond soleplate allow- 


: . ‘ ing iron to rest on either side; auto 
It's easy to sell this unit because the H.C. Little burner provides matic, accurate heat control: em- 


thermostatic furnace control and fully automatic operation bedded ceramic element; dial can be 


: set tor fast, medium or slow iron 
with electric ignition — no pilot light to smoke or go out. : ’ 

& 2 & & ing; 1000 watts, 120 volts, a. c. only; 
weighs 44 Ibs. attached cord. 
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AND, FOR ALL THESE OTHER REASONS EI 
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Low First Cost ¢ Easy Installation « High Efficiency ¢ Complete Silence v 


Money Saving Operation © Ample Capacity « Absolute Safety WESTINGHOUSE Fans 

Attractive Appearance « Underwriters’ Listing ¢ Factory Guarantee Westinghouse Electric Corp., 
Electric Appliance Div., Springfield, Mass. 

IT’S EASY TO SELL THIS UNIT! ,i, p 
Device: 8-in. Pacemaker fan, model 
Our present dealers have first call on today’s production, but if you : 8PMN. 

have an eye to the near future, write for our free booklet, “How Selling Features: 3 wide-area type 
to Get Real Profits in Postwar Heating.” . blades of 1-piece steel construction; 
; welded steel guard, brushless 2-pole 

The Greatest Name in Low Cost f 5 Automatic Oil Heat for Small Homes. 


induction-type motor; non-oscillat- 
ing desk bracket; black finish with 


Sy polo green trim; positive clamping 
\ A ft BU R NY t R Cc TOOTHMASTER swivel adjustment prevents creeping } 
e Oo. Gum Massager “Moldarta” plastic base with felt 


: . base; 104 in. high, 92 in. wide, 64 
Dept 4 San Rafael, California Toothmaster Div., Howard Industries, in. deep. 
231 S. LaSalle St., Chicago, Ili. : e 
Factory Representatives in Principal Cities Electrical Merchandising, June 15, 


“Toothmaster” gum massager 1946. 
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SEE ... THE PRESTELINE Electric Range— Standard 
Model. No other electric range in the popular-priced field 
offers all of Presteline's 21 features! 


Erne we 


AT THE SHOW! 


A cordial invitation to you . . . to stop in and 
inspect the new PRESTELINE electric ranges at 
the Summer Market, July 8 to 20, Suite 533-34B, 
American Furniture Mart, Chicago. 


PRESTELINE FEATURES SATISFY DEMANDS 
OF 97% OF AMERICAN HOUSEWIVES! 








Said Mrs. America in nation-wide surveys: “Give us a 

choice of three different top arrangements . . . much bigger 

ovens, large and planned storage compartments . . . more 

flexible top-stove cooking units . . . more appliance outlets 
. more fully automatic operation . . .” 














More new and practical features! [That's 


SEE ... THE PRESTELINE DELUXE Electric Range— 


For your customers who are satisfied with nothing but what Mrs. America wants. and her desires became 
the last word in automatic electric cookery. America's 


sont Gaaiedi atectic renee. the blueprint for the Presteline electric range. 


Unfettered by traditional “impossibles”, Presteline 
designers created an entirely new kind of electric 
. range, combining for the first time all the 
new and practical features long-sought by 


97% of the women surveyed. 


No other electric ranges offer so much 
eye-value, so much buy-value, so many of the 
features that win interest and close sales! See 


Presteline and see the proof! 


YOUR BEST PROSPECTS ARE AMONG 
THE 61,450,000 CUSTOMERS NOW 
BEING PRESOLD BY FULL COLOR 
PAGES IN LEADING MAGAZINES, AND 
STRONG NEWSPAPER COVERAGE! 


. PRESSED STEEL CAR COMPANY, INC. + Domestic Appliance Division 
666 Lake Shore Drive, Chicago 11, Illinois 


ELECTRIC RANGES 
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few people believed it could be 


done... but here is an automatic ELECTR APPLIANCE 


ris coal-heating system so clean... 





NEW PRODUCTS 


VICTRON Fans 


Victor Electric Products, Inc., 2950 
Robertson Ave., Cincinnati, O. 





Vodels: Desk, bracket and pedest 
fans F 3126 and F 3126 P. 

Sellng Features: Powered with qi 
Victron motor, no radio interferenc: 
self-lubricating bronze bearings 
otor dynamically balanced; “ia 
flare” blades of aluminum protecte 
by wire guard; rubber feet to pro 
tect desk, table or floor; 3-speeds 
optional oscillator; plastic off- 
switch on base. 
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DORMEYER Juicer ~ 1046 


Dormeyer Corp., 4300 N. Kilpatrick Ave., 
Chicago, Ill. 





Device: Model 3100 Dormeyer juicer. 

Selling Features: Specially plated 
reamer and stainless steel strainer, 
both fruit-acid resistant; free- drain- 
ing type glass juicer bowl; reamer 
and strainer: bowl, “lift off” as unit 
for easy cleaning; polished aluminum 
body with recessed front; heavy- 
duty 115 volt, 60 cycle, a. c. motor; 

7} in. high, 62 in. wide. 

Electrical Merchandising, June 15, 
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Vv 
VELVET Skin Patter 
Rex Products Corp., 302 Fifth Ave., N.Y.C. 





This sensationally advanced automatic stoker gives a 





nf promise wherever it is installed—a promise that dirt Device: Velvet skin patter—vibrato 
Sie for skin and scalp massage. 
~~: 


can be divorced from furnace-firing. It promises this Selling Features: Two small “fingers 




















be pat skin at rate of 100 strokes per 
fs min. have proper pressure and mas- 
immaculate type of heat with the economy only coal sage gently and correctly; approx 
% mate size and shape of a razor, plas 
; tic case in ivory; comes complet 
can give. with 2 sets of a Baye on2 for 
acial and light mass and one fo 
calp and heavier massage. 
Look to Fairbanks-Morse for the great improve- NUTONE Door Chimes Electrical Merchandising, June 15, 
1946. 
, ak : NuTone, Inc., Merchandise Mart, 
ments in stokets. Look to Fairbanks-Morse for stok- Chicago, Ill. 
> 
Vodel Time-Chime : Tew an 
ers with the advanced features to help you sell pn agg — — 
Selling Features: Time-Chime, com- 
against competition. Look to Fairbanks-Morse for bination 2-door chime and Telechron 
* kitchen clock with 9-in. dial; all- 
uy chrome cover. 
the sure protection which comes from selling the line 











fe Vv 
NAPCO-PACEMAKER Iron 


Interstate Electric Supply Co., 4754 
Clark, Chicago, Ill. 


af an experienced manufacturer. 


Fairbanks, Morse & Co. 
Fairbanks-Morse Bldg. 


Device: Model 300 non-automatic iron 
Selling Features: Weighs 4% lbs; 550 





; — atts: streamlined, chrome finish. ' 
Chicago 5, Illinois sate th 2 
B Electrical Merchandising, June 15, 
1946. 











( FAIRBANKS- -MORSE 


| Je wel, all-brass Colonial 2-door 
chime equipped with push-button in 
+ h b matching style and finish. 
f A name wort remem ering Symphonic, 8-tone Westminster door 
fC chime; 14} in. high. 
Electrical Merchandising, June 15, 
( 
SCALES - STOKERS +- RAMLROAD MOTOR CARS and STANDPIPES - FARM EQUIPMENT | 1946. 








DIESEL LOCOMOTIVES + DIESEL ENGINES - MAGNETOS - GENERATORS - MOTORS + PUMPS 
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MODEL H-800 
STEADI-GLO ELECTRIC 
FOOD AND BUN WARMER 
Beautiful spun aluminum 
unit. Plastic heat-resist- 
ant handles. Keeps food 


hot, ready to serve, for an 

hours. Constant heat. MS; 
9% x 7% . 135 watts, 110- rs 4 

120 volts, AC-DC. Com- y (i 

plete with cord. A 





MODEL M-500 STEADI-GLO 
TWIN WAFFLE IRON — 
Two beautiful chrome units i? a 


aluminum grids, mounted on attrac- 7 
tive chrome tray with trim wooden “= 
handles. Deep-well rims to prevent - 


overflow of batter. 660 watts, 110-120 
volts, AC-DC. 





MODEL a. 
COFFEE BRewen ‘ STEADI-GLO 


Streamlined efficient double burner unit, 
’ 


‘x different heat 
$s 
uses. Baked enamej on heanate Cooking 


1600 watts, 110-129 volts, Ac-pe.# metal, 


Come and look over the members of 
the Steadi-Glo family—the old standbys and 
the exciting new additions designed to ring up ter- 
rific sales for you. We’re out in front as usual—setting the pace 
in styling . . . dependability . . . performance. Continual research in 
material, design and utility is your guarantee that the Steadi-Glo name 
means customer satisfaction. Steadi-Glo is backed by powerful radio promotion 


... national advertising . . . and other promotion material, available to dealers 


on request. Stop at Space 17125 during the show. IMMEDIATE DELIVERY 


APPLIANCE INDUSTRIES of AMERICA 


1830 No. Winchester Ave., Chicago 22 


Permanent Display; Furniture Mart, Chicago 
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> Easily demonstrated advantages of 





Non-Electric Products 
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Refrigerator Cover 
The New Haven Quilt & Pad Co.., 
82-84 Franklin St., New Haven, Conn 4 

Device: Padded refrigerator covers 
Selling Features: Adjustable to from 
4 to 10 cu. ft. boxes; complete with 
carrying harness with buckles 
cross-stitched in squares to prevent 
tears from spreading; waterproo' 
canvas outside and moleskin lined 
Covers for ranges, washing machine: 
and other appliances, also available 


Klectrical Merchandising, June 15 
1946 




















KORDITE Plastic Clothesline 
The Kordite Corp., Victor, N. Y. 
Device: Kordite plastic clothes line 
Selling Features: Does not sag, or 
stretch; withstands all weather and 
wipes clean in a jiffy; will not rot 
or rust; 50 and 100 ft. hanks. 


Electrical Merchandising, June 15 
1946 


























DUTCH Coffee Filter 
Hill-Shaw Co., 311 N. Des Plaines St. 
Chicago, Ill. 

Device: “Dutch” clothless coffee filte: 
Selling Features: New type filter for 
glass coffee makers snaps into lowe 
bowl cannot fall out or pop up; m 
chains, strings or cloth; made ot! 

china ; fits all standard makes 











Electrical Mercahndising, June 15 


1946. y 


¢ EASYDO Clothesline Reel 
OWENS-CORNING Fichaaing | Mid-West Metallic Products Inc., Cleve 


FIBERGLAS |" 








Device: “Easydo” clothesline reel 
eisegnlbias _J With apologies to our friends at the JOURNAL Selling Features: Reel is a chrome 
plated steel rod frame at each side 
of which is a plastic-gripped handl 
which revolves to allow winding oi 
clothesline in or out; holds 200 ft. 
Electrical Merchandising, June 15, 
1946. 
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ELECTRICAL 





MERCHANDISING—JUNE 


Say it over and over... 


Johnny doesn’t learn things in one 
lesson. Nor does his Dad who runs that 
best-in-town appliance and radio store. 
With Dad as with Johnny, you need 
to repeat, and repeat, and repeat. 

Give the matter of dealer education 
careful attention this year. Explain your 
product, its sale...explain your poli- 
cies, your plans...completely. That's 


the surest way to develop a sure-fire 


Fastin 


dealer organization; that's the best 
way to attract desirable new outlets. 

Electrical Merchandising is the place 
to do this job. The single most potent 
educational force in the appliance and 
radio industry, “Merch” is a “how” 
magazine all the way through. The 
“right” dealers know it, respect it.—Do 
the right kind of campaign in Electrical 
Merchandising—and they'll respond! 


ELECTRICAL MERCHANDISING 


“The dealers choice year affer year 


May print order was nearly 37,000. 
That means you reach practically every 
worthwhile outlet from coast to coast. 
Secondary coverage assures you get 
dealers’ salesmen as well. Now there's 
the mid-month News issue, too. An- 
other Electrical Merchandising “‘first’’. 


A McGRAW-HILL Publication 
330 West 42d Street - New York 18 





15, 1946 









Yes, they’re the biggest one-piece molded plastic 
cabinets ever made in radio. And they’re beautiful! 
Satin-smooth mahogany in color with plenty of 
eye-appeal. Here’s proof of Admiral leadership 
in producing the merchandise America wants. 





Look at the features! 
Compare the prices...from s 


Stromb 


} 



















6RT4I Radio-Phonograph 


Featuring new ‘‘childproof’’ record 
changer... plays up to 12 records auto- 
matically .. . featherlight tone-arm as- 
sures longer record life . .. may be moved 
at any time without damage to mechan- 
ism .. . improved multi-tube superhet 
circuit with beam power output, bass 
compensation, and automatic volume 
control, gives outstanding performance 











L- —— 
. easy-to-tune colorful plastic dial .. . 
PM dynamic speaker with new Alnico 

No. 5 metal assures superb tone quality. Lewyt 
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6RP4S8 Electric Phonograph 





110 

Featuring new “‘childproof” record changer (see 6RT41) Mod 
3-tube amplifier with beam power output produces 36: 
sufficient volume for use in schools, club-rooms, etc. . . . Ye 
PM dynamic speaker with new Alnico No. 5 metal assures ea: 


superb tone quality. = 


Chiral Seaman cwicaco 7.1L. » WORLD'S LARGEST MANUFACTURER OF RADIO-PHONOGRAPHS WITH AUTOMATIC RECORD CHANGERS | 
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STROMBERG-CARLSON 
Radio 


Stromberg-Carlson Co., Rochester, N. Y. 


Mode “The Vagabond” portable. 
Features: 6-tube superhet in- 
g rectifier; equipped for a.c.- 
or battery operation; carrying 
se with maroon leather-finish 
bric, gray trim; 54 in. Alnico 
rmanent magnet dynamic type 
eaker; a tuned radio frequency 
tage provides maximum _ station 
lectivity and a built-in low induct- 
ince loop; 114 x 13 x 68 in. weighs 15 
with batteries 
ectrical Merchandising, June 15, 1946 














LEWYT Phono-Radio 
Lewyt Corp., 136 Broadway, Brooklyn, N.Y. 


Device: 6-tube superhet phono-radio 
with automatic record changer. 
ing Features: Combines full range 
tone control and sensitivity with 
dual-purpose tubes; Alnico-5 perma- 
nent magnet dynamic speaker; full 
vision slide rule type Lucite dial, 
edge-lighted for indirect illumina- 
tion; phonograph equipped with 
automatic record changer with light 
weight super-sensitive crystal pickup, 
permanent sapphire needle 


ctrical Merchandising, June 15, 1946 
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MONITOR Radios 


Monitor Equipment Corp., 
110 E. 42nd St., New York City, N. Y. 


Vodels: RAM-45, TA-56M and TW- 
56M. 

yelling Features: RAM-45, 5-tube a.c.- 
d.c. table model; large airplane dial ; 
easy to read dial numerals; illu- 
minated dial; frequency range 540 
to 1700 kes; cabinet available in wal- 
nut or Catalin—catalin model comes 
in ivory grille and dark green cab- 
inet, 


ELECTRICAL MERCHANDISING—JUNE 15, 


TR 


TA-56-M and TW-56M, 5-tube plas- 
tic model, a.c.-d.c.; built-in antenna ; 
avec; beam power output tube; slide 
rule dial; easy to read, easy to tune; 
plastic cabinet TA-56M in walnut; 
TW-56M in Ivory, 7 in. high, 103 
in. wide, 53 in. deep. 

Electrical Merchandising, June 15, 1946 
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WESTINGHOUSE Radio- 
Phono 


Westinghouse Electric Corp., 
Home Radio Div., Sunbury, Penna. 


Device: Table-size Duo-combination 
radio-phono No. H.-122 

Selling Features: Combines a 6-tube 

a-c d-c standard band receiver with 

a fully automatic phonograph; re- 

ceiver, which forms front section of 

unit can be removed for independent 

















use; record changer under top-rais- 

ing lid, accommodates 12-10 in. and 

10-12 in. discs ; built-in loop antenna, 

continuously variable tone control, 

phase-inverter tube, push-pull output 

circuit for high quality reproduction ; 

9 in. high, 133 in. wide 19 in. deep. 
Electrical Merchandising, June 15, 1946 

v 
HALTON Radio 
Harold A. Lifton Co., Inc., 

213 Lexington Ave., New York, N. Y. 

Device: Halton table radio. 

Selling Features: 5-tube  superhet; 
range 450 to 1700 k.c.; a.c.-d.c 
hand-rubbed hardwood cabinet 

Electrical Merchandising, June 15, 1946 
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NEW RADIO PRODUCTS 


APPLIANCE 














MINERVA Radios 


Minerva Corp. of America, 238 William 
St., New York, N. Y. 
Vodels: W-710, 702-CR and 702 W. 
Selling Features: W710, 6-tube a.c.- 
d.c., 110 volt, large size table model, 
in a solid hand-rubbed wood cab- 
inet with walnut-finish. 











702CR, 6-tube a.c.-d.c., with standard 
broadcast band from 540 to 1640 
k.c., features 2-color Catalin cabinet 
in various color combinations: built- 
in loop antenna, acousti-grill speaker 
baffle, 5 in. P. M. speaker Alnico 
magnet. Model 702-W same as 
above with hand-rubbed solid wood 
walnut finished cabinet. 


Electrical Merchandising, June 15. 1946 
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MECK Radio 


John Meck Industries, Plymouth, Ind. 
Vodel 
Selling Features: Powered entirely on 

an Eveready battery pack; designed 


especially for rural areas; contains 5 


“Trailblazer” farm radio. 





¢<sa=s=**** 


ee ee 
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tubes that draw 1.4 volts; equipped 
with 5-in. speaker, superhet chassis, 
will operate on A battery for 750 
continuous hours; wood cabinet. 


Electrical Merchandising, June 15, 1946 














DELCO Radios 


Delco Radio Div., General Motors Corp., 


Kokomo, Ind. 


Vodels 7 table models R-1232, R- 
1236, R-1238, R-1230 and 31, R-1234 
and 35. 
elling Features: All models are 110 
volt, a.c.-d.c.; three models have 6- 
tubes; two models have 5-tubes (in 
‘luding rectifier). Two models of 
fered in different colors; 1236 and 
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1238 have automatic tuning and vol- 
ume control; cabinets range from 
134 in. wide, 8? in. high and 7 in. 
deep to the smallest with a width of 
876 in., 5¥e in. high and 6 in. deep. 
Electrical Merchandising, June 15, 1946 








HALTON Phonograph 


Harold A. Lifton Co., Inc., 

213 Lexington Ave., New York, N. Y. 
Device: Halton portable phonograph 
Selling Features Washable leather- 

ette carrying case; lightweight arm; 

selective volume control 
Electrical Merchandising, Tune 15, 1946 


v 











CHARLES Record Player 


Balkin & Balkin, Inc., 205 W. Wacker 
Drive, Chicago, lil. 


Model: Charles 96-4. 


Selling Features: 4- tube portable 
record player; push-pull amplifier 
with L-70 crystal pick-up, 6-in. Al- 
nico No. 5 speaker; 2-watt power 
output; case upholstered in simu- 
lated leather with Lucite handle. 


Electrical Merchandising, June 15, 1946 
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JULY 8-20, 1946 
Featuring 115 Appliance Exhibits 


Leading manufacturers of major and 
small appliances will make up the biggest 
appliance show in history, July 8-20, at 
the American Furniture Mart, Chicago. 


It is essential to have confirmed hotel 
reservations in advance. It will be easier 
The Mart 
will be closed July | through 7, to give 


to get rooms after July 10. 


manufacturers an opportunity to set up 
displays properly, and the Mart a chance 
to “get set’ for the Market. 


Write for admittance passes today— 
everyone needs an American Furniture 


Mart pass—and bring your pass with 


you. Save valuable time for all. 


AMERICAN FURNITURE MART 


The National Home Furnishings Center 
666 Lake Shore Drive Chicago 11, Illinois 
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PRESSING PROBLEM: When 3,000 albums of the Bob Hope record albums 
“| Never Left Home,” which were produced by Capitol Records, Inc., arrived in 
Hollywood, the intrepid entertainer was kept busy writing autographs. Each album 
contains four records taken from actual broadcasts to the Armed Forces. Shown with 
him above are officials of the record firm. 




















ARKANSAS 


| Stephens—McCoy Nutt of Carthage 
has opened an electric shop in 


Stephe ns 


| Blytheville—Glenn Teague, formerly 

of Chattanooga, Tenn., has opened 
a radio and supply store in Blythe- 
ville 


Pine Bluff—The Electrical Supply 
Co. of Pine Bluff has been incor- 
porated for $25,000 capital stock, 
| with the following listed as incor- 
porators: D. E. Winchester, Dale B 
| Dunlap and C. W. Harralson. 


COLORADO 


Sterling—The Sterling Radio-Elec- 
Jee = Co. is a new agency for the 
servicing and repair of electronic 
| devices and equipment. H. Vance 
Austin is president and R. L. Holmes 
manage! 


CONNECTICUT 


Connecticut has the following new 
ippliances and radio incorporations: 


Naugatuck—Androphy Radio & Ap- 
pliance Co., by H. B. and L. I 
Androphy, 39 Spring St. 


Wethersfield—W cthersfield Electric 
Co., 48 Garden St., by F. H. Hitch- 
ock, 46 Garden St 


New Haven—Altieri Electric Co., 
47 Ward St., by \ i Altieri. 


New Haven—United Electric Co., 
479 Chapel St., by Matthew Gurgo, 
237 Franklin St 
Waterbury—Tower Home Appli- 
inces, 286 N. Main St., by Bernard 
Korzen, 523 N. Main St. 


New Britain—VPark Radio & Appli 
ance Co., 30 Park St., by E. G 
Mazuronis, 505 Glen St. 


FLORIDA 


Electric Appliance Store has occu- 
pied the shop recently vacated by 
the B & B Grocery. 


Winter Haven—<An appliance store 


| 
Eas The Adams & Adanis 
| carrying the G-E line has been 





opened at 235 W. Central Ave. by 
E. A. Talkington, whose staff in- 
cludes James Frederick, Russell 
Brown, Mrs. R. C. Holtzclaw and 
Charles Fowler 


Fort Myers—Bill Newton's Mu 
sic Store, new to Fort Myers. will 
feature sales of radios, wit! 
G-E, Stromberg-Carlson, Farns- 
worth, Motorola and Majestic as the 
lines handled. The store is located 
on First St. at Bayview Court. 


Miami—Fred A. Aufford and Albert 
Kelley have an appliance store under 
construction at 5080 Biscayne Blvd 


Jacksonville—A new retail store has 
been opened at 124 W. Bay St. by 
Albert A. Bressler. His store, thi 
Seaboard Sales Co., will handle De- 
trola radios, and plans are to add 
appliances soon. 


GEORGIA 


Savannah—The Longwater Appli- 
ance Co. has opened at 144 Barnard 
St., corner York Lane, to handle a 
complete line of appliances 


Madison—Bridges and Johnston, a 
new store for the sale of appliances, 
has been opened in Madison by ]. O 
Bridges and R. A. Johnston 


Adel—Electrical appliances are part 
of the stock of the new Firestone 
Store opened by A. B. Dennis. Jt 


Savannah—Witherington Sales & 
Service, dealing in appliances, refrig 
eration and heating, is open for 
business at Barnard & York Sts 


ILLINOIS 


Equality—Ray Coyle, formerly wit 
Bell Telephone, is preparing to set 
up an electrical appliance shop in the 
Sid lall building. 


Marissa—A new store building jus 
ompleted will house the Church & 
Harbison Electric Co., under the 
ownership of Curtis Church and A 
Harbison. A full line of appliances 
and radios will be kept in stock 


Ramsey—Mr. and Mrs. Roy Bates 
of Charleston have opened a new 
electric shop, with a line of samples 
of appliances and light fixtures. 
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Chicago—A store which will spe- 
cialize in Hotpoint appliances has 
been opened on Ashland Ave. by 
Elmer Martin. Several makes of 
radios and appliances are on display. 


Benton—Paul W. Hickman and his 
partner, Carl Whittington, have 
opened an electrical appliance store 
to act as a Kelvinator outlet, featur- 
ing refrigerators, home freezers, 
ranges and other items as they are 
ivailable. 


Perks—A new building is being 
erected for Clearn Casper, to house 
in appliance display room. Some 
shipments have already been made 
to the store. 


INDIANA 


Peru—Bob Griebel has leased the 
Betzner store building at 57 W 
Main St., where he will open the 
{Indiana Electric Co., with a com- 
plete line of electrical appliances. 


Attica—A new electrical appliance 
store has been opened here by Ver- 
lin J. Ross and Joseph Cull, with a 
large line of appliance samples 


Fort Wayne—Sorgen Electric Co., 
1231 Anthony Blvd., is a new Fort 
Wayne appliance outlet opened by 
Edwin C. Sorgen to retail and re 
pair appliances. Warren Greene is 
sales manager and will handle serv 
ce 


Madison—The Blue Ribbon Store 
has been opened by Bernard and 
Fred Koehler, to handle “everything 
electrical.” Robert Kalb will man 
Age the store. 


IOWA 


Clarinda—A. N. Rice’s Clarinda Ap 
pliance Store has moved from tem 
porary quarters to the Griffith Bldg.. 
and the owner hopes to increase his 
stock shortly. 


Redfield—Harold Niblo has started 
a new appliance business in Redfield. 
having completely remodeled and re 
decorated a store for the purpose 


Ireton—A new electrical appliance 
and radio shop has been opened 
here by Ralph Rossum in the John 
son Bldg., with samples on hand at 
present. 


Columbus Junction—A. Sims and 
Bob Martin have opened an appli 
ance store in the Swailes Bldg., and 
will carry light fixtures and electrical 
supplies as well 


Anamosa—Robert Hartman, owner 
of the Hartman Electric Shop, a 











CHILDREN WHO PLAY WITH 
STOVES never get burned if it's a new 
safety top electric range, claims the 
domestic appliance division of the 
Pressed Steel Car Co., Inc., producer of 
the Presteline range which features back 
burners. 


ELECTRICAL MERCHANDISING—JUNE 


new Anamosa business, offers repair 
service and wiring until a more ex- 
tensive appliance stock can be had. 


Mason City—Ying Wong, a veteran 
of the armed forces, has started a 
radio sales and repair store, and is 
doing a much brisker business than 
the Chinese population of the city 
(15 men, women and children) war- 
rants His training in radio is 
strictly American, army variety. 


Onawa—A new radio store, known 
as Let-Craft Radio Service, has been 
opened by Robert Letterly, a Navy 
veteran 


KENTUCKY 


Glasgow—The Central Electric Shop 
is now open for business in appli- 
ances, and features Westinghouse 
products, along with Motorola ra- 
dios. Clifton Gulley is manager. 


Louisville—Radio & Refrigeration 
Service Co. has been incorporated 
with authorized capital stock of 


$25,000. -Incorporators are William 
H. Bomer, Clayton Johnson and 
Sally Jackiewicz 


Madisonville Hammond and 
George Kingston have opened King- 
ston Appliances, with the former as 
store manager Hotpoint, Philco 
and Stromberg-Carlson will be fea- 
tured brands. Eugene Davis will be 
in charge of radio sales and service. 


Clay—The Electric Shop has been 
opened to the public, and will handle 
a complete line of nationally known 
appliances. Mrs. Onie Mitchell will 
manage the store 


MICHIGAN 


Cheboygan—A new electric store 
has been opened here by George 
Rutherford, who has had 25 years of 
experience as an electrician 


Ironwood—Moore’s Electric Shop 
has been started in a new building 
by Harold Moore. Appliances are 
being displayed, with a stock ex- 
pected shortly. Repair work will 
also be handled 


MINNESOTA 
Fairmont—Russell’s Home Equip- 
ment Store, opened here recently, 
features the new Lenco home 


freezer, as well as other appliances 


Wanamingo Otto Olson has 
opened a new radio and electric 
shop on S. Main St. Zenith radios 
and Norge appliances are featured, 
and a service and repair shop is 
included 


MISSOURI 


Kansas City — Reeves-Wiedeman 
Co., 2611 Warwick Trafficway, has 
een incorporated to deal in appli- 
ances and allied lines. 1500 shares 
». v. $100 each are authorized, com- 
mence with $71,000; incorporators 
ire Walter Wiedeman, Alice G 


Wiedemann and Edward R. Victor 


NEBRASKA 
Omaha—Alfred Mahan has opened 


i large appliance store at 50th and 
Leavenworth Sts. called the Elm- 
wood Electrical Emporium. He will 
retail both major and small appli 
ances. 


West Point—The West Point Elec- 
tric & Appliance Store has bee 
ypened to the public by Ed. Sellen 
tin, who states that he will feature 
G-E appliances. 


Madison — Irwin Underberg has 
opened the Home Appliance Store 
to sell Philco products and other 
nationally advertised lines 
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4754-56 CLARK 





A fine all-aluminum 


All chrome finish 


RNR em 


ORDER 


INTERSTATE APPLIANCES 


DIRECT 


ELECTRIC COFFEE MAKER SET 


O.P.A. Approved ; 
Consists of a beautiful kiectric Coffee Maker Stove, 8 cup Glass Coffee 
Maker, attachment for Grilling, p 
Standard packages of six sets 


ELECTRIC TOASTER 
O.P.A,. Approved. 


two slice flip toaster 


Each Net..... 


MAIL US YOUR ORDER TODAY! 


IMMEDIATE DELIVERY 

HIGHEST QUALITY PRICED RIGHT 
APPLIANCES WITH SALES APPEAL 
TOP PROFIT PRODUCERS 
TODAY’S ANSWER TO GOOD 
ELECTRICAL APPLIANCE BUSINESS 





MASTER-DELUXE 2 BURNER TABLE STOVE MODEL 77 
COMPLETE RANGE OF 6 COOKING HEATS 


List 5% more in Zone 2 
$ 40 F.0.B. Chicago 
. Tax Included 


Sold only in 
Standard Cartons 
of 8 Stoves 


ONE BURNER ELECTRIC STOVE 
O0.P.A, Approved.... 


e° with one heat 


Each Net . 


List $3.95 
burner. Standard packages of 12 
rey $2.65 


List $9.98 


also attachment for Making Toast 
‘ ieee ; . $6.12 


- List $5.88 
Standard packages of 10 
. ° $3.95 


ELECTRIC HAIR CURLING IRO 


Retall Price. 


Each Net 





List $2.95 


Complete with underwriters approved cord Standard 


$1.75 


NAPCO - PACEMAKER 
ELECTRIC IRON 


(MODEL 300) 


OPA Approved... sccccecces List $5.16 
(List ® more 1 Z ) 
Beautifull streamlined r 1utomatic 
all chrome finish, weight 4'4 pounds, 550 
watt Standard packages of 12 Each 
Net ‘ $3.65 


IMMEDIATE DELIVERY on each of the above listed items 


Terms: Check with order or C. O. D. Net 
Railway Express F.O.B. Chicago 


INTERSTATE ELECTRIC SUPPLY CO. 


NATIONAL DISTRIBUTORS 


CHICAGO 40, ILLINOIS 
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Conveniently indexed; handsomely bound 












































Conditioning Directory immediately after its publication 
Bill me Bill my company 
Individual Company 


Address : ‘ City 





The Product Consumers Requested 
SAFGARD 


HOME MILK 
PASTEURIZER 


Every Farm Home| ' 
Every Small Town Home f a Pe 


FORT STREET 7 





Statistics show that rural 


families want clean, safe, pasteurized 


afford to be without it. 
Two-gallon capacity... 

ing and timing controls.. . 

temperatures... simple, rugged construction. 


Rural families are going to buy it. . 


The Product With A Profit Future 
Because It’s 
Packed With Sales Appeal 





REFRIGERATION 
and 


AIR CONDITIONING 


DIRECTORY 


BUSINESS NEWS PUBLISHING CO. 


DETROIT 26, MICHIGAN 


milk, free of milk-bourne diseases. Now, milk can 


First edition since 1942 
—soon to be published. 
Over 300 pages of im- 
\ portant data... tells 
who makes what and 
where, all the products 
used in refrigeration 
and air conditioning. 
240 product classifica- 
tions—companies, personnel, addresses, etc.,—a wealth of 
vital information on this gigantic potential world market industry. 


Off the Press Soon — Price */ 


BUSINESS NEWS PUBLISHING CO., DETROIT 26, MICH. 


Send me a copy of the 2nd International Edition of Refrigeration and Air 


Check enclosed 


State orececevcces 


be pasteurized properly at home. The SAFGARD Home Pasteurizer 


iS SO €aSy tO Operate, so economical to buy that no farm home can 


automatic, electrically operated heat- 


agitator that keeps milk at uniform 


. are you going to sell it? 








OTHER SAFGARD 
PRODUCTS 

© Electric Water 
Heaters 

® Electric Fence 
Controllers 

© Floct Valves 





Dept. E, 615 N. Aberdeen, Chicago 272, Ill. 
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GLAMOR MAGNET: One of the chief attractions at the DuBoff exhibit at the recent 
Housewares Show in Atlantic City was Miss Bess Myerson, Miss America of 1945, 
shown autographing exhibit directories for Saul Katz, Gimbel Bros.; Herman Klompus, 
Hecht Co.; Frank Brachold, Kresge; Al Hartman, Hecht Co.; and Arthur Greenstein, 


Associated Furniture Buyers. 
























NEW YORK 


Buffalo—A business name has been 
filed for the Swan Hardware & Ap- 
pliances, 11-13 E. Swan St., by Wil- 
liam J. C. Grupp. 


Buffalo—Edward H. Geisendorf has 
filed a business name for the Eagle 
Appliance Co., 265 Main St. 


Buffalo—A business name has been 
filed for the G. & N. Appliance Co., 
400 Prospect Ave., by Nicholas S. 
Izzo. 

Buffalo—A new electrical appliance 
and furniture store under the name 
of Harry Pugrant, Inc., will soon 
yen on Third St. with a complete 
line of merchandis¢ 


Buffalo—A business name has been 
hled tor the Tower Appliance and 
Klectrical Service Co., 2011 Hertel 
Ave., by Leslie F. Tower. 


Che following appliance and radio 
incorporations have been chartered 


in New York 


New York City—David Radio Serv- 
ice, Inc., Bronx; capital 100 shares 
n.p.v. stock; to deal in electrical 
appliances; incorporators: Bernard 
Miller, 1347 Morris Ave., Bronx; 
Samuel Wachsberger, 257 E. 7th 
St., Lillian Spivak, 147 E. 57th St. 
New York City. 

New York City—Heat-Rite, Inc.; 
to deal in refrigerators, radios, oil 
burners, etc.; capital, $20,000 in $100 
shares; incorporators: Ethel Davis, 
Helen Klein, Harry Schechtman, 21 
KE. 40th St., New York City. 


New York City—Surrey Electric 
Supply Corp.; to deal in electrical 
appliances; capital, 100 shares n. p. v. 
stock; incorporators: Emanuel V. 
Virahup, Mildred Schulman, Alfred 
Klein, 1450 Broadway, New York 
City 


OHIO 


Toledo—With John C. Schaffer as 
manager, Grinnell Brothers has 
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opened its new appliance and musi 
store at Jefferson and St. Clair Sts 


Dayton— Miami Hardware & Appli 
ance Co., Inc., has been chartere: 
with authority to issue 250 shares 
of n.p.v. common stock, by Perr) 
L. Gerson, Beatrice Gerson and 
Samuel J. Gerson. 


Cincinnati—Sommer Electric Co., 
Inc., has been chartered with a 
capital of 1000 shares n. p.v. com- 
mon stock, to deal in electrical ap- 
pliances and equipment. Principals 
are listed as Homer D. Sommer, 
E. Robert Schellhase and Donald 
K. Merwin. 


OKLAHOMA 


Ponca City—J. B. Appling will open 
a furniture and appliance store at 
123 N. Third St. here soon with Al- 
bert Collier and Mrs. Appling as 


associates. 


Tulsa—G. E. Fikes, president of 
Fikes Food Stores, Inc., is president 
of the new Fikes-Thompson Appli- 
ance & Radio Co., 2002 S. Utica. 
Lois Thompson is general manager, 
R. R. Thompson business manager, 
and Lola Hennington in charge of 


records 
OREGON 
Salem— Appliances are featured on 


the first floor of the new Elfstrom 
Store at 340 Court St. R. L. Elf- 


strom is president of the concern. 
PENNSYLVANIA 
Pittsburgh — A United Vacuum 


Cleaner store has opened at 630 
Grant St. L. B. Bennett is manager, 
and E. A. Phaneuf is his assistant 
The new branch will carry all major 
lines of cleaners, washers and re- 
frigerators 


SOUTH CAROLINA 


Charleston—The new Slovis Music 
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yp at 4244 King St. carries a com- 
te line of small appliances in addi 
n to records, radios, etc. 
































SOUTH DAKOTA ciTy 
aq Lemmon—Wilson Eyer has opened ‘aL Z 
electrical appliance shop in Len jne 
n. He has the Westinghouse and RM Maqaz 
Ico — and int gael other Ma 
es Of appliances and tarm equip if 17, eet | : 
nt = AS tally TT — batty 
Colton—An electric shop has been |)» =D Bre... 1 : 
ened by K. L. Brendsel and sons |  ‘[HRBARRER i= Ae TT 1 | 
land and Robert, in the Mellom _ KK 
ig. Nationally known applianc« Mi 
inds will be sold, and repair and | (REESSSSSSe———>) |) \ Weeenee 
tract work will be don 
ie 
TEXAS 
Waco—Dapper’s Service and Home 
pliance Co. has been organized by 
W. Dapper, Claude H. Harris A) hae : 
nd H. D. Davis. A $20,000 build- - ; 
ng is under construction at 15th and , “ rT] 
= Aves. to house the fem, which THESE 94 MANUFACTURERS USE “ELECTRICITY ON THE FARM” TO SELL 
cing built by the Quality Oil Co THEIR EQUIPMENT TO 400,000 TOP-INCOME ELECTRIFIED FARMS 
vacc 
AERMOTOR COMPANY FLINT & WALLING MFG. CO. NATIONAL IDEAL COMPANY 
WASHINGTON AEROVENT FAN COMPANY FRIGIDAIRE DIV. GEN. MOTORS NATIONAL MILKER COMPANY 
- — a AMERICAN BLOWER CORP. GARDENHOUR MFG. CO. PARAGON ELECTRIC COMPANY 
Pasco—Modern Electric Shop has PEERLESS ELECTRIC COMPANY 
en opened in Pasco by Art Zier AMERICAN MARSH PUMPS INC. GENERAL ELECTRIC COMPANY peneaees PUMP DIV 
ind Harve Colvin. SASSER ree . 
ullman—Pratt’s Electric Shop has (Lamp Department) PIONEER MFG. COMPANY 
opened at 7215 S. Grand Ave. with GENERAL ELECTRIC COMPANY : 
— a full line of electrical appliances. THEO AUDEL & COMPANY (Farm Industry Division) PREMIER VACUUM CLEANER DIV. 
AURORA PUMP COMPANY GLENN ROBERTS COMPANY PRIME MFG. COMPANY 
WEST VIRGINIA M. B. AUSTIN COMPANY GLOBE MILKER INC. RED JACKET MFG. COMPANY 
BABSON BROTHERS RITE-WAY PRODUCTS CO. INC. 
South Charleston—South Charles- MPANY GOULDS PUMPS INC. SARGENT-ROUNDY CORP 
ton Light & Electric Supply Co., C. S. BELL COMPA HAMILTON BEACH COMPANY : CORP. 
featuring appliances, etc., has opened BENNETT-IRELAND HARTZELL PROPELLER FAN CO. THE SCHLUETER COMPANY 
-pelcconngen Ay eta? ig Ey lnline BERKELEY PUMP COMPANY HINMAN MILKING MACH. CO. INC. ee SO MACHINE CO. 
ones ro eee ee GEORGE BEUOY H. D. HUDSON MFG. COMPANY _—SKILSA 
owners. } ° . 
; | THE BLACK & DECKER MFG. CO. ILG ELEC. VENTILATING CO. SMALLEY MFG. COMPANY 
ey electric home appliances, has opened | : STAHMER FARM EQUIPMENT CO. 
at 403 Broad St. | BROWER MFG. COMPANY co. 
ov : BRUNO TOOLS DIV. (Robert Clark) INTERNATIONAL HARVESTER CO. STARLINE INC. 
< meng oh an ae Se. | CENTURY ELECTRIC COMPANY INTERNATIONAL REGISTER CO. SUNBEAM CORP. 
ne., wholesale an retal 1eating | 
appliance business with $10,000 cap- | CHORE-BOY MILKING MACH. CO. THE |-X-L PUMP & MFG. COMPANY TOASTMASTER PROD. DIV. m 
m ital authorized, has been chartered, | A. D. COOK INC. JACOBSEN MFG. COMPANY TOKHEIM OIL TANK & PUMP CO. 
a with incorporators listed as James | CYCLONE MFG. COMPANY LANDERS FRARY & CLARK TRUMBULL ELEC. MFG. CO. 
n- 5 a ee ee eee | DECATUR PUMP COMPANY LINCOLN ELECTRIC CO, U. S. MOTORS CORP. 
Oo a ¢ ° a ° e | 
a of South Charleston. DE LAVAL SEPARATOR CO. LYON RURAL pie ga prs pee ig 
er THE DEMING COMPANY C. A. MecDADE COMPA : ; 
ld E ELECTRIC CORP. 
Id WISCONSIN THE DURO COMPANY ROBERT E. MAES WESTINGHOUSE ELE , 
Milwaukee—The Hein Electric Sup- EDISON G. E. APPL. CO. INC. MAKOMB STEEL PRODUCTS CO. (Rural Electric) 
Shaw Hen fan ek eee | ELECTRIC SERVICE SYSTEMS MALLEABLE IRON RANGE CO, WHITING STOKER SALES CO. 
ning ein, Oam ackK ali¢ eraney | 
on Kohlenberg, to deal in electrical ap- ELECTRO-LINE PRODUCTS CORP. MILLER ELECTRIC MFG. CO. WILSON REFRIGERATOR INC. 
at plianc es and supplies. Capital stock ESCO CABINET COMPANY THE F. E. MYERS & BRO. CO. WITTIE MFG. & SALES CO. 
\1- 8 200 shares at no par valu FAIRBANKS, MORSE & CO. MYERS-SHERMAN COMPANY WOODFORD HYDRANT COMPANY 
as Beaver Dam—A new building has 
been completed to house the Pershke 
- Peni i * . cad This impressive and well-represented list of advertisers schedule ELE( ‘TRICITY ON THE 
li- opening will be announced. FARM for the straightforward reason—pure and simple—that it brings their message to the most 
“a. Portage—B. H. Fenske and C. H. receptive prospects—the farmers who want to buy—and have the money for—electrical equip- 
oh Kempley have bought a store build- ment for industrialized farms and farm homes. es ie 
of ing on Highway 51 and will open Electrical dealers and their salesmen find that advertising in ELECTRICITY ON THE FARM 
ra wr “4g mp cew oe a Magazine helps them, too. It pre-acquaints their best prospects with the merchandise they sell. 
the building has been remodele« ELECTRICITY ON THE FARM is exclusively edited to assist farmers in the selection and use of 
a ae ee ne pe. electrical equipment, and they know that they can rely upon the merchandise recommended and 
os by Hollis Greene for the sale of | advertised in its pages. 
electrical appliances. Radio and . ; : . 
if other electrical lines will be handled | Write For Sample Copy of Magazine 
_ as well . 
Milwaukee—Master Electronic Corp. | 
has been formed by Cecelia Gruber | 
and Lawrence B. and E. R. Tropp- 
, man, Jr., with 1000 shares of com- MAGAZINE 
on mon stock n.p.v., 250 shares pfd. | 
- at $100 per share. The new firm is 
nt. pes. te el ol pocket 24 West 40th Street 
e ) ane tectric - 
oad pe try é, ? New York 18, New York 
Sturgeon Bay—Bunda & Starr, Inc., 668 Morkél Stree 6 ite. Michiana ae 
have opened a new store to handle EA rae Chicage 2, Iitinels 
electrical appliances of all kinds. 
Philco, Stromberg-Carlson and Ad- 
miral are featured lines. Miss Myrtle THE NATIONAL MAGAZINE CF RURAL ELECTRIFICATION 
1c Neuville is in charge of the store. 
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FIRST OF THE FAMILY: The General Mills Tru-Heat iron, first of the company’s 
new appliance line, was exhibited at the Atlantic City Housewares Show where it was 
demonstrated by William A. MacDonough, sales promotion manager; James B. Moore, 
Jr., New York district manager; and Ed Strasser, B. Altman & Co., Manhattan 
department store. 





Silex to Saturate Peoria Market, 


Test Post-Boom Appliance Sales 


Other Producers Are 
Asked to Cooperate 


) t Im you 
i ! t me 
" , A P 
l ind Ca t Sile ( 
Hartford, ( to s 
I i al t vit 
. € i ance 
ite a ! 1. M. Moore 
| 4 | i i Silk x 
4 the ac t g to bri 
a sparkle to mat a ousewitfe’s eye 
is an attempt “to pre-determine the 
rmal post m Capacity of consum 
( to absorb chandise, especially 
rable goods, as it will be affected by 
the country’s increased incomes, after 


e present huge bac lemand for 


consumer good is heen satisfied.” 
The Silex Market Absorption Study 
is gome to creat i condition to simu 
late normal market litions before 
happen nat " By observing 
\ App P actur 
r unt ate al tion of 
lura “ls bala ~— : 
| ul ie ‘ 
ilter ft " i thy 
te 


Two-year Study 


Ti 


her words, until the 





pate, and they 
are already grati- 
although 


1, 
iur- 


an 


test 


eir belief is that, 
| f rving 
eel capable of carrying the 
without help, the more partici- 
n reat the accuracy. 


No Advertising 


re will be no 


advertising in- 


1 at all until the necessity arises— 


Sales figures of the first 


market de- 


few 


months will no doubt be interesting to 


watch, 


but as far as the study is con- 


erned they may as well be thrown in 


el 
trie 


ume per 
ul p | 


plenty of 


wastebasket 


mont! 


merchandise for 


What matters is sales 
capita after exposure to 


several 


1S; SO a waiting period of three to 
six months is deemed necessary before 


the statistics will have any significance 


Sin 


yrnie 


Pe 


Final Films Completed 
for EEl Sales Course 


pleted cover the 


the test began May 20, it won't 


long before results begin to 
through 
ria 1s considered aun ideal city for 
st for other reasons than its iso- 
t! war has t changed it 
illy in regard to either popula- 
income, and it has small but 


live rsifie d industry 
1 , 


tint Als , ‘ 


mav iy to be 


that’s 


Distributors 
lealers have already pledged 
validity of 
judged later, 


left 


leted and are ready for 


tior he last two films to be 


instruction 


of 


sales representatives and round 


18-film series Mr 


hat over 175 


' 
already in use 


Kellogg 


of the basic courses 


“Kitchen Specialist” Diplomas 


Awarded at American Central 


Home Economists Given Intensive 3-Day Course 


in Kitchen Planning Fundamentals 





bs 


Karen Fladoes, Kelvinator, Lorine Mounce, 
American Central's Kitchen Planning Ser- 
vice director, and Katharine Fisher, 
Good Housekeeping, in serious consulta- 
tion over the 'Plan-A-Kit." 





Mildred Arnold, Lodies Home Journal, 
and Lorine Mounce take time out be- 
tween kitchen problems to pose for the 
camera man. 





The first all-woman Kitchen Special! 
ist class was held by American Central 
Mfg. Co., Connersville, Ind., recently 
when 25 home economists from utili 
ties, distributors, manufacturers and 
national women’s magazines were 
given an intensive 3-day course in 
planning, selling and installing Ameri 
can Kitchens. 

Classes were presented under the 
direction of Kenneth Cook, sales train 
ing manager, kitchen equipment, in ex 
actly the same manner as those given to 
American’s distributors, and included 
eleven slide films, nine chart talks and 
four motion pictures. The home econo- 
mists were then given problems in 
planning and remodeling old kitchens 
taking into consideration the prime 
functions of a kitchen—food prepara 
tion, dishwashing, cooking, serving, and 
storage—and the three work centers 
desirable in a kitchen: (1) Cleaning 
the sink and adjoining cabinets, which 
are the dishwashing and 
center. (2) Storage 


cleaning 
the refrigerato 
and adjoining cabinets, storage and mix 
enter. And (3) Cooking and Serving 

the range and cabinets 
Plans 


were made to scale on graph paper 


adjoining 
the cooking and serving center. 


first, and when the home economists 
became proficient they learned to plan 
the same kitchens using the “Plan-A 
Kit.” 

The kitchen planning 
also included methods of re-routing 
water pipes where the sink was in the 
wrong position; how to shift poorly 
located radiators to a more suitable 
spot; and how to handle low-slung 
windows that dropped below the work 
surfaces of the base cabinets. 


instructions 


New Models Presented 


Models of American’s post-war 
kitchen cabinet line designed by Ray- 
mond Loewy were previewed, and will 
include sinks with single and double 
drain boards; sinks with an additional 
laundry tray; and sizes ranging from 


American Central's sales training manager, Kenneth Cook, demonstrates one of the 
newly designed combination dishwasher-sinks to Barbara Daly Anderson, Parent's 
Magazine, and Ann Noone, ELECTRICAL MERCHANDISING. 





JUNE 15, 


1946—ELECTRICAL MERCHANDISING 






ne 


At 
girl re 
she hac 
ist” by 
special 


Lon 
ties 
Indian 

“inna’ 
Georg 
Admit 
Westi 
Kelle: 
Co ( 
tribut 
Van 

W. \ 
gome 
Hom 
ing; 

ful; j 
Pare 
| 


ary 


De. 
$3( 


Re 
secti 
mini 
meet 
ton, 
Rive 
wort 
hom 























































































in width. A dish- 
and a garbage disposer are 
Yi tested now and will soon be in- 
1 in the same. 
ne other features to be incorpor- 
ated in the new line are black battle- 
linoleum tops; knee space; wall 
C ts with rounded corners and a 
inbroken by handles ; a new faucet 
n; finger-tip faucet control; quiet 
ition; drawers with rounded cor- 


es to 66 inches 





DISTRIBUTORS 


SEE CHARLEY REW 


HOTEL CONTINENTAL 
CHICAGO, ILL. 





ners; concealed double spring hinges; 
t cabinet units with drawers and JULY Sth THRU JULY 10th 
shelves that are interchangeable; an 
‘ adjustable spotlight over the basin; a Come up to Charley’s room at the Hotel Conti- 
y spray for washing vegetables; and a nental and see the new, improved Gem Dandy 


7 streamlined backsplash, flush with the = Electric Churns that are selling like hot cakes all 

























































































d wall so that dirt and dust cannot = over the country. Rural electrification programs 
. collect. i Saal => provide constantly increasing markets. 
n In addition to the above features, * 4 = x 
} scoala tek amine ais GR aoe ee ay 2 ee = See Gem Dandy Electric Churn in operation. Get 
ccessories for their cabinets—among : aca : = details of the Gem Dandy transparent glass jar 
a 8 listeners, leans a + RCA-Vict > P Bg j 
- . ete: ‘ ; gainst an -Victor = 
P those mentioned were collapsible table developmental large-screen home tele- => made especially for use with Gem Dandy Electric 
, and cabinet units; condiment shelves ; vision receiver while he ponders new = Churns. Get a preview of the great, new Na- 
what-not corner shelves. methods of monkey-making via television. = tional Advertising Program. By all means see 
At the close of the program each = Charley Rew. 
d girl received a diploma certifying that — 
d she had qualified as a “Kitchen Special- =— NEW IMPROVED 
ist” by having creditably completed the ° AN 
1 specialized course. Scheduled Meetings D DY 
rs Companies Represented Following is a list of meetings FLELTRIC CHURN 
5 . ,; Ua scheduled for the near future: 
Companies represented were: tili- P 
ties: Appalachian Electric Power Co.. National Electrical Manufacturers 
s Indianapolis Power & Light Co., Cin- Association 
arr ae Se See wee Homestead Meeting 
‘innati Gas & Electric Co., and Homestead Hotel, Hot Springs, Va. 
Georgia Power Co. Manufacturers: June 17-19 
g Admiral, Crosley, Nash-Kelvinator and W. J. Donald, Managing Director, 
) Westinghouse. Distributors: Blaire- 155 East 44th St., N. Y., N 
x Kelley, Delaw are, O.; The : Eastern Annual Meeting 
x Co., Cambridge, Mass.; Griffiths Dis- Marlboro - Blenheim and Claridge 
s tributing Corp., Indianapolis, Ind.; Hotels, Atlantic City, N. J. 
Is Van Zandt Supply Co., Huntington October 28 
t W. Va.; and Walthe: Bros . Mont- Summer Markets of Appliances and 
: gomery, Ala. Magazines: Better Radios ALABAMA MANUFACTURING CO. © Birmingham 3, Ala. 
n Homes & Gardens; Good Housckeep- Furniture and Merchandise Marts, 1 : 
ing; American Home: House Beauti- Chicago, Ill. | | | | Il | Mil 
> 4 a : | } 
it: Ladien Iau Feaneal: Motcie: July 8-29 | IANA 
> Parents; Woman's Home Companion American Washer and lroner Manu- 
2 and ELECTRICAL MERCHANDISING facturers Association 
. Summer Meeting INDEX TO ADVERTISERS 
v French Lick Springs, Ind. WueE RE To Buy 
€ July 22 and 23 | JUNE 15, 1946 Parts. Services & 
"4 Arthur H. Noelke, Secretary ' : 
kK San Antonio Chamber of Commerce Admiral Corporation... . 26 Accessories 4 
Dealers Told ot International : Housewares, Furni- Alabama Mfg. Co... ... 33 
sia ture, and Major Appliance Show 
$30 Million Market Municipal Auditorium, San Antonio, American Furniture Mart........ 28 WASHING MACHINE PARTS 
Texas ” 
: a American Home................ 13 “For aay and all makes 
r Robert Elliot, chief of the utilization Sept. 29-Oct. 2 | Di . : : Most Pc, Ae stock in N. W. 
“ section of the Bonneville Power Ad- Luke Collins, National Director Appliance Industries of America. 23 Prompt Service 
} ministration, Portland, Ore., told a Appliance Parts Jobbers Associa- Business News Publishing Co.... 30 Minnesota Appliance Parts Co. 
e meeting of appliance dealers at Lewis- tion : Cinmeats tie Co 18 191 W. 7th S#. 
} ton, Idaho, May 9, that the Columbia as sy = . sa , 
a River area would purchase $30,000,000 incinnati, Ohio Coolerator Co., The 10 
worth of electric goods for farm and October 24-26 Cosmopolitan Sales Co. 33 SEARCHLIGHT SECTION 
home use during the next few years. Refrigeration Equipment Manufac- | lectrical Merchandisi 25 (Classified Advertising) 
The meeting, devoted to a discussion turers Ass'n. and Frozen Food Locker Boctrice! Merchandising Employment Business 
of the expanding electrical industry, oe ved gg te Electricity on the Farm 31 SELLING MERCHANDISE 
lc - a Sa ¢ , our -Industry 
se net undes the pining si ms the and Air Conditioning Exposition Fairbanks, Morse & Co. res ae “OPPORTUNITIES” 
Clearwater Valley Power Association Public Auditorium, Cleveland, Ohio 30 UNDISPLAYED RATE 
P. J. Miller, president of the Clear- Oct. 29-Nov. | Guard-It Mfg. Co (Not available for equipment advertising) 
water association since its inception in R. Kennedy Hanson, Show Mana- Interstate Electric Supply Co..... 29 WANTED ‘(full of oat ane Sine coplapmens 
1937, reported that the cooperative is ger, Clark Building, Pittsburgh, Pa. tHle B Cc H.C 20 only), % above rates, in advance. ale 
now running 1,300 miles of lines and ee RE Ss FSS aby Hy SY mes 10 words 
has 2,700 consumers. He added that Lyon Metal Products, Inc. 12 ss DISPLAYED RATE attaed 
the REA hopes to add 800 more miles | Miteenenhe Appliance Parts Co... 33 ren rol ag of per te A = reauest. AN ADVE a 
line and 200 more consumers, all | pre Ww pw lhcarnsy fl galas one 
potential electric ap; jiance users = Norge Division, Borg-Warner 
4. R. Mushlitz, district superin- Correction Corp. .. .3rd Cover emeune eocaaraely wanted 
tendent for the REA, reported that the :, ; 7 utene. lac. 16 . S 
wer-all total appliances and electric In the May 1 issue of Eve — ing Fibergl 24 adiaen Ck See: sos 
equipment in demand in the Lewiston CAl Mi: RCH ne aye it was or Owens-Corning Fibergias PR aos oh an IE ge atin products 
irea alone amounts to $1,704,357. — = ported erat the ay Pacific Mfg. Corp. 14 ms ain — gel sar — eer — 
Speaking on the general outlook of Co., Dr yminent ( am ridge, Mass., | PR OE ee 15 aad Gea eae a 
the electric appliance field were the distributing firm, had merged with ° ' ae participatio Exper me | avy, An 
following, all from Spokane: E. Z the Han ock stores, a retail hrm. Premier Vacuum Cleaner Division St., New York N.Y 
Coman, General Electric Supply The Eastern ( ery a oe an General Electric Fourth Cover a 
Corp.; R. S. Williams, Jensen-Byrd ; oa dee — ahi tk iene Biead Ger Gu. tas. 21 Prepare Now for Additional Markets 
H.C. Korthalls. Graybar Electric Co. : ally nown app lances wit 1 reac - oe oernesone sales qronsinatinn, oxtess- 
; . ate ° ° 2 rs > ¢ re 4 iti . represen 0 $- 
Louis Weiss, Prudential Distributors: quarters at 620 Memorial Drive, Selling Opportunities 33 pals, offers tive wire sales | Tnteretea in socuri 
, . B xe ccor o oO presi- j ° etri- 
C. W. Lobaugh, International Har- Cambridge. Acc ding to presi Silex Co., The 19 pen gh Teg Enon pe ey devices, hardware 
vester Co.; Dell Wharf, Columbia dent Alan Steinert, no merger has specialties and allied lines. 
Electric C ? d L. G. Albert. H either been planned or effected. Where to Buy................ 3 COSMOPOLITAN SALES CO. 
Men (> and 2b. \. “Albert, flarp 450 Seventh Ave., New York, 1, N. Y. 
er- Megee, Inc. 
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Dear O.P.A.... 


[he following is a portion of a lette: 
sent by H. N. Light, proprietor of 
Lis vetera South Bend, Ind ap 
pliance dealer, t Richard C. Kacz- 
marek f the lo« al { PA office in South 
Bend. Cope i the original letter 
vere sent to President Truman, Paul 
\. Porter of OPA, Chester Bowles, 
former OPA administrator, and others: 
Dear S J e: Injustice under the 

O.P.A 


#1. Dr. Harry Bailey, 709 W. Washing- 
ton Street, Iron Cord, our certified check 
HIIISI, amounting to $1.30. 

#2. Mrs. James C. Sherry, 1815 Sherman 
Avenue, Easy Spinner Washing Ma- 
chine, our certified check #11148 in the 
amount of $32.00 to Mrs. Sherry. Our 
certified check #11147 in the amount 
of $64.00 to the U. S. Treasury Depart- 


ment. 


#3. Mrs. Albert Jumps, 2213 E. 4th 
Street, Mishawaka, Bee-Vac Washing Ma- 
chine, our certified check #11148 in the 
amount of $13.90 to Mrs. Jumps. Our 
certified check #11149 in the amount of 
$36.10 to the U. S. Treasury Department. 
#4, The threat from Mr. James D. Strick- 
land, District Director, O.P.A., Indian- 
apolis, Indiana, to take away The Light 
Company's license to operate business. 


— 


#1 analyzed: In selling this iron cord 
for $1.30, we were absolutely guilty of 
O.P.A. violation. This cord should 
have sold for $1.25. We overcharged 
Dr. Bailey five cents, for which, under 
O.P.A. price regulation, you had 
authority to penalize The Light Com- 
pany three times the overcharge, or 
fifteen cents, if you wanted to impose 
upon The Light Company the maxi- 
mum penalty. This we are willing to 
pay and keep our mouth shut. How- 
ever, I can assure you that this over- 
charge was not intentional. Having the 
$1.30 cord and $1.25 cord side by side, 
one of our people accidentally picked 
up the wrong cord, 
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In a discussion with you on the profit 
we made on this cord, showing you our 
invoice where the list price was $1.25 
and our discount was 40%, which gave 
us $.50 gross profit on the cord, im- 
mediately your reaction to this exces- 
profit was terrific, claiming that 
was one thing which just had to be 
stopped. When I tried to explain to 
you that our pre-war discounts on 
small parts always run from 50% to 
60%, you were not able to understand 
the difference between discounts and 
mark-ups, but this excessive profit is 
what you are going to stop. When I 
told you that in our overall operation 
in 1945 we actually went in the red 
$411.94, you snorted (in effect)—sure, 
after you take out big executive wages, 
you can easily afford to show a loss of 
$411.94. Again the facts are in 1944 
we took aproximately a 50% cut in 
wages in order not to have too bad an 
operation for the year. Then you 
stated that we were still not as bad off 
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as a business man who was in there 
just recently. You claimed he went in 
the red $8,000.00 for one year’s opera- 
tion. Anyone who keeps continually 
citing instances whereby someone else 
is worse off than you, I doubt if he has 
a logical or constructive brain in his 
head. I don’t know of any business 
or any individual that plans or hopes 
to be in a worse position one year from 
now than he is today. Neither do I 
think any branch of our government 
should be worse off one year from now 
than it is today. Further, if any 
branch of our government is worse off 
one year from now than it is today, I 
think the one at the head should be 
charged with the responsibility. 

#2 analyzed: I was notified to appear 
about a used Easy washing machine. 
A used Easy washing machine as such 
does not mean any more to me than 
Adam's Off Ox, so when we started 
the discussion on this Easy washing 
machine I was trying to find out what 
it was all about. Not having any 
knowledge of facts, it was impossible 
for me to talk intelligently about th« 
matter. However, you kept yelling 
come on, come on, speak up, vou are 
taxing my patience. When I took all 
your insults I could hold and finally did 
speak up and pinned your ears back, 
you came back with the slang—you 
don’t need to think I am going to blow 
my top on you. However, I believe 
that remark was made a little too late. 
As time went on, I did gather a little 
information and found out this Easy 
Spinner washing machine comes under 
Class G, MPR 372, April 26, 1943, 
which may be sold as is to consumer 
for $47.00 or can be sold for $84.50 
guaranteed for twelve months. Not 
having had any used washing machines 
for four years, and not going into a 
special set-up at this particular time, 
we sold this washing machine as is for 
$47.00. Then we repaired this washing 
machine under the terms and regula- 
tions approved by O.P.A. for us to do 
repair work during the entire price 
control period—which is, labor at $1.50 
per hour plus parts. The repair bill 
on this washer amounted to $32.00, 
which automatically carries a ninety 
day guarantee. When Mrs. Sherry 
came into our store and saw the 
washer, she was thrilled to think she 
could buy it and in the enthusiasm of 
the transaction, one of our men wrote 
her a receipt for $79.00, not thinking he 
should first call our attorneys or seek 
my personal advice on the bill of sale— 
and for this, we have had inflicted upon 
our Company a fine of $96.00 without 
having been given a chance to even 
explain our position. However, this 
was the second decision. The first 
decision demanded of me that I refund 
Mrs. Sherry $79.00 and I could either 
pick up the washer or let it set. 


#3 analyzed: This experience was the 
same as the procedure outlined above 
with the exception as follows: Bee-Vac 
washing machine comes under Class B, 
sold to consumer as is $18.00, or can be 
sold for $48.25 guaranteed for twelve 
months. This machine we sold as is 
for $10.00 and then repaired it—the 
repair bill amounting to $31.40, or a 
total of $41.40. In the conversation, 
Mrs. Tennant said in anger—we are 
going to take your license away and 
close up your business. When I asked 
her for the reason, she said—we have 
three violations against you here and 
we are going to stop this. She also 
said—didn’t you receive your notice 
yet? And I said, no, I didn’t receive 
any notice. Then she said—well, you 
will, I must give her credit for telling 
the truth because I did get this notice. 
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In trying to make disposition of 5 
case, Mrs. Tennant said well, the 
washer O.P.A. ceiling price is $37.50 


that only leaves an overcharge of $3.90 


That isn’t much, so we can charge hin 
either three times the overcharge or 
$50.00 whichever is the greater, the 
decision being I was to be charged 
$50.00. Then it was demanded I make 
one check of $13.90 payable to Mrs 
Jumps and one check payable to the 
U. S. Treasury Department for $36.10. 
Now, as I understand it, the customer 
gets a refund of one-third and the U. S. 
Government two-thirds. I realize I am 
not very smart and I admit I cannot 
figure very well and maybe 3 x $13.90 
makes $50.00. 


Mrs. Jumps was fully under the im- 
pression that if there was an over- 
charge in her case, she would get three 
times the overcharge, which she em- 
phatically said was the information 
she received from O.P.A. Office. When 
I got through explaining the facts to 
her, she appeared to have not too much 
respect for the contact she had with 
O.P.A. 

Since March 18th, which was the 
date of this unpleasant experience I 
have talked to people in various types 
of business, as well as some house- 
wives, and most of them spoke of the 
intolerance and dogmatic attitude dis- 
played in the O.P.A. Office, claiming 
they felt the wrath of dictatorship, 
ignorance and unkindness. Many a 
housewife has called our store for 
prices on different electrical items, 
which they claimed O.P.A. Office was 
not capable of giving them and they 
were instructed by the O.P.A. Office to 
call The Light Company for this in- 
formation. Since the O.P.A. was born, 
the local office has called me many 
times on various phases of price con- 
trol, which service I gladly rendered. 
We were supposed to spend our efforts 
assuming O.P.A. obligations, but as 
soon as it might appear that we made 
a technical mistake of .0001-1%4% of 
business done since O. P. A., they jump 
on us with all four feet, maximum 
penalties and threats to put The Light 
Company out of business. And this 
is what we call Democracy—America, 
the Home of the Brave and the Land 
of the Free, where each and every one 
has an equal chance to earn a living 
and pursue happiness. 


I know a number of business people 
who feel exactly .as a friend of mine 
does, however, not being financially 
able to do what he did. He told me it 
was impossible to operate legitimately 
so he closed his business and says he 
will keep it closed until O.P.A. dies a 
natural death or Congress kills it. 
H. N. Licut 























the greaest values 


In the eld 


Owners want their major household appliances 
to be food-saving, time-saving, work-saving and 
money-saving—a profit-winning combination ey 
that is found in the Norge line of nationally 
advertised products for 1946! ), = 
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A BORG-WARNER INDUSTRY 
Norge is the trade-mark of Norge Division, Borg 
Warner Corporation, Detroit 2 Michigan. | 
Canada: Addison Industries, Limited, Toror oO 
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Chree-eighths of a mile to go—to the big win of the Turf! The field sweeps out of the back 
turn, down the homestretch—and they're coming in! It’s two horses out front—two horses 
pounding down to the finish, neck and neck, jockeys’ arms flailing . . . 10,000 people hold their 


breath...and out of the dust and thunder the favorite flashes home to glory—winner by a nose! 


But you've seen more than the making of a new King of the Turf. You've seen the 
proving of a true thoroughbred. Bred of pure-blooded stock . . . painstakingly 


halter-broken, rider-broken . . . taught to trot, to canter, to run, and finally—to 


race against time itself . . . everything needed to win when the stakes are big! 


PREMIER IS PREPARING BEFOREHAND, TOO—getting ready now for the 
days ahead when vacuum cleaners will have to be sold. If you're a 
Premier dealer, you'll be ready, too. And here’s why—your customers 
will be seeing the Premier story that’s being told in 153,468,081 Premier 
. there'll be 


Premier traffic-stopping displays, brilliant neon-fluorescent identifica- 


messages appearing in national magazines this year . . 


tion signs, mailing pieces, folders, novel on-the-spot displays, broad- 


sides, demonstration films—everything you need to get set to sell! 


CHAMPIONS GET READY AHEAD OF TIME! 
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PS. (Premier Service) 


You do the selling—Premier does the work! Service can 
be a mighty important source of profit for you in 1946. 


* Through sixteen conveniently located Factory Ser- 
vice Stations, Premier will completely recondition your 
customers’ cleaners . . . and provide you with genuine 
factory-built Premier parts for your own repair jobs 
or over-the-counter sales. * Get the full story now 
on what this profit-producing program can do for you 
... from your nearest Premier Factory Service Station. 


PREMIER VACUUM CLEANER DIVISION 
GENERAL B ELECTRIC 


1734 IVANHOE ROAD «+ CLEVELAND 10, OHIO 








